cntered as second-class matter 


Selling Needed, 
Speakers Assert 
at ‘Trib’ Forum 


500 Business Executives 
Hear Admen, Advertisers 
at Second Annual Meeting 


Cuicaco, May 9—‘“Perhaps by 
1953, and seemingly certainly by 
1954, the odds are that we will 
have to meet the problem of dis- 
tributing as much of goods and 
services as we were able to mar- 
ket in the bumper days of 1950,” 
Dr. G. Rewland Collins, dean of 
the graduate school of business ad- 
ministration, New York Univer- 
sity, said here Monday. 

Dr. Collins spoke at the open- 
ing session of the Chicago Trib- 
une’s second annual distribution 
and advertising forum. About 500 
business executives attended the 
forum. He set the pace for a dozen 
speakers who carefully analyzed 
manufacturers’ and retailers’ cur- 
rent problems. 

“Naturally, mobilization needs 
will impinge unevenly on differ- 
ent kinds of goods and services,” 
Dr. Collins said, “but it does ap- 
pear that in some industries, as | 
early as the latter part of next 
year, and in most industries as 
early as 1953, the peak of military | 
supply requirements may well! 
have been reached and passed. 
Thereafter, a renewed expansion 
of civilian production seems certain | 
to bring a return of a buyers’ mar- | 
ket.” (For full details of Dr. Col-| 
lins’ talk, see Page 126.) 


| 
e L. E. Oliver, national merchan- 
dising manager, Sears, Roebuck &| 
Co., detailed the steps taken in the 
establishment of a typical Sears 
store, from the selection of a site, 
through construction and _ stock- 
ing. In a slide-film presentation, he 
pointed out how each step fits into 
an integrated advertising and mer- 
chandising program. 

Grey Advertising’s E. B. Weiss 
warned the assembled agency and 
sales executives that “the greatest 
compliment the public pays to ad- | 
vertising is also  advertising’s| 

(Continued on Page 142) | 
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Gamble Predicts 
High Ad Volume, 
Plentiful Goods 


New York, May 10—Continued 
high advertising volume in today’s 
half-war, half-peace economy is 
envisaged by Frederic R. Gamble, 
president of the American Assn. of 
Advertising Agencies. 

“Most kinds of goods are in 
greater supply than anyone 
thought possible a few months 
ago,” a luncheon meeting of the 
American Assn. of Newspaper 
Representatives was told today. 
(Mr. Gamble’s speech was read by 
Kenneth Godfrey of the Four A’s 
because the former has been hos- 
pitalized.) “We have already at- 
tained a $300 billion rate of activi- 
ty and it promises to go consider- 
ably higher. 

“On that volume, the normal 
advertising ratio of 3% would re- 


sult in total advertising volume of 


over $9 billion, compared with the 
present investment of between $5 
and $6 billion...Even if the ratio 
were to fall as low as the 15% we 
reached during World War II we 
could apparently still expect ad- 
vertising volume not to fall below 
$4.5 billion—and it seems likely 
that, with continued expansion of 
production, advertising might con- 
tinue well above this figure.” 


e Mr. Gamble urged that news- 
papers bring their retail and gen- 
eral advertising rates closer to- 
gether because “the differential 
between them is already wider in 
many cases than is thought to be 
healthy.” He called on the repre- 
sentatives “to do what you can to 
discourage or correct excessive dif- 
ferentials among your papers.” 

He outlined four standards to 
be applied to agencies in determin- 
ing their soundness and asked the 
representatives to work closely 
with publishers in applying the 
standards to agencies seeking their 
recognition. 

The agency should be free of 
by any advertiser or a 
medium owner; it should keep all 
the commissions allowed by a pub- 
lisher and not rebate any part to a 
client; it should have adequate ex- 
perience and ability to serve gen- 
eral clients; it should be financial- 
ly sound. 


@ The latter, he said, meant that 
“the agency should have financial 
(Continued on Page 4) 


‘Miscellaneous’ Brands 
Do Better; Newspaper 
Advertising Increases 


By JOHN CRICHTON 

New York, May 10—The liquor 
industry had a pretty good year 
in 1950. 

There were exceptions, of course, 
and the brand picture changed 
considerably. The advertising 
strategy was still swinging toward 
newspapers, and the ultimate ef- 
fect of war in Korea was still to 
be measured. 

National Distillers, Hiram Walk- 
er-Gooderham & Worts Ltd., and 
Schenley Industries all showed 
gains in their 1950 sales reports. 
But Schenley’s fiscal year closes 
Aug. 31, too soon to catch all the 
scare buying splurge, while Na- 
tional’s ends Dee. 31. Hiram Walk- 
er’s is figured in Canadian dollars, 
and Seagram's fiscal year closes 
July 31, again too soon to show 
the post-Korea scramble. Seagram 
—whose sales had risen, counter 
to industry trend—fell from $726,- 
949,000 (in round figures) to $677,- 
926,362. 

As the table on Page 138 shows, 
combined sales in 17 monopoly and 
10 open states were better than 
in 1949, with 27,608,709 cases sold 

(Continued on Page 138) 
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Early Thaw in TV Freeze Not Likely; 


FCC Receives More 


Newspapers and TV | 
Used to Introduce 
Chamois-Substitute 


Cuicaco, May 10—Mira-sham 
Corp. will introduce its new non- 
woven fabric and latex chamois- 
substitute in the Chicago area dur- 
ing the week of May 14. 

Newspaper ads, primarily 70- 
line copy, and television spots on 
home economist participation 
shows will be used to promote the 
new product. 

Mira-sham, which looks, 


feels 


'and absorbs water like natural 


chamois, is said to wear longer 
than the natural product and will 
retail at one-fourth to one-third of 
the current market price for 
chamois. 

Like chamois, Mira-sham must 
be wet and wrung out before use, 
but there is no troublesome lint, 
since it is manufactured from non- 
woven cloth. 


e Newspaper copy will plug the 
product name and its advantages, 
and the television commercials 
will be based on demonstrations of 
the product in use. 

The advertising and merchan- 
ing campaigns will be extended 
to other midwestern markets as 
distribution through hardware, 
automotive and food retailers is 
perfected. Initial shipments of the 
product are on their way to job- 
bers at the present time. 

Distribution of Mira-sham is be- 
ing handled on an exclusive basis 
by its affiliated company, Mira- 
cloth Corp. Roland G. Maus, pres- 
ident of Miracloth Corp., has been 
appointed president of the Mira- 
sham Corp. 

C. Wendel Muench & Co. is han- 
dling the Mira-sham account. 


Last Minute News Flashes 


Stokely Moves from Gardner to Calkins & Holden 


INDIANAPOLIS, May 


11—Effective June 1, advertising for Stokely 


foods division of Stokely-Van Camp Inc. will be handled by Calkins 
& Holden, Carlock, McClinton & Smith, agency for Van Camp food 
products. Stokely officials said the switch from Gardner Advertising 
Co., St. Louis, which now has the account, was made for the con- 
venience of handling both accounts through one agency. Gardner told 


AA it had resigned the account. 


Dexter Co. Names Dancer-Fitzgerald-Sample 

Cuicaco, May 11—Dancer-Fitzgerald-Sample has been appointed to 
handle advertising for the Dexter Co., Fairfield, la.. manufacturer of 
washing machines, ironers and electric and gas driers. Weston-Barnett, 
Waterloo, Ia., formerly handled this account. 


No Relaxation of AM, TV Set Credit Rules 


WASHINGTON, May 11—The Federal Reserve Board today turned 
down a request by the Radio-Television Manufacturers Assn. to liberal- 
ize credit restrictions on AM and TV sets. The R-TMA suggested that 
the amount allowed for trade-in sets be credited as part of down pay- 


ments. 


Hilton & Riggio Gets Juliana Cheese Account 


New York, May 11—New Netherlands Trading Corp. has named 
Hilton & Riggio to handle advertising for its, Juliana imported cheese 
line. The new advertiser will start its campaign the first week in June, 
with 1,500-line ads in metropolitan dailies on the Eastern Seaboard, ra- 


dio spots and 15 minutes of the “Kate Smith Show” (NBC-TV). 


(Additional News Flashes on Page 141) 
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Than 800 Protests 


WASHINGTON, May 10—The pos- 
sibility of an early thaw in the TV 
freeze seemed to fade today as the 
Federal Communications Commis- 
sion was deluged with more than 
800 comments on its plan to add 52 
ultra high frequency channels to 
the nation’s TV system. 

Though FCC may still move 
ahead with a partial lifting of the 
freeze, the volume of comments, 
covering hundreds of communities, 
left the commission's course in 
doubt. 

Most of the comments dealt with 
local situations. Almost without 
exception they were from appli- 
cants or would-be applicants who 
felt that the commission's alloca- 
tion plan could be changed to pro- 
vide their community with an ex- 
tra channel in the existing very 
high frequency band. 


s Only Allen B. DuMont Labora- 
tories, of all the interested parties, 
took broad exception to FCC’s al- 
location table. 

Though DuMont conceded that 
FCC’s engineering was sound, it 
offered a completely different di- 
vision of channels designed to pro- 
vide greater coverage of big met- 
ropolitan areas with the VHF 
band. 

Under DuMont’s counter pro- 
posal, 47 of the top 100 metropol- 
itan areas have at least four VHF 
stations, compared with 18 under 
the FCC plan. 

FCC said it deliberately inter- 
mixed the old and the new, on the 
assumption that the distinction 


| will disappear in the long run, and 


that intermix would assure most 
efficient use of channels. 

However, DuMont warned that 
its experience shows that the com- 
mission plan will not permit the 
development of sufficient compet- 
itive networks. 


® Noting its own struggle for out- 
lets in the present TV business, 
DuMent declared: “Advertisers 
won't pay the program and cable 
costs unless they can be sure of an 
established audience in at least 25 
areas.” 

In announcing the allocation 
plan in mid-March, FCC said in- 
terested parties would have until 
May 7 to file comments, and May 
23 to file counter-comments. In 
view of the volume of response, 
however, the commission may have 
to extend the filing date for coun- 
ter comments. According to pres- 
ent plans, hearings on the com- 
ments were to begin June 11. 
These may also be postponed. At 
least two months will be required 
for the hearings. 

American Broadcasting Co. and 
Columbia Broadcasting System 
approved FCC’s general plan, but 
commented on local situations. 
CBS asked the commission to pro- 
vide additional stations for San 
Francisco, Chicago and Boston—- 
major communities where CBS 
covets an “owned-and-operated” 
property. 

NBC praised FCC’s opening of 


_UHF “as a constructive step” and 


(Continued on Page 140) 
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Blacklisted Talent 
Will Get Chance to 
Defend Themselves 


New York, May 9—After a se- 
ries of protracted meetings grow- 
ing out of the Jean Muir cause 
celebre last fall, an all-industry 
committee, representing talent, 
networks, agencies and sponsors, 
has proposed a plan to alleviate 
the problem of handling broadcast- 
ing artists who are accused of 
pro-Communist leanings. 

General Foods Corp. dropped 
Miss Muir from the cast of a TV 
show as a “controversial figure” 
after such charges were made 
against her last fall (AA, Nov. 6, 
50) 

The plan is designed to prevent 
Red infiltration into radio and tele- 
vision and, at the same time, pro- 
tect actors from _ irresponsible 
charges. 
for the 


@ The machinery calls 


American Federation of Radio Art- 
ists to inform its members that 
“any one of them who has been 
publicly accused by an identifiable 
source of disloyalty or adherence 
to an organization described as 
subversive may file a_ written 
statement with Afra” as a reply 
to the accusations. These state- 
ments will be kept in a locked and 
confidential file in the Afra office. 

If a sponsor is considering hir- 
ing an actor against whom such 
charges have been made, he may 
ask to see the performer's side of 
the story. Such requests will be 
made through the American Assn. 
of Advertising Agencies, which 
will transmit the requests to Afra. 
“Any such request must contain 
reference to the publication (in- 
cluding date) of charges against 
the individual! involved,” the com- 
mittee indicated in a press release. 

Implementation of the procedure 
in television must await the ap- 
proval of Television Authority, the 
union which represents video art- 
ists. In the case of television per- 
formers, TvA would handle the go- 


GETS AGENCY'S AWARD—Ralph McGill (under hat), editor and columnist of the 

Atlanta Constitution, won that top hat and $100 check as the Southeast’s top news- 

paper man from Liller, Neal & Battle, Atlanta agency. With him are William W. Neal 

(left), of the agency; Al Sharp, PR director of the agency, and John Fulton (right) 
of WGST and Atlanta chapter prexy of Sigma Delta Chi, journalism fraternity. 


between role as outlined above for 
Afra. Actors working in AM and 
TV will not need to file two state- 
ments, since Afra and TvA have 
the same address. 


for Blanket Coverage of the Rich 
Midwest Farm and Rural Town Market... 
Put Capper’s Weekly on Your List! 


Noted for years as, “The Feature News Weekly of The Rural Midwest...Pamous For Reader 


Interest”--Capper's Weekly will do a real sales job for accounts using a weekly newspaper type 


of list. Capper’s Weekly is a family reading favorite throughout this vast and rich area...The 


Unique Style of Human Interest Editorial Technique, featured by Capper’s Weckly is the 


answer! Put Capper’s Weekly on your list and watch sales increase for your line. 


Cappe 


ca 


Topeka,Kansas 


's Week 


912 Kansas Avenue ‘a 


PUBLICATIONS INC. 


Philadelphia Uses Film 


The City of Philadelphia has 
appropriated $50,000 for produc- 
tion of a film about the city and 
promotion of its cultural and in- 
dustrial story. The campaign 
started with a local “Know Your 
City Program” and will be ex- 
panded nationally May 21 with the 
promotion of World Trade Week. 
Henry Klein, local public rela- 
tions man, has been named execu- 
tive director of the program. 


Jewel Sponsors TV Show 

Jewel Food Stores is sponsor- 
ing a new educational TV pro- 
gram, “Curiosity Shop,” over Sta- 
tion WNBQ (NBC), Chicago, at 
6 p.m. Sunday. 


Stephen Goerl Agency Moves 
Stephen Goerl Associates Inc., 

New York agency, has moved to 

larger offices at 48 E. 43rd St. 


Advertising Age, May 14, 1951 


FTC Blasts Ad 
Allowance Plans of 
Big Soap Companies 


WASHINGTON, May 9—The Fed- 
eral Trade Commission charged to- 
day that three big soap manufac- 
turers use advertising allowance 
plans which discriminate in favor 
of big customers. 

In complaints against Lever 
Bros. Co., Colgate-Palmolive-Peet 
and Procter & Gamble, FTC said 
the allowance systems enable pur- 
chasers of large quantities to “re- 
ceive sums grossly in excess of the 
cost of the advertising which they 
furnish, whereas the purchasers 
of lesser quantities receive lesser 
amounts in relation to the cost of 
the advertising they furnish.” 

The allowance systems, accord- 
ing to FTC, involve different rates 
per case, depending upon the form 
of advertising used by the cus- 
tomer. 


es FTC says the amounts received 
by customers are disproportionate 
to the cost of the advertising fur- 
nished by them. In addition, it 
contends “it is not reasonably pos- 
sible for those who purchase 
smaller quantities to avail them- 
selves of the higher rate which is 
paid for newspaper advertising.” 

Another section of the complaint 
accuses the soap companies of giv- 
ing illegal discounts and price ad- 
vantages to big customers. Hear- 
ings are scheduled to open June 
18 in New York. 


California Transit Moves 


California Transit Advertising 
Inc. has moved into new offices at 
2233 Beverly Blvd., Los Angeles 
4, Cal. 
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“This is the size we grow for the 
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Growing Greensboro Market!" 


. . » and your sales will g-r-o-w when you plant your selling 


punch in the GREENSBORO 


NEWS and RECORD, in the 


South’s Leading State . . . One-sixth of the state’s people who 
live in the Greensboro 12-County ABC Retail Trading Zone 
made one-fifth of the state’s retail purchases last year, bought 
one-fifth of the food consumed in North Carolina, and pro- 


duced one-fourth of our manufactured goods! . 


. Schedule the 


NEWS and RECORD for a bumper crop of growing sales in 
the Growing Greensboro Market! 


The only medium with 70°/, coverage in the Greensboro 12-County 
ABC Market, and selling influence in over half of North Carolina! 


Sales Management Figures 


Greensboro 


on : 


News and Kecord 


GREENSBORO, NORTH CAROLINA 
Represented Nationally by Jann & Kelley, Inc. 
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In New York Drug Store 


product advertisers 
in 1950 used 
1,320,000 lines 


in The News... more than 30% of all drug 


store product advertising run in New York 
SIXTH consecutive year topping one million lines 


MORE THAN a quarter century of leadership 


in this field 


BECAUSE The News reaches more customers 
in all age groups and income brackets, 


delivers maximum volume at minimum cost... 


mn ONE 


newspaper | 
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London Agency Appointed 


Minshall Organ Ltd., London, 
4 Ont., has appointed McGuire Ad- 
¢ vertising Ltd. there to direct ad- 
vertising for the introduction of 

new organ models. 


ba Drager to Kenyon & Eckhardt 
William Drager, formerly with 
4 Fuller & Smith & Ross, has joined 
the research division of Kenyon & 
Eckhardt, New York, as an account 
research director. 


NEWSPAPER 
CLIPPINGS 


from 2000 daily and weekly news- 
papers in Minnesota, Wisconsin, 
lowa, North and South Dakota, 
7h Montane and Nebroska. We can 
> give you complete coverage on 
ANY SUBJECT, news or advertis- 
: ing. Write for details. 


Western Press Clipping Exchange 
Established 1900 


t 1022 Lumber Exch. Bidg., Minneapolis, Minn. 


Most Products 
in Top Supply, 
Gamble Says 


(Continued from Page 1) 
integrity, collect promptly from 
its clients, pay media on time and 
have enough capital on hand to 
meet emergencies. It does not 
mean financial capacity to the ex- 
tent of capitalizing clients’ cam- 
paigns.” 

Mr. Gamble said the advent of 
television—which has affected 
newspapers less than other media 
—has accentuated an aspect of 
media competition. 

“I mean, of course, the concept 
that media are competing among 
themselves for people's time. . .The 
coming of television has made ad- 
vertising people aware again that 
time to read and time to listen, 


Color Advertising 


in 56 Magazines 
2-Color 


Full Fraction Full Fraction Total Black & 

Pages Total Pages Pages Total Color White 
1939 18.6% oa 18.6% 5.8% 5.5% 11.2% 29.8% 70.2% 
1942 20.4 17% 22.1 6.7 6.5 13.1 35.2 648 
1945 26.8 24 29.2 78 €6 144 43.6 56.4 
1946 27.7 2.4 30.1 71 6.2 13.3 43.4 56.6 
1947* 28.9 3.2 32.1 6.5 6.6 13.0 45.2 54.8 
1948 29.1 34 32.5 6.3 6.5 128 45.3 54.7 
1949 29.0 4.0 33.0 6.1 64 12.5 45.6 54.4 
1 32.2 5.8 6.1 12.0 44 55.8 


950 28.1 4.2 
*First six months of 1947 only. 


and now time to look and listen, is 
not inexhaustible, and accentuates 
the fact that media are in com- 
petition for what might be called, 
to paraphrase the economists, ‘dis- 
posable personal time.’” 


a “Whether people look at news- 
papers an hour and 38 minutes a 
day or an hour and 48 minutes a 
day will not loom as important 
to agencies and advertisers as in- 
formation about the psychological 
market which exists while the con- 
sumer is spending that time— 
whatever the amount—reading 
your medium. 


“In other words, what kind of 
selling atmosphere have we cre- 
ated by our combined efforts dur- 
ing the time that the reader is 
spending with our medium? That 
is where creative selling on your 
part can help agencies and ad- 
vertisers, as well as yourselves. 

“I suggest that you are in the 
key position to use your intimate 
knowledge of your medium to help 
agencies and advertisers develop 
those advertising techniques which 
will be most influential with the 
consumer during that segment of 
his ‘disposable personal time’ 
which he devotes to newspapers.” 


——— 


| 
wa 
In Northern California 
MORE PEOPLE LISTEN — more often —to KNBC 
than to any other radio station 
w 
It’s a fact! In all the rich, fast growing markets of PLUS-Market Case History 
Northern California, MORE PEOPLE LISTEN — more Napa-Santa Rosa 
often—to KNBC. Week after week, KNBC reaches , ; 
50% or more of the radio families in every county * Population — 149,147, an increase of 52.9% 
: but one in Northern California. from 1940-1950 
s And now, a lot more people —a lot more potential ¢ Effective Buying Income*— $186,552,000, up 
customers — live in Northern California. The San 108.9% 
Franciseo-Oakland Metropolitan Market, for ex- ssh ii tate — 
ample, is now the seventh largest market and the * Retail Sales*—$170,519,000, up 191.6% 
iq fastest-growing major market in America. In this * KNBC Audience —Week after week, over 4/5 
* big market, the biggest and most loyal audience of the radio families listen regularly to KNBC 
‘ P \4 of , . ~~ +s = 7 
belongs wee nape *. £0 000 watt Non-Directional What's more KNBC gives you more for less. KNBC 
in addition, K! BC NI oy , peo ty _ ono not only gives you the biggest audience in Northern 
teonemnetter makes KI BC oe ae ‘uke See . = i California. At the same time, KNBC actually costs 
$ deliver important PLUs-MARKETS like Sacramento, you len por pessen veached. KNIIC esles cope will 
Ukiah-Mendocino, Napa-Santa Rosa, Santa Cruz- cialis aliens den tie 
. ‘ gladly show you how — 
* Monterey, Stockton-Modesto, San Jose-Santa Clara, . ; 


Eureka-Humboldt County — all in one big eco- 


nomical package! 


50,000 Watts — 680 K.C. 


KNBC delivers MORE PEOPLE (in one pack- 
age!)—at LESS COST per thousand —than any 
other advertising medium in Northern California. 


*Sales Management's 1951 Survey of Buying Power. 


Son Francisco 


Northern California's NO. 1 Advertising Medium 


Represented by NBC Spot Sales 


Advertising Age, May 14, 1951 


Vending Machines 
Being Investigated 

. ’ ’ s ’ 
for ‘Life’ and ‘Quick 

New York, May 10—Life and 
Quick are currently looking into 
the possibilities of increasing their 
circulations by means of vending 
machine sales. 

Quick, after three or four 
months of testing the machines in 
selected locations in New York, 
Chicago and Los Angeles, has come 
up with no conclusions on cost or 
volume of sales. The Quick ma- 
chines are built to hold a maxi- 
mum of 75 copies. 

Life expects delivery of an ex- 
perimental vendor in the next ten 
days. If the machine proves able 
to withstand heavy use, the mag- 
azine may order 50 additional 
vendors for testing in manufac- 
turing plants remote from regular 
newsdealers, in railroad, bus and 
plane terminals and in subway 
| stations. Machines in terminals 
and subways would be workable 
only at times when regular news- 
stands are closed. 


@ Each machine, to be made by 
the Glascock Co., Muncie, Ind., 
would hold at least 100 copies of 
Life and would be leased to con- 
cessionaires already operating in 
manufacturing plants and in ter- 
minals. Only Life will be vended, 
although separate machines prob- 
ably will be ordered for Time, 
provided the Life test pans out. 
Eventually, Life hopes to order 500 
machines. 

Meanwhile, several publishers 
here recalled that Curtis Publish- 
ing Co. tried vending machines in 
the 1930s—using an Ohio grocery 
chain and various office buildings 
in Chicago and perhaps other lo- 
cations—but gave up on the de- 
vices after a long period of testing. 

Magazine publishers told AA the 
cost of servicing such machines in 
relation to volume of sales makes 
successful operations impossible. 
They also said maintenance costs 
are a headache because the ven- 

|dors have delicate mechanisms, 
which even slugs disturb. 


Scripps-Howard AM 
Application Turned 
Down by U.S. Court 


WASHINGTON, May 10—The court 
of appeals here today supported 
a decision of the Federal Com- 
munications Commission turning 
| down a Scripps-Howard applica- 
tion for a radio station in Cleve- 
land. 

In awarding the contested chan- 
nel to a locally-owned company, 
Cleveland Broadcasters Inc., the 
FCC had noted that the decision 
would promote diversified cwner- 
ship of the media of mass com- 
munications. 

The court commented: “This is 
not to say a permit should be 
withheld from an applicant be- 
cause it is otherwise engaged in 
the dissemination of news. 

“But where one applicant is free 
| of association with existing media 
| of communications and the other 
| is not, the commission, in the in- 
| terest of competition and conse- 
| quent diversity, may let its judg- 
ment be influenced favorably to- 
ward the applicant whose situa- 
tion promises to promote diversi- 
| ty.” 


| Pepsi Sets Canadian Drive 
Pepsi-Cola Co. of Canada Ltd., 
| Montreal, will make extensive use 
of outdoor posters to popularize its 
new theme, “The Long Cool 
Drink,” and emphasis will be 
placed on both interior and exter- 
ior point of sale promotions and 
| car cards. Small space newspaper 
j}ads and radio spots will supple- 
;ment the color campaign. Cock- 
field, Brown & Co., Montreal, is 
the agency. 
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WONDERFUL 
VIEW! 


AMERICA’S FINEST PHOTOENGRAVING PLANT 
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When we put our heads out of our office windows at 207 North Michigan 


Avenue and look north, this is what we see. The view is challenging to us 
because many of the best advertising agencies in America have their offices in 
the 333 Building, the London Guarantee Building, Wrigley Building, Tribune 
Tower and Palmolive Building. We are proud and happy to say that in most 
of these agencies, the production manager and his staff consider it normal 
routine to say: “Call C M & H to pick up copy.” 

At night, when agency staffs are burning the midnight fluorescents, they can 
look down Michigan Avenue and see our lights cheerfully blazing, proof that 
engravers are always on the job, and assurance that deadlines will be met... 
if humanly possible . . . on the nose. 


We like our location. Come up and see us some time. 
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Oil Service Center 
Ends in the Black 


Cuicaco, May 9—Dissolution of 
the Midwest Petroleum Marketers 
Assn., which operated the Oil In- 
dustry Service Center at the Chi- 
cago Fair of 1950, has been com- 
pleted, according to an announce- 
ment by Raymond Shaw, former 
president of the group. 

The center, which was spon- 
sored by major oil companies and 


| by many independents operating 


in the Chicago area, attracted an 
estimated 800,000 persons at the 
Fair. 

Total cost of the public relations 
project to the sponsoring com- 
panies was about $141,000. The 
companies donated $160,000 to fi- 
nance the center, but when the 
books were closed last month it 
was found that an interesting re- 
fund of approximately 11.5% (a 
total of $18,282.97) could be made 
to the various sponsors. 


Kings Men Sets Campaign 


The sales guild of Kings Men 
Ltd., Los Angeles, toiletries manu- 
facturer, has chosen Ray Milland 
“Father of the Year” for the com- 
pany’s Father’s Day promotion. 
Nationa] newspaper ads and point 
of sale displays will be used. 


. 
Smoler Names Rieser V. P. 
Malcolm Rieser, formerly with 
Kaylon Inc., has been named vice- 
president in charge of sales pro- 
motion for Smoler Bros. Inc., Chi- 
cago dress manufacturer. 


Advertising Age, May 14, } 51 


International Adclubs Elect T. A. Boris; 
Discuss Value of Canadian, U.S. Markets 


Toronto, May 8—Thomas A. 
Boris, head of Thomas A. Boris & 
Associates, Buffalo agency, was 
elected president of the Interna- 
tional Affiliation of Sales and Ad- 
vertising Clubs at its 49th annual 
convention here last week. 

Other officers elected include: 
Archie Weber, Peerless Country- 
side Dairies, Windsor, Ont., Ist 


a come Br 


ee ee Oe ee 


looks like 


a market 


of the first magnitude... 


Looks like — and is. The stellar attraction for our celestial-minded friends is the 
massive boy market, 11,000,000 strong. Big and getting bigger all the time. With an 


astronomic birth rate to accelerate its growth. 


Massive yes, acquisitive too. Boys are doers not watchers . . . live at a high-velocity 
tempo . . . with the accent on action . . . indulge in multifarious activities . . . accumulate 
substantial worldly goods . . . offer an assured market today with a lifetime of buying 


ahead of it. 


Best of all, from an advertiser's standpoint, the boy market is-screened, filtered into 
one compact, easy-to-reach group because: 


1 OUT OF 2 BOYS IN THE U. S. TODAY WILL JOIN 

THE BOY SCOUT MOVEMENT during his Scout Age Span 
Where you can blanket them all with BOYS’ LIFE. 
Nothing nebulous about these sales-packed potentials which BOYS' LIFE delivers for a 


galaxy of products: 


© 91% of BOYS’ LIFE readers own sports equipment © 58.9% own cameras 
*® 83.6% own bicycles * 70.5% own flashlights © 99% have hobbies 


© 93% eat cereals * 94.8% eat candy bars * 92.9% chew gum 


© 95.7% consume soft drinks. 


And, you can pre-sell tomorrow's man-market, by selling one out of two 
through BOYS’ LIFE — the official magazine of the Boy Scouts of America. 


It's in the stars for '51, your brand belongs in “the national magazine for boys’ 
Read by over 2,000,000 boys each month. 
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vice-president; Leonard A. Mag- 
nuson, Chautauqua Hardware 
Corp., Jamestown, 2nd vice-presi- 
dent; Murray T. Brown, Station 
CFPL, London, Ont., 3rd vice-pres- 
ident; Ray Hall, Mac-Dill Associ- 
ates, Erie, Pa., treasurer, and Wal- 
ter Kiehn, National Hosiery Mills 
Ltd., Hamilton, Ont., Canadian 
treasurer. 


e A Saturday morning panel ses- 
sion was devoted to the differences 
between selling in Canada and the 
U. S. It was pointed out that dif- 
ferences in temperament and hab- 
its must be considered, as well as 
a different approach to the large 
French-speaking population in 
Quebec. 

Also indicated was the problem 
of decentralization—the situation 
in Canada being more acute than 
that in the U.S. Management con- 
trol in the Dominion, it was felt, 
for economic reasons usually 
stems from a central point, with 
the absence of regional control 
leaving the salesman very much 
on his own. 

The panel stressed the need for 
long view planning in training 
salesmen, because of the continu- 
ally expanding markets across the 
Dominion, and in view of its grow- 
ing population. 


es In a luncheon address Satur- 
day, Cecilia Long, account execu- 
tive of Ronalds Advertising Agen- 
cy, Toronto, compared advertising, 
which is vital to economic health, 
with vitamin A, a necessary factor 
in promoting proper vision and 
growth. 

Miss Long asserted, however, 
that while vitamin A may have a 
toxic effect, advertising, no mat- 
ter how much, is not harmful as 
long as it promotes customers and 
friends. 

She pointed ovt some existing 
differences between Canadian and 
American customers. Canadians, 
she said, are recognized to be more 
cautious and more thrifty than 
their neighbors, harder to sell in 
the first place, and easier to hold 
once they are sold. 


@ Canada’s best customer, Miss 
Long said, is “Woman.” As the 
buyer and manager in the home. 
and in many cases a careerist as 
well, she said, the Canadian nouse- 
wife is increasingly aware of the 
modern goods and services offered 
her through advertising. She is a 
thrifty buyer, she wants the truth, 
the particulars, and she wants val- 
ue. She is not impressed by tradi- 
tion, and is interested in the 
“brand new,” rather than the “fine 
old.” 

In conclusion, Miss Long averred 
that business today is a little 
tougher, not because people are 
buying less, but because they have 
more to choose from. It is impor- 
tant to remember, she said, that in 
most lines there are from 25% to 
100% more advertised brands than 
there were a decade ago. 


Brown-Forman Sets Campaign 

Brown-Forman Distillers Corp.., 
Louisville distiller of Old Forester 
and Early Times straight and 
King blended whiskies, will in- 
crease its advertising budget for 
these brands, using magazines, 
newspapers, business papers, out- 
door and point of sale material. 
Old Forester will continue to be 
the heaviest advertised bonded 
bourbon, the company claims. 
Ruthrauff & Ryan, Chicago, han- 
dies the account. 


Jackson Promotes Colville 
Theodore R. Colville, adver- 
tising manager for the pump divi- 
sion of Byron Jackson Co., Los 
Angeles, has been promoted to ad- 
vertising and sales promotion 


manager for all divisions of the 
pump and oil tool manufacturing 
/ concern. 
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learned Finesse from 
the Cleaning Lady 


she taught me to Sa Y it with 
FLOWERS-BY-WIRE 


“You're workin’ late, Mr. Blake!” She was beginning to empty the baskets. 


“Yes, Mrs. Flynn, and I'm worried. I can’t make delivery on time to one of my biggest accounts.” 
“Ah, wire ‘em flowers and say you're sorry. That'll cool ‘em off.” 


I sat her down in my chair . . . because she'd solved the problem. Knowing 

Harry Thurber, I knew he'd react perfectly to a personal touch. FLOWERS-BY-WIRE? 
Perfect! I've used my F. T. D. Florist often since then to 

say it with FLOWERS-BY-WIRE on business occasions. 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 


Headquarters: Detroit, Michigan 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days + on anniversaries + on special events + asa “‘thank you” for the 


order + on almost any business occasion + for those at home when you're away. 


You can wire flowers to anywhere... trom anywhere... more than 15,000 F.T. D. 


Look for the famous F.T.D. Mercury Emblem. and Interflora Member Shops at your service! 
it identifies the right shops! 
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Educators Invited 
to Test TV in N. Y. 


New York, May 10—The Daily 
News here has invited New York’s 
board of regents to use its TV sta- 
tion, WPIX, to experiment with 
educational programs on television 
(see story on Page 19). 

In an editorial, the newspaper 
suggested: “Go ahead and get the 
Federal Communications Commis- 
sion to earmark the desired wave- 
lengths (for education)...But 


then, say for a year or more, why 
not do some experimenting with 
educational programs over existing 
Stations willing to cooperate? 
WPIX, for one, is willing. The idea 
would be to solve a lot of prob- 
lems by trial and error without 
soaking the taxpayers. 

“Here’s one problem: Education- 
al programs suited to kindergarten 
pupils won't appeal to fourth 
graders... 


e “Concerning commercialism— 
plenty of advertisers would be de- 


lighted to buy snatches of time 
to plug candy, breakfast food, 
dolls, Hopalong Cassidy suits, etc. 
Will the regents be smart to rule 
out such a source of revenue en- 
tirely? We doubt it.” 

As early as last December, 
WPIX publicly offered its facilities 
for a “regular educational program 
schedule.” This offer, to the New 
York City board of education, was 
made by G. Bennett Larson, gen- 
eral manager of the station, in an 
address before the Television 
Broadcasters Assn. This resulted 


in several letters and phone calls 
from the board of education, the 
station reports, but educators have 
yet to make specific plans for 
utilizing the station’s facilities. 


To Air Health Broadcasts 

Five documentary broadcasts 
focussed on Community Health 
Week have been prepared by the 
Health Information Foundation, 
New York, for weekly presenta- 
tion with local sponsorship over 
NBC affiliated stations. The series 
began May 12 and is aired at 5:30 
p.m., EST. 


+ POST 


* 


Again and Again, Day and Night, 
the No. 1 Station in Chicago Television... 


Advertising Age, May 14, 1951 


Marketers’ Group 
Schedules Clinics 


on Merchandising 


New York, May 10—Outstanding 
merchandisers in many consumer 
fields will take part in the panel 
discussions of the American Mar- 
keting Assn.’s first merchandising 
clinic to be held at the Waldorf- 
Astoria, May 28 and 29. The event 
is reportedly the first regional con- 
ference in the history of the AMA 
devoted exclusively to the subject 
of merchandising. 

J. Sidney Johnson, merchandis- 
ing manager of the National Bis- 
cuit Co. and program committee 
chairman, stated that the clinic 
will provide a “once-in-a-lifetime 
opportunity for advertising, sales 
and marketing people to hear and 
learn how proven merchandising 
| techniques solved tough problems 
| for the manufacturer, the distribu- 
tor and the retailer in the fields 
of food and grocery products, home 
iurnishings, appliances, fashion 
apparel, services, intangibles and 
crugs and cosmetics.” 


es Luncheon speaker May 28 will 
be Morris Sayre, president of Corn 
Products Refining Co., who will 
discuss “effects of inflation on 
merchandising.” “Showmanship in 
merchandising” will be the topic 
of Zenn Kaufman, merchandising 
director, Philip Morris & Co. Ltd., 
| speaker at the May 29 luncheon. 
| The clinic is being run by the 
local chapter although invitations 
have been sent to AMA members 
of nearby chapters, and any oth- 
| ers who are interested may attend. 
The panel sessions scheduled to 
date include the following: Paul 
|E. McGowan, general manager, 
|General Foods sales division; 
| George T. Phillips, sales manager, 
Bruno-New York Inc.; Robert E. 
| Hilbrant, sales manager, toilet 
| goods division, Colgate-Palmolive- 
| Peet Co.; John J. Weber, drug sales 
| manager, McKesson & Robbins; 
| Ade Schumacher, president, Lig- 
| gett Drug Co.; Ruth L. Mills, ad- 
| vertising director, Vanity Fair 
| Mills; George A. Phillips, adver- 
| tising manager, Cluett, Peabody & 
Co., and Sara Pennoyer, vice-pres- 
ident and sales promotion man- 
ager, James McCreery & Co. 


'CBS-TV Loses Five 
‘Sponsors for Sure, 
But It Gains a Few 


New York, May 10—CBS-TV 
this week was suffering from a 
touch of cancelation fever. 

Among the programs dropped 
by their sponsors: “Bigelow Thea- 
ter” (Bigelow-Sanford), June 3; 
“Betty Crocker” (General Mills), 
May 31; “At Home” (C. H. Mas- 
land & Sons), June 4; 15 minutes 
of “Garry Moore Show” (Corn 
Products), May 24; Frank Sinatra 
(Bulova), June 9. Nash-Kelvinator 
Corp. is expected to cancel “Star 
of the Family” at the end of the 
current cycle in June. 


@ On the credit side of the Colum- 
bia ledger, Junket brand foods di- 
vision (McCann-Erickson), one of 
}the Garry Moore Show’s present 
sponsors, will take over the period 
vacated by Corn Products. Pepsi- 
Cola Co. (Biow Co.) is moving in- 
| to the Bulova spot with a new 30- 
|minute program starring Faye 
Emerson. 

Starting in August the Brown 
Shoe Co. (Leo Burnett Co.) will 
|move “Smilin’ Ed McConnell” to 
CBS-TV. The program currently 
alternates on NBC-TV with “Say 
It with Acting,” which also is 
sponsored by the shoe company. 

Goodall Fabrics (Ruthrauff & 
Ryan) has signed to televise the 
Palm Beach round robin golf tour- 
nament over CBS June 10 at 5 
p.m., EDT. 
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@) The Magazine 
Farm Families Depend Upon 


@ Confidence is an xttribute which must be earned. 
Through the years, FARM JOURNAL has earned the confi- 
dence of the people of Rural America. This did not happen 
by accident. 


FARM JOURNAL reports the news of agriculture accu- 
rately, factually. Farm families plan their work and their 
lives around the information they find on the pages of 
this great farm publication. We have to be right—and we 
are right! Our editors know their business—run down 
every fact on every story, often travel many, many miles 
to verify a story which may make its appearance as a 
single, small paragraph. 


Yes, FARM JOURNAL /as earned the confidence of mil- 
lions of consumers . .. not merely confidence in the edi- 
torial content, but in everything appearing between the 
covers of this magazine. Advertisers who want to sell the 
vast rural market need no other “seal of approval.” No 
other endorsement means so much! 


FARM JOURNAL DOES WHAT 
NO OTHER MAGAZINE CAN DO 


FARM JOURNAL 
READERS - ADVERTISERS 


6. 


@ 


8. 


10. 


16. 


alone gives 


¢ RETAILERS 


The only farm magazine printed 
on news magazine presses 


Only Farm Journal contains The 
Farmer's Wife — THE complete 
women’s service magazine written 
expressly for rural homemakers 


Most merchandisable magazine 
in Rural America 


First choice of the people 
of Rural America 


Preferred by County Agents and 
Home Demonstration Agents 


Largest on-the-farm circulation 
of any farm publication 


The magazine farm families 
depend upon 


Largest selling magazine among 
the millions of families who live 
beyond TV 


The only farm magazine reader- 
checked every issue by Starch 
Advertising Readership Service 


Lowest cost per delivered reader 
of any farm magazine 


First with advertisers who count 
results 


Covers more subjects of interest 
to everyone on the farm 


Greatest circulation of any 
magazine in Rural America 


Covers more of the best farms 


Greatest coverage where your 
best retailers operate 


Largest on-location, in-the-field, 
full time editorial staff 


1S THE LARGEST SELLING 


MAGAZINE OF ALL WHERE 

A VERY IMPORTANT HALF OF THE 
CONSUMERS OF AMERICA LIVE! 
CIRCULATION NOW MORE THAN 2,861,000! 
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Is the Senator Taking Over Advertising? 


Dudley LeBlane (the only state senator in our short 
knowledge who has made such capital of a minor title) seems to be 


“Senator” 


. waging his own private crusade to destroy advertising. 


His side-show medicine tactics are certainly selling his product, but 
hether his tactics and his willingness to testify, on the drop of a 
hoestring necktie, as to the efficacy of advertising in selling the gul- 
ble public, are doing any permanent good for advertising is quite 
nother question. 

Under these circumstances, it is distressing—to put it mildly—to 
ind numerous advertising and media organizations providing the 
pnator with a platform and with an opportuntiy to compound the 
istress he is causing so many advertisers and so many people in the 
dvertising business. 

To us there seems nothing humorous around the fact that the Na- 
onal Assn. of Radio and Television Broadcasters was wangled into 
isturbing the set order of its national meeting so that the Louisiana 
edicine man could harangue the delegates on how he planned to be 
e country’s largest radio advertiser—if only the broadcast boys 
ould provide the necessary merchandising assistance. And there was 
othing humorous about the fact that the Des Moines Advertising 
lub anointed the senator as the “crown prince of advertising” at its 
cent gridiron dinner. 

It is true that the Des Moines admen built their gridiron skit 
ound the senator, and presumably took him and his business apart 
biting satire. But only a tiny minority of the population knows what 
gridiron dinner is, and the publicity shots showing the Louisianan 
wearing the crown of “advertising’s crown prince” are certainly not 
likely to convince the multitudes that advertising men in general find 
anything offensive in the senator’s sales or advertising methods. 

If we as advertising people are concerned about the lack of faith 
about being labeled “huck- 
by a sizable segment of our fellow citizens, it certainly be- 


in advertising, and if we are concerned 
sters” 
hooves us to treat our own business with dignity and respect, rather 
than to add fuel to the flames by acting like hucksters, and by honor- 
ing those whose every action is synonymous with the worst implica- 
tions of the word. 

We can’t act like irresponsible kids and expect the remainder of the 
able, 


population to treat us as respectable, hard-working business 


men. 


Cost of Distribution Services 


The Chamber of Commerce of the United States has issued a new 
“Cost of Distribution Services,” which says that about 50¢ 
of every consumer's sales dollar goes to pay distribution costs, that 
there are at least 15,000,000 people engaged in distribution, and that 
the percentage of workers in distribution has risen from 4% 100 years 


report on 


ago to 25% at present. 

This report, like the earlier report of the Twentieth Century Fund, 
may cause some outbursts here and there about the “tremendous costs 
of distribution.” Advertising men, in particular, should be ready, not 
to defend distribution costs, but to explain them 

It is obvious to all but those who refuse to see that distribution costs, 
in relation to total costs, will continue to rise, as the economy of 
abundance which exists in this country continues to expand. Selling 
and distribution costs naturally rise in a complex industrial society, 
and the higher standard of living that society attains, the more those 
costs are likely to rise. This is as much a truism as the law of gravity. 

There is nothing morally, ethically or in any other way wrong with 
“high” costs of distribution. The only thing wrong is to let the costs 
of distribution be even a fraction higher than it is possible to make 
them by efficient and painstaking effort. 


“And now. . 


—The Triangle. Fisher Scientifi 
Co., Pittsburgh 


.a word about our new incentive plon.” 


What They're Saying 


Our Fat-Cat Newspapers 

The American Newspaper Pub- 
| lishers Assn., in the closing hours 
Lof its convention, awarded a $500 
first prize to a Boston journalism 
| student for one of the most reac- 
| tionary, muddled and poorly writ- 
| ten essays on the press it has ever 


|ate the readers eventually. They) 


will turn to TV or some other 


|more adventurous medium... 


been our misfortune to read. In! 
| essenen, the young gentleman said 


hat he doesn’t want the newspa- 


present form, and—pipe this rich, | 
iuicy prose—lose their heritage of | 


independence “through the fault 
of some futuristic, impractical de- 
sign that would lift the newspapers 
yut of the realm of a daily social 
‘abit into the sphere of an ideal- 
| ‘stic fantasy.” 

We don’t know exactly what this 
fancy wordage means, and we 
know few city editors, a hard- 

| boiled crew, who would tolerate 
that sort of fancy writing in the 


The American press must move 
ahead; must keep crusading, and 
must spend more time thinking 
about people and less time think- 
ing about bank balance. 


—Editorial in the April 28 issue of 
“Newsday,” daily published in Hemp- 
stead, L. 1. 


| E Pluribus Unum 


pers to change one iota from their. 


It is my deep personal convic- 
tion, which I have shouted from 
the housetops, argued on the 
streets, mumbled in my sleep, that 


|it’s got to be good for all, to be 


paper. But we do catch the main} 


idea, and dislike it intensely. If 


the press does not keep abreast of | 


the times, it is going to lose out 
‘o radio, television and the maga- 
zines, all of which are constantly 
moving ahead. If the press takes 
a reactionary stand, the public is 
going to go elsewhere for its in- 
formation. That will wreck some 


good for any one of us. None of us 
can live alone. Each of us in every 
segment of men’s wear has a re- 
sponsibility to think and act in 
terms of everyone else in that in- 
dustry. And one of the simplest 
guides I know by which to meas- 
ure any industry effort is to think 
of it in terms of what it means to 
you—the retailer. If it’s good for 
the retailer—it’s got to be good for 
us. Every segment of men’s wear 
must learn—if it is going to stay 
alive and prosper—to integrate its 


| thinking, its planning, its promo- 


mighty choice newspaper proper- | 


ties. .. 

One main trouble with some 
newspaper publishers, as we see it, 
s that they have become big busi- 
ness men...Many publishers have 
become fat- cat capitalists. They 
are first and foremost concerned 
with making money, and only sec- 
ondarily with editorial content. 
They are afraid to step on toes. 
Being rich, they associate with 
other rich people, in their clubs 
and in their homes. They develop 
a clan spirit based on wealth. This 
is short-sighted. If you put out a 
good newspaper, editorial-wise, 
you are going to get all the adver- 
tising you want. A paper obviously 
has to pay its own way. But if you 
regard your news columns only as 
something to fill the space be- 
tween ads, you are going to alien- 


tion to provide a positive fresh 
selling force to men’s wear. We 
must learn to smooth out the cross 
purposes, and to control the isola- 
tionism in thinking and action 
which ends in industry chaos. 
—Myron H Ackerman, president, 
Men’s Tie Foundation, in a speech ac- 
cepting “Man of the Year" award from 


the Associated Men's Wear Retailers 
of New York, April 15. 


‘Speaking of Selling’... 
Speaking of selling—you know 
there are really only eight reasons 
why a woman buys anything: 
1. Her husband says she can’t 
have it. 
It makes her look thin. 
It comes from Paris. 
Her neighbors can't afford it. 
Nobody's got one. 
. Everybody has one. 
. It’s different. 
“Because.” 


Frederic Schneller, general 
chandising manager, Lever Bros. Co. 
in a speech before the ‘Adcraft ‘Club 
of Detroit. 


SIAN h we 


mer- 
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Rough Proofs 


“Minneapolis men invent new 
system of color television,” reports 
the world’s greatest advertising 
journal. 

And just when the FCC thought 
the situation was calming down, 
too. 

. 

RCA Victor has purchased seven 
NBC radio shows, demonstrating 
both its faith in sound broadcast- 
ing and in one of its most impor- 
tant and successful subsidiaries 

7” 

“No other network, nor repre- 
sentative group of magazines, nor 
newspapers can claim such satura- 
tion,” says a media promotion ad, 
which may be discounting the 
ability of some of our leading 


claimers. 


“A bumblebee cannot fly,” says 


| Nation’s Business, suggesting that 


| 


experts can often prove something 
that isn’t so, just like the experts 
who completely overlooked Count 
Turf in the Kentucky Derby. 

e 

The diamond mines, Ladies’ 
Home Journal suggests pointedly, 
can join whole-heartedly and with 
unrestrained enthusiasm in en- 
dorsing the slogan, “Never under- 
estimate the power,” etc. 

ae 

In spite of the fact that the 
Wright brothers, as Oil & Gas 
Journal recalls, first flew in 1903, 
not a single aviation journal has as 
yet announced a special half-cen- 
tury celebration number for 1953. 

* 

There may be a tip for Gillette 
in H. V. Kaltenborn’s comment to 
HST, who hears his broadcasts 
while shaving, “Mr. President, I 
hope you use a safety razor.” 

» 

The right time for farmers to 
plant oats is in April, but as Wal- 
laces’ Farmer & Iowa Homestead 
points out, you can sow your wild 
oats any old time. 

ae 

“An advertising agency,” says 
Y&R, “cannot be great unless it 
excels in ingenuity, thoroughness, 
restlessness.” 

Plenty of them can qualify at 
least on the third count. 

7 

Price controls alone, says 
NRDGA, cannot possibly curb in- 
flation. 

It’s just possible they are hint- 
ing that wage controls should 
really control. 

+ 

One of the qualifications usually 
put forward by classified advertis- 
ers looking for jobs is “married,” 
suggesting that they have learned 
without question to keep their 
noses to the grindstone. 

e 

With Procter & Gamble signed 
up on a seven-year deal with Red 
Skelton involving payment of $10,- 
000,000, his statisticians should be 
able easily to figure out the com- 
mercial value of each snicker, gig- 
gle and belly laugh. 

~ 

The great battle of manufac- 
turers of household products, drugs 
and cosmetics is between the “se- 
cret ingredient” and the four- 


syllabled new chemical that the 
average reader never heard of. 
Copy Cus. 
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In Philadelphia, The Inquirer is... 


First in National 
First in Retail 
First in Classified 


In the first three months of 1951 The Inquirer 
published 8,358,600 lines of total advertising. The second paper pub- 


lished 7,240,349 lines of total advertising. This is a lead of 1,118,251 
lines for The Inquirer. It is clear that to build your sales in America’s 


3rd Market your choice is the newspaper that Philadelphia prefers. 


— 


Both The Inquirer and second newspaper publish seven days. 


a 


J Seurce: Media Recerds 
Now in its 18th 


[rn 
Che Philadelphia Prgquirer 


Advertising Leadership 
in Philadelphia! 
Philadelphia Prefers The Inquirer 


Exclusive Advertising Representotives: ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Dower, Woodward 5-7260. West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigon 0578 
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or the fifth consecutive year, Mister PLUS 


stands alone at the peak of the mountain e Bn 

called Sunday Afternoon. & ~ Mere than twice as many actual listeners 
is tuned to the Mutual Broadcasting System 

Other networks get up into the foothills, F , as to any other network... 


but the view from the top is 
reserved st#ittly for Mutual clients. _. Far more than double the homes-per-dollar 


the difference is... the MUTUAL broadcasting system 
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the close up: 


AVERAGE RATINGS : AVERAGE HOMES/$ 


ABS 7.3: MBS 319 


NETWORK X 3.0 > NETWORKX = 143 
NETWORK Y 35 °: NETWORK Y 122 
NETWORK Z 3.1. «> NETWORK Zt? 


Yes, on Sunday afternoons, Mutual clients 
are getting the largest audiences in all network 
radio—at the lowest costs of all. A 


Source Nielsen Radio index—Oct. S0-Feb. ‘Si for ratings, 
Oct. ‘S0-Jon. ‘5S! for homes-per-dollar dato. Averages for all 
commercial programs (except religious! 12-46 om Sundeys 


And there’s room at the top for you! 
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Frank Jones Joins Metcalf 
Frank J. Jones, formerly head 
of his own agency, has been named 
copy chief of George T. Metcalf 
Co., Providence, succeeding Henry 
W. Corrington, who resigned. Ar- 


thur Russell Tomkinson, account 
executive, is leaving the Metcalf 
agency May 12 to join Edward 


Mass., 
and 


Blake Co., West Newton, 
machine tool manufacturer 
Metcalf client 


Gardner Appoints Brown 

Gardner Machine Co., Beloit, 
Wis., manufacturer of dise grind- 
ers and abrasives, has named J. 
C. L. Brown, formerly in charge 
of U. S. and Canadian distributor 
sales for Landis Tool Co., as sales 
manager of the machinery divi- 
sion 


Children’s Day Is June 9 

Parents’ Magazine is distrib- 
uting a sales help folder in con- 
nection with the June 9 observance 
of Children’s Day, which it co- 
sponsors with American Parents 
Committee. 


Kamber Joins Bowman Gum 
Leonard Kamber, formerly with 
Walter H. Johnson Co., has joined 
Bowman Gum Co., Philadelphia, 
as sales promotion manager. 
Charles Wrightson has been ap- 
pointed export sales manager. 


Carol Lewis Joins Federal 
Carol Lewis, formerly media di- 
rector of L. W. Frohlich & Co., has 
joined the media department of 
Federal Advertising, New York. 


1,000,000 


ELKS 
BUYING 


AN IDEA! 


Every month, in over 1580 communities, more than 1,000,000 
men turn to The Elks Magazine in which they take a proud, 
Proprietary interest. When your message — institutional or 
Product-selling — appears in The Elks, you reach one of 
America’s most selective male mass markets. 51.9% of all 


Elks ore business owners . . . 11.6% are professional men... 


@nd many more hold high office in local, state and national 
governments. At surprisingly low cost, The Elks delivers this 


nationwide audience of men 
who think, act and lead. 


THE 


MAGAZINE 


New York + Chicago + Los Angeles + Detroit - Seattle 
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TODAY'S HEALTH is edited ond published by 
the Doctors of America to provide parents ond 
the Public in general, an authentic and ethical 
source of facts and information reloting to all 
phases of Healthful living, Health protection 
and Medical Progress. 


CIRCULATION BREAKDOWN 
New Enylond 61% W. No. Central 10.6% 
Middle Atlantic 17.8 W. Se. Central = 
4 4 
ME No Central 22.5 Pacific 127 
rel Foreign & Mie 64 
TODAY'S HEALTH porallels the morket, pre 
selecting prospects with immediote needs ond 
wants and with the cash to satisfy those needs 


QUICK FACTS FROM THE 1950 
& SUBSCRIBER STUDY 


* Average age 35.9 yeors 
* * 60.2% are women 
* 81% ore married home-mokers 
* 61.8% have annval incomes of $3,000 
*. 54.3% have one or more children 
* 36% of these children ore under 4 years of 


* age 
* 84% have had High School end/or College 
training 
* + 559% ore in Executive, professional or semi- 
professional occupations 
 * 15.5% are Skilled labor 
* 73.4% own their homes 


ee ee a ee 


g 
ay. A publication of American Medical Association 


4,000,000 READERSHIP * 


Repeated surveys reveal 4 to 5 readers per doy 
in Doctors’ reception rooms, averaging 2,972,700 * 
such readers each month throughout the year 
Bosed on the Publisher's Statement (June 30, 4 
1950) average Net Poid of 220,385 wih on 


average of 5 readers per subscription equals 
1,101,925. An average total ip of * 
4,074,625. 
a 
* 
— 
+ 


TODAY'S HEALTH acceptance Embiem is granted 
to Advertisers under the standords set forth in 
the Principles governing the acceptance of 
d ing in publicati of the Americon 
Medical Association. This emblem, plus TODAY'S * 
HEALTH merchandising service offers proved 
Point-of purchase selling power. 
Advertising in TODAY'S HEALTH is @ proved 
inquiry producer for TODAY’S HEALTH tokes 
your product to a PREselected Market at low 
est cost. See rates in odjoining columa. Then 
write, wire or ‘phone. 


* 
todays heatte—* 
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Americon Medicol Asseciation 
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‘National Consumer 
Campaign Doubled 
‘50 Shingle Sales 


SEATTLE, May 9—Under the im- 
petus of national consumer ad- 
vertising, sales of stained shingles 
and shakes more than doubled in 
1950, according to a report from 
the Stained Shingle & Shake Assn 
here. 

The advertising program began 
in a small way in October, 1949 
During 1950, the association used 
two-color and four-color ads in 
American Home, Better Homes & 
Gardens and The Saturday Eve- 
ning Post, as well as b&w space 
in trade publications. Some of the 
advertising was placed in conjunc- 
tion with the Red Cedar Shingle 
Bureau, another industry promo- 
tion group. 


@ In 1949, sales of stained shakes 
by members of the Stained Shingle 
& Shake Assn. totaled $4,768,000 
Last year sales jumped to $10,041,- 
000, and similar gains have been 
reported during the first months 
of this year. The association rep- 
resents 75% of the production of 
this relatively new industry, which 
mechanically grooves and stains 
cedar shingles for the exterior 
‘inish of houses. The producing 
ireas are Washington, Oregon, 
British Columbia, Ohio and New 
York. 

The most important factor be- 
hind the increased sale of shakes 
is reportedly the wide variety of 
colors in which they are available. 
Consequently, ads will run in four 
colors in most of the consumer 
publications used by the associa- 
tion. 

Botsford, Constantine & Gard- 
ner here is the agency. 


Black & Decker Elects 

Alonzo G. Decker, co-founder 
of Black & Decker Mfg. Co., Tow- 
son, Md., manufacturer of portable 
electric tools, has been elected 
president of the company, succeed- 
ing the late S. Duncan Black. Rob- 
ert D. Black has been advanced 
from vice-president in charge of 
sales to vice-president. Glen H. 
Treslar, vice-president and sales 
manager, has been elected vice- 
president in charge of sales. 


Standard Oil Wins Award 

The House Magazine Institute, 
a group of 200 industrial editors 
in the metropolitan New York 
area, has cited Standard Oil Co. of 
New Jersey, and its affiliates, for 
their efforts to keep employes and 
the public well informed of their 
policies. The presentation inaugu- 
rates an annual recognition of 
“outstanding accomplishments in 
the field of industrial communica- 
tions.” 


Bill Whitley Appointed 

Bill Whitley has been named 
public affairs director for Stations 
KNX and KTSL, both in Los An- 
geles, and Columbia Pacific Net- 
work. Mr. Whitley, with CBS’ 
Hollywood news staff since 1947, 
replaces Stuart Novins, who 
moved to the CBS public affairs 
department in New York. 


Police Academy Campaigns 

Western Police Academy, Oak- 
land, Cal., has appointed Ad Fried 
Advertising there to handle its 
account. A test campaign, to be 
expanded later, opens in Best De- 
tective Group, Hillman Detective 
Group, Official Detective Stories, 
World Detective Group and New 
York Sunday Mirror. 


Gillette Promotes Wilson 
Gillette Publishing Co., Chicago, 

has promoted Robert T. Wilson 

from sales representative to mid- 


western manager for Roads & 

Streets. 

Wohl Shoe May Be Sold 
Brown Shoe Co., St. Louis, is 


negotiating for purchase of capital 
stock of Wohl Shoe Co., also of St 
Louis. 
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George C. Reeves, v. p. and creative director at J. Walter Thomp- 
son Co., Chicago, has taken on the chairmanship of publicity for 
the coming Community Fund drive...May 27 will be the big day 
for Charles S. Sali, president and gen’l mgr. of KCBQ, San Diego, 
and Louise Grethen. After their wedding they will take an extended 
European trip, with stopovers in the Caribbean islands. . .Already 
Europe-bound is Irwin Zlowe, head of Zlowe Co., New York agen- 
cy. He'll visit clients in England, France and Switzerland. . . 

Some 700 people, representing a greater New York group of mer- 
chants, attended a Waldorf-Astoria testimonial dinner to John H. 
Glass, recently named ad manager of the New York News... 

Alice Rothwell, women’s commentator at WDRC, Hartford, has 
been named Connecticut state chairman of the American Women in 
Radio and Television...Bertram Lebhar III, better known to 
WMGM sports fans as sportscaster Bert Lee, will be married June 
23 to Dorothy Joyce Cohn of Long Beach, L. I. Bert’s the son of 
Bertram Lebhar Jr., WMGM station director. . . 

H. A. (Pat) Patterson 
has cut out a new pattern 
for living. He resigned 
May 1 as Detroit repre- 
sentative of American 
Magazine to run an inn at 
Saranac Lake, N. Y.. 
Hal Fellows, the new 
president of the National 
Assn. of Radio and Tele- 
vision Broadcasters, got a 
big send-off at the May 8 
meeting of the Boston 
Adclub, which was at- 
tended by members of the 
Radio Executives Club 
and the Boston Chamber 
of Commerce... . 

Malan Swing, member 
of the traffic department 
of Hazard Advertising, 
New York, (and niece of 


BON VOYAGE—Howard Baldwin, national ad- 
vertising manager of The New Yorker, ond Mrs. 


news commentator Ray- Baldwin are photographed on board the Grace 
mond Swing), has been _ tine’s Santa Paula as they leave for a 12-day 
chosen as one of the 30 Caribbean and South American cruise. 


members of the American 
Youth Group to attend the International Advertising Conference 
in Great Britaii this July... ; 

W. Ward Dorrell, C. E. Hooper vice-president in charge of station 
relations, was absent from the broadcasters’ convention for the 
first time in many years. Treatment for a pleurisy attack revealed 
incipiert lobar tuberculosis and Ward has been ordered to the 
Summit Park Sanitorium, Pomona, N. Y., for at least 90 days’ 
rest. .. 

Edward C. Gerbic, director of merchandising and advertising 
for Johnson & Johnson, is serving as volunteer coordinator of the 
Advertising Council’s civil defense campaign. Newest defense 
project of the Ad Council, purpose of the campaign is to spread 
know! ze of individual actions which will save lives in the event 
an <ttack... 

Rotert M. Feemster of the Wall Street Journal has again assumed 
chairmanship of the New York City cancer committee's 1951 crusade 
_.. Jean Despres, executive vice-president of Coty Inc., celebrated 
his 30th anniversary with the company at a special meeting held in 
his honor... Ken Cooper, account executive at WDRC, Hartford, 
is a proud new father. His first child, Deborah, was born on April 
ae 

Edward C. “Cal” Cannon, manager of KIEV, Glendale, Cal., 
is now a member of the Glendale Board of Education, having 
been elected to that post in the April elections . .. Granville Sewell, 
Kenneth Thompson and R. J. Caire, owners of the New Orleans 
agency bearing their names, were given a testimonial luncheon on 
April 20 for “unselfish service for community betterment.” The 
agency, which was formed six years ago and last year won an 
AAAN Gold Star award. was honored by a group of 70 business 
and civic leaders, media and supplier executives, and each of 
the principals was presented with an engraved plaque. This is 
reportedly the first time a Louisiana ad agency has been so 
honored. . . 

Russell Young, ad manager of the Seattle Times, has been elected 
a member of the board of the Seattle Rotary Club...Among the 
new appointees to the board of governors of Marquette University, 
Milwaukee, are Leo T. Crowley, chairman of the Milwaukee Road, 
and Chester O. Wanvig Sr., chairman of Globe Union... 

Bill Kostka, executive v. p. of MacGruder-Bakewell-Kostka, Den- 
ver agency, gave a boost to Colorado’s high lake fishing with an 
article in Elks Magazine about the trout that run large and often 
in several remote lakes of the Continental Divide. . 

Eugene J. Cogan, one-time media director at Geyer, Newell & 
Ganger, New York, has become general manager of Sherwood F. 
Marvin, Bronxville real estate company, following the purchase of 
the concern by R. R. Ragette, a Mt. Vernon, N. Y., realtor with whom 
Mr. Cogan has been director of advertising and promotion. . . 

H. L. St. Onge, assistant ad manager of Martin-Senour Co 
(paint), Chicago, has left for Army service. An infantry major, he’s 
been assigned to the general staff corps...Promoted from com- 
mander to captain in the Naval Reserve is Jeseph L. Tinney, v. p. 
of the WCAU stations, Philadelphia. . . 

Latest selection of Executive Books is “How I Made the Sale that 
Did the Most for Me,” edited by J. M. Hickerson, president of Albert 
Frank-Guenther Law. The book’s chapters were written by 60 of 
the country’s top executives, telling stories of their most important 
sales : 

Rod Maclean, assistant v. p. and ad director of the Union Bank & 
Trust Co. of Los Angeles, is busy as usual with civic activities. He’s 
been named a member of the Christmas seal committee of the 
Los Angeles County Tuberculosis and Health Assn., and elected a 
director of the L. A. County X-ray Survey Foundation 
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A steady circulation growth over the years— 
the highest percentage gain since 1945 
—a circulation acquired by the most 
voluntary methods—these are the 
foundation stones that give 
i. to advertisers of quality 
products a medium— 


Unmatched by every lest_ 


<a PERCENT CIRCULA GREATEST PERCENTAGE, CIRCULATION GAIN SINCE 1945 
ae asabeun Wadena a ee ee ees oe 
net paid circulation, 6 mos. ending Dec. 31, 1950. 
sat 1% 2% 3% 4% 5% 6% 7% 8% 9% 20% 30% 40% 50% 60% 70% 80% 
Nation's = 
Nation's : : 56.1% ay 
Week Newsweek «=| 24.5% 
Time Fortune 21.2% i 
Time 20.5% # 
Newsweek 
Source: A.B.C. 
Based on current delivery of well over 400,000, “USN&WR” is the only publi- 
Fortune cation among the six magazines commonly grouped as the news and manage- 
Source: A.B.C: ment field to more than double its circulation in that period. 
ae e * SUBSCRIPTIONS, MAIL DIRECT TO PUBLISHER 


1 ; 
| | ge 
| ‘ : 

i 

1939 "40 ‘41 ‘42 ‘43 "44 ‘45 ‘46 ‘47 ‘48 (‘49 #1950 - —- 
Source: ABC. “JSN&WR” Time Fortune Newsweek Pusiness  Mation's 
A record of significance to the advertiser. It shows the greatest percentage of 
growth in its field which takes on added significance because of the voluntary Source: A.B.C. 
methods of circulation acquirement. The highest percentage of subscriptions “by mail direct to publisher” in its field. 


Read for a purpose—by more than 1,200,000 intelligent mie and women in 339,200 homes 
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ear cards 
in Puerto Rico 


Let us send you information on 
how American products are suc- 
cessfully using Transportation Ad- 
vertising. with its largest circulation 
and low cost, to sell this profitable 
market. 


SUNDEN & HUGHES, Ine. 
Maritime Bldg., San Juan 7 
Puerto Rico, U.S.A. 
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_A.P. Bondurant Tells Reps How Glenmore 


Selects Newspapers for Its Ad Schedule 


Cuicaco, May 8—Glenmore Dis-| chandising help the paper offers, 
tilleries Co. sets up four criteria for) and (4) how much marketing 


judging newspapers that it con- 


|siders placing on its advertising Makes available. 
| schedule, according to\A. P. “Bon- 
| dy” Bondurant, vice-president and 


advertising director of the big 


| Louisville distiller. 


The criteria are: (1) what posi- 
tion the paper will give to Glen- 
more ads; (2) how “fair” the pa- 


(ATA) per’s editorial treatment of news 


| involving liquor is; (3) what mer- 
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Mm 4 PAGE DIRECTORY 
a) Names of Advertisers in Bold Face 


The 286 manufacturers of building products in this 
AMERICAN BUILDER Directory Issue get first crack at the 
huge buying power of America’s builders, dealers and 
jobbers. When these 92,000 top building professionals 
seek product buying information, they find it quickly and 
easily in the advertising pages, and in the 3-part Directory 
Section printed on colored stock. Names of advertisers are 
shown in bold face. Here is a comprehensive, easy-to-use 
reference volume with year-round sales value. 


Schedule space now for the 1952 Directory Issue 


ity to place your product story before this vast 
audience of building men in the Directory Issue comes but 
once a year, and at one low cost. 
include the AMERICAN BUILDER April Directory Issue on your 


Make a note NOW to 


asc AMERICAN BUILDER 48° 


A SIMMONS-BOARDMAN PUBLICATION 


79 W. Monroe St., Chicage 3, Ill. 


30 Church St., New York 7, N.Y. 
© LOS ANGELES © SAN FRANCISCO © PORTLAND 


information it 


Speaking be- 
fore members 
of the Newspa- 
per Representa- 
tives Assn. of 
Chicago today, 
Mr. Bondurant 
pointed out that 
the liquor indus- 
try is handicap- 
ped by both fed- 
eral and state 
regulations prohibiting it from 
using coupons, prizes, premiums, 
etc., so that the industry’s principal 
advertising efforts necessarily con- 
sist in keeping brand names con- 
stantly before the public. 


i \ 


A. P. Bondurant 


@ This can be done only if liquor 
ads get favorable position, he said, 
which for Glenmore and most 
other distillers means the sports 
pages. Women may make the ac- 
tual purchase of liquor in many 
cases, he added, but experience has 
shown that it’s the man who spe- 
cifies the brand. 

Newspapers must remember, he 
said, that a liquor advertiser is 
further handicapped by the fact 
that, unlike many consumer prod- 
uct ads, liquor ads reach only two- 
thirds of the people. The other 
one-third either don’t drink or, if 
they do, still object to liquor ad- 
vertising, he added 

(Glenmore markets three brands 
of whisky—Kentucky Tavern, 
which Mr. Bondurant said “has 
outsold all other bonded bourbons 
in the U.S. for several years”; 
Glenmore, and Old Thompson.) 


@ When newspapers have more 
liquor advertising than they pos- 
sibly can run on the sports page, 
Mr. Bondurant suggested that a 
system of rotation be set up, i.e., 
give a different liquor advertiser 
the preferred position each day. 

The ideal size of ad to insure 
position on sports pages is a 300- 
360 line ad run over three columns, 
he said. Glenmore has determined 
this by means of a continuing study 
of its newspaper advertising. This 
study is conducted in St. Louis 
(where the distiller’s agency, 
D’Arcy Advertising Co., is lo- 
cated), where newspapers car- 
rying Glenmore (and other distil- 
ers’) ads are studied to determine 
what size ads consistently get pre- 
ferred position. 

Glenmore has no objection to 
granting papers leeway on inser- 
tion dates, he said, as long as the 
paper attempts to give its ads good 
position. 


e By “fair” editorial treatment, 
Mr. Bondurant said, Glenmore 
does not mean that it wants pa- 
pers to publish publicity blurbs 
about the liquor business. It mere- 
ly means that the company expects 
papers that accept its advertising 
to deal fairly with legitimate news 
items about the liquor industry, 
and not bury such items because 
they think that their readers will 
consider them in poor taste, he 
said. 

The company also expects news- 
papers to merchandise the Glen- 
more advertising that they carry, 
he said, in much the same way 
that the company calls upon its 
salesmen to use the advertising as 
a merchandising help. 


@ As for market information, he 
continued, newspapers that ex- 
pect to carry Glenmore ads should 
reciprocate by furnishing the com- 
pany with complete, up-to-date 
information on the market for 
Glenmore products in the area 
served by the paper. 

Newspaper representatives in 
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THREE-IN-ONE—Eureka Williams Corp., 
Bloomington, Iil., is running ads like this 
in the current Life, May 19 issue of the 
Post, and Ladies’ Home Journal in June, 
emphasizing thot its vacuum cleaner 
cleans rugs, does above the floor cleaning 
and woxes floors. The ad contains a free 
trial coupon, and goes institutional at the 
bottom. Casler, Hempstead & Hanford 
Chicago, is the agency. 


particular, he said, should have 
“current information on the ebb 
.and flow of the whisky business 
in their particular areas.” 

Representatives also should keep 
abreast of actual and proposed 
changes in local or state liquor 
regulations, which can have a pro- 
nounced effect on liquor market- 
ing in the affected area, he added. 
In addition, they should know 
where their papers stand editorial- 
ly regarding liquor advertising. 


s If restrictions on liquor produc- 
tion become more stringent, and 
the short supply conditions of 
World War II return, Glenmore 
probably would revert to the ad 
program that it used at that time, 
he said. 

That would mean a strict cur- 
tailment in newspaper advertis- 
ing and an increased schedule in 
magazines and outdoor. Because 
there is little or no competition 
among brands in such situations, 
the primary objective is to “keep 
all your brand names alive for the 
long haul,” he said, and Glenmore 
feels that can best be done by 
making these media changes. 
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letterhead? 


A letterhead should inspire con- 
fidence. Does yours? Don't risk 
losing sales or giving a wrong 
impression of your c y just 
to save the slight additional cost 
of a genuine engraved letterhead. 
Let us tell you how you can have 
an expertly designed engraved 
letterhead you'll be proud of — 
at a sensible cost. Simply write 
across your present letterhead 
“Show me,” noting the quantity 
you use in a year, and mail it 


today. No obligation 


ROM. Hl UL iN. 


New York, May 9—The New 
York State Board of Regents has 
filed an application with the Fed- 
eral Communications Commission 
for 11 television stations. 

All to be located in this state, 
the stations would be operated as 
an educational network utilizing 
the resources of colleges, schools, 
museums, art galleries and librar- 
ies. 


|N. Y. State Regents Seek 11 TV Stations 


The board said it will ask the 
legislature to appropriate $3,500,- 
000 to construct two stations in 
New York, and one each in Buf- 
falo, Rochester, the Albany-Sche- 
nectady-Troy area, Binghamton, 
Ithaca, Syracuse, the Utica-Rome 
area, Poughkeepsie and Malone. 

In Rochester and Buffalo, the 
regents asked for stations in 
the present very high frequency 


band. In the other areas they re- 


quested ultra high frequency 
channels. For some time the com- 
mission has been considering au- 
thorization of stations in the latter 
band, which has not yet been used 
except experimentally. 


G. H. Cummings Elected V. P. 
George H. Cummings, advertis- 
ing manager of Combined Insur- 
ance Corp. of America, has been 
elected vice-president in charge 
of advertising and promotion. 


coll 


COPELAND 
DISPLAYS 


CO. 5-5621 
We design and build high quality, ece- 
nemical, merchandising displays that sell. 


Reyallte— Weed —Plastics— Animation. 
COPELAND DISPLAYS, INC. 
537 West 53rd Street, New York City 
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“Ye'll No Find Moths in MY Purse, Laddie!” 


—rnor in a lot of others, according to reports of contemplated 


advertising appropriations for 1951-'52 .. . “More than 60 mil- 


lion workers on the nation’s payrolls put heavy emphasis on 


selling,” say far-seeing, canny advertisers ... As always, a 


large number of consistently thriving ones depend on the force- 
ful brilliance of ROGERS-made photo-engravings to improve 
the business-building ability of their advertising investment. 


EN GRA 


Vin «¢@ 


Cc O M P A 


Master Craftsmen of Photo-Engraving 


CHICAGO 
2001 


Members of the 


PHOTO-ENGRAVERS ASSOCIATION 
CALUMET AVENUE ®* CAlumet 5-4137* CHICAGO 16 
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THE WEERLY MEWS MAGATING 


THE WEEKLY MEWS MAGATINGE 


Y 
“Semaeazing 


There are 52 reasons a year why people who 
have to be informed vote that TIME is America’s 
Most Important Magazine . . . Every week TIME ap- 
pears in the mail and on the newsstands, bringing 
to busy men and women everywhere all the news 


PRESIDENTS OF — ‘ MEMBERS OF THE jal rs 
DEGREE-GRANTING MANAGING EDITORS AMERICAN MEDICAL PRESIDENTS OF — 
COLLEGES OF DAILY NEWSPAPERS ASSOCIATION AMERICAN BANKS 


TIME-america’s MOST 
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. | TIMED 

=: TIME i as ume, = 
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they need to know in order to stay informed. 

Notice how often people around you are mention- 
ing TIME. That’s because TIME is especially helpful 
now—TIME is especially a part of the minds and 
lives of intelligent Americans in days like these. 
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Strong Claims for Nighttime Radio | months; 62.4%, 19 to 24 months;| not open to heads of publishing vice-president in charge of TV sta- 
: 60.6%, more than 24 months. | companies, advertisers, agencies or tions for American Broadcasting 

As Against TV Advanced by WOR | suppliers. The organization com- Co., effective June 1. He will be- 
T. F. Club Seeks Members mittee includes: come vice-president and general 

New York, May 10—Does night- ously, but WOR asserts most of Bob Morse. Conover-Mast Publications; manager of the radio, :video and 


- a sti age page Ae Charter members are being so- | Brad Baker, New Equipment Digest; Emil ‘ . 
time radio begin to rate more at- the “radio listening (6 p.m.-12 licited by the Eastern T. F aoe Kreutzberg, Steel; Ray Richards, Purchas- ee pay Teg 


“ tention from video families as the midnight) occurs w 4 : . > 
: 5S as urs when the TV set lew Vor . : ing; Ken Kaull, Putman Publishing Co.; 
§ in Ne é ‘ ‘ . aan : - sie 
novelty of television fades? is off.” spec sn ae te organization of andy Rostosky, Mechanization; Cran Fill. Brandt was appointed a vice-pres- 
WOR here a report just re- P : pace salesmen for audited busi- more, Modern Machine Shop; Gerry Vos- ident of the network in January 
re, ina F jus The breakdowns by length of ness papers, with controlled or paid burgh, Mili & Factory: Bill Cain, Thomas’ 


leased, answers this question with ownership show the following Circulation. The local organization Register; Charles Deily, Products Finish- ‘ 

a resounding yes and makes some percentages for nighttime radio will be similar to the T. F. Clubs in | # Chet Ober, Iron Age, and Ed Lawson, Universal Names Betteridge 

of the boldest claims yet advanced listening in TV homes with the TV Sag _ Cleveland. Member- | M@chine Design Universal Diecasting & Mfg. Co.. 

for the strength of nighttime radio screen blacke : o% : ship is limited to salesmen who . Saline, Mich., has appointed Bet- 
d out: 55.8%, nine have represented audited publica- | Otto Brandt Joins KING teridge & Co., Detroit, as public 


in older TV homes. The study is months or less: 57.4%. 10 t 
: s SS; 57.4%, o 18 F aS res - : ; 
based on Telepulse data for the ‘ tions for at least one year and is Otto Brandt has resigned as relations counsel. 


ie first week in December, 1950 

The most notable conclusion ar- 
rived at by Robert M. Hoffman, 
research director of WOR and its 
sister station, WOR-TV: Radio 
listening from 7 p.m. to 12 mid- 
night by pioneer video families in 
New York hes jumped 47% in the 


ast wo year NEWS OF IMPORTANCE TO ALL MARKETERS: 


s To reach this conclusion, Mr. 

Hoffman compared radio sets-in- 

use on an average night in TV 

families of more than two years’ 

standing—14.1% as of December, 

é 1950—-with average radio sets-in- 
use in the December, 1{48, Tele- 
pulse report—9.6%. 

“While the same families were 
not interviewed in both years, 
both samples represented a cross- 
section of TV homes. And, since 

; the technique used by Pulse re- 

i mained unchanged, the data are 
comparable,” he asserted. 

The report continued: “On the 
@verage night in December, 1950... 
$3.7% of the families owning a set 
Over two years listened to the ra- 
dio (7 p. m.-12 midnight) as against 
936.2% for the nine-months-or-less 
television group—a difference of 


« 


®@ “Moreover, these longtime video 
@wners listened longer than did 
Gther TV families. Some 27.8% of 
the famiiies in the over-two-years 
group listened more than one hour 
per night, against 178% among 
those having a set nine months or 
less, 16.2% for the 10-18 month 
Video owners and 23.6% for those 


Having a set from 18 to 24 months.” ALL TIME 
as aueaeeaiens sa HIGH IN CIRCULATION 


9% listened to the radi > the x s ; 
i, tems om on auemee aiia, Redbook’s circulation for the first quarter of 1951 was the highest ' 
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1H compared with 4.8% of the nine- | 
. _ le , mS +4 } 4 hae . 

eg = Bonths-or-less owners. in its history—well over 2 million copies per issue. 
@ On the other hand, Mr. Hoff- 


Man points out that newer viewers This is the 15th straight new-high quarter— 


~t have the TV set on for longer 
7 { periods during the evening than OVER THE CORRESPONDING QUARTER OF PREVIOUS YEARS 
& 


the oldtimers in the video audi- 
ence. His figures show 44.5% of 


the nine-months-or-less group NEWSSTAND SALES GAINS 


watching video three hours a 
i night, compared with 29.9% of the ° 
ty aoa ad Newsstand sales for the first quarter averaged in excess of 965,000 copies 
Many of the video homes have 


AM and TV sets going simultane- per issue—70,000 more a month than the corresponding period in 1950. 


, 
8 xX 10 i REDBOOK makes it plain in every feature, erators te rugs. radios and TV-sets. ' 
Pi story and article that it is edited for these As more and more Young Adults turn 


f vital 18 to 35 year olds. who represent the to REDBOOK for advice. information and , 
th & thy Ui fe & most active buying market in) America inspiration. advertisers are disco, ering that 

~y op 
; today. These are the vears when young REDBOOK is the place to start these young 


i GLOSSY people are starting out on their own... people off right...to influence their brand 
accumulating all the basie requirements of preferences in the first big buying vears of 

PHOTOS modern life from automobiles and refrig- their lives. 

{ e . e 

BD ca Quantities January was the Biggest January in Redbook History 


= SELL BETTER! : 
i February was the Biggest February 


ik FOR ALL 


PURPOSES ° 
sear dear March was the Biggest March 
ies Delivery! z 
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ae coquiced. 2.38 


PHOTOMATIC | co. 
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Armour Survey Finds 
4,000 Stores Offer 
Self-Service Meats 


Cuicaco, May 9—The number of 
completely self-service meat de- 
partments has doubled in the past 
year, according to Armour & Co.’s 
fourth annual survey of the self- 
service meat business, entitled 
“Self-Service Meats Today.” 

There are now 4,000 stores with 


100% self-service meats, the re- 
port states, as compared with 2,000 
completely self-service meat de- 
partments a year ago. 

The report emphasizes that there 
have been no “new developments 
of a startling nature” in the past 
year. It does note some trends and 
developments: 


@ Three out of four complete self- 
service meat stores are chains. 
Most partial self-service meat de- 
partments are independents. The 


Northwest again led in growth of 
complete self-service meats. Store 
level meat department manage- 
ment is receiving increased recog- 
nition as the key to successful self- 
servicing operation. 

Two other trends noted by the 
report are: Growth of self-service 
meats in the immediate future will 
depend to a great extent on the 
availability of wrapping materials. 
Pre-packaged, quick-frozen spe- 
cialty items are being made avail- 
able on a broader scale and are 


meeting with increasing consumer 
acceptance. 

Making the most of available 
packaging supplies is the prob- 
lem uppermost in the minds of 
self-service meat operators today, 
according to the report. Armour 
offers dealers 16 suggestions de- 
signed to help stretch the present 
supply of Cellophane. 


‘Tribune’ Promotes Five 
J. Loy Maloney, managing editor 
of the Chicago Tribune since 1939, 


is Reaching MORE 
of Your Prospects! 
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THE VITAL YEARS 


oung 


Adults 


THE VITAL MARKET 


has been promoted to executive 
editor. Mr. Maloney's health -re- 
quires his taking a year’s leave of 
absence before assuming his new 
duties. Other Tribune advance- 
ments are: W. D. Maxwell, assist- 
ant managing editor and city edi- 
tor, to managing editor; Stewart 
D. Owen, news editor, to city edi- 
tor; Wallace Abbey, night editor, 
to news editor, and Tom Moore, 
on the telegraph desk, to night edi- 
tor 


‘Western Family’ Celebrates 
10th Birthday; Names Jones 


Western Family has marked its 
10th anniversary with the an- 
nouncement that by September it 
will have an 800,000 guaranteed 
circulation in 11 western states 
and Alaska and Hawaii. The cur- 
rent 747,000 circulation is the 
largest of any magazine in the 
West, the publication claims 

Web Jones, formerly managing 
editor of Sunset Magazine, has 
been appointed editorial director 
of Western Family and will im- 


| plement a plan to increase the size 


and editorial coverage of the mag- 
azine 


For BETTER — 
TYPOGRAPHY — 


phone a member below 


INC. 


AKRON, O. 

The Akron Typesetting Co 
ATLANTA, GA 

Higgins-Mc Arthur Company 
BALTIMORE, MD 

The Maran Printing Co. 
BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamun 
BUFFALO, N.Y 

Axel Edw. Sahlin Typographic 


Service 
CHICAGO, IL. 
. M. Bundscho, Inc. 
Pasthorn Corp 


Hayes-Lochner, Inc. 
Runkle-Thompson-Kovats, Inc 
Frederic Ryder Company 
CINCINNATI, O. 

The J. W. Ford Company 
CLEVELAND, O 

Bohme & Blinkmann, Inc. 
Schick -Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc 
COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jagagars-Chiles-Scovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The A. B. Hirschfeld Press 
DETROIT, MICH 


George Willens & Co. 
INDIANAPOLIS, IND. 
The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 
Claire J. Mahoney 
LOS ANGELES, CAL. 
Morneau Typographers 
LOUISVILLE, KY 
The J. W. Ford Company 
MILWAUKEE, WIS 
Arrow Press 
George F. Wamser, Typographer 
MINNEAPOLIS, MINN, 
Duragraph, Inc 
NEW YORK, N. Y. 
Ad Service Company 
Advertising Agencies’ Service Co., inc, 
Adverusing Composition, Inc 
Aruntype, Inc 
Associated Typogmphen, Inc 
Adas Typographic vice, Inc 
Central Zone Press, Inc 
The Composing Room, Inc. 
Composition Service, Inc 
Diamant Typographic Service, Inc. 
A. T. Edwards Typography, inc 
Empire State Craftsmen, Inc 
Graphic Arts Typographers, lnc. 
Huxley House 
Impernal Ad Service 
King Typographic Service Corp. 
Lino-Cratt Typographers, Inc 
Master Typo Company 
Morrell & McDermort, Inc 
Chris F. Olsen, Inc 
Fredenc Nelson Philips, Inc 
Philmac Typographers, inc. 
Royal Typographers, Inc 
Predernck W Scheidt, Inc. 
Harry Sclverstem, Inc 
Supreme Ad Service, Inc 
Tr-Arts Press, Inc 
Typographic Craftsmen, Inc 
Typograptnc Designers, Inc 
he Typographic Service Co 
Vanderbilt Jackson Typography, Inc 
Kart H. Volk, Inc 
NEWARK, NJ 
Barton Press 
Wilham Patrick Co., Inc 
PHILADELPHIA, PA 
Walter T. Armstrong, Inc 
Alfred J. Jordan, Inc 
John C. Meyer & Son 
Progressive Composition Co. 
Typographic Service, Inc. 
PORTLAND, ORE 
Paul O. Gresev 
ST. LOUIS, MO 
Brendel Typographic Service 
Warwick Typographers, Inc. 
SAN FRANCISCO, CAL 
Reardon & Krebs, Inc. 
SEATTLE, WASH 
The Deers Press 
Frank McCafirey's Acme Press 
of Searile 
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InvestmentHouses | 
Must Sell Capital 


| 
Enterprises: Clark 


New York, May 8—The invest- | 
ment industry's sales organization | 
has not matured to the size of the} 
nationwide job it needs to do as} 
the front-line sales force for capi- | 
tal enterprise and private owner- 
ship of the nation’s industry and 
business, Grady Clark, vice-presi- | 
dent and general sales manager of 
Investors Diversified Services, | 
Minneapolis, said here last week. 

Investors Diversified Services 
acts as investment manager and 
national distributor of investment 
securities for one of the nation’s 
largest group of investment com- 
panies. 

Mr. Clark pointed out, in an 
article for Investment Dealers’ Di- 
gest, that while the nation’s total 
working force has increased 35% 
since 1930, the working force of the 
investment industry has “practi- 
cally stood still numerically, al-| 
though it has grown substantially | 
in understanding and in conscien- 
tious public responsibility. The in- 
vestment industry can grow on a 
sounder basis,” he said, ‘‘if it trains 
a growing, capable sales force to) 
serve the market.” 


@ Advertising-wise, Investors Di- 
versified Services had considerable 
Success with a recent nationwide 
Campaign designed to locate miss- 
img men and women, or their heirs, 
Who had unclaimed money coming 
from the company. 

Through Batten, Barton, Dur- 
stine & Osborn, the company ran 
Pages in Collier's, Life and The 
Saturday Evening Post, with head- 

e copy reading: “We Have Un- 
eclaimed Money for These People.” 

‘Readers were asked to study the 
+ names in the ad, and help 

company locate the vanished 
owners of sums ranging from $203 
t@ $2,482. The missing investors 
_ in the ads numbered only 
a small fraction of the group's 
_ certificate and sharehold- 


@ The company undertook the un- 
ugual campaign after its service 
representatives and the 175 I. D. S. 
divisional managers’ offices across 
the country had previously failed 
in all efforts to uncover the miss- 
ing investors through personal in- 
vestigation 

The ad drive was staggered be- 
tween Jan. 26 and March 17. More 
than half of the missing investors, 
or their heirs, had been located by 
March 15. And the company is op- 
timistic about finding the remain- 
der soon, from leads furnished by 
the ads. 


Innes Names Henry Giles 

Henry H. Giles, formerly sales 
manager of Heil Co., has been ap- 
pointed vice-presi ent and sales 
manag of J. S. Innes Ltd., Lea- 
side, Ont., distributors of contrac- 
tors’ and logging equipment 


A $15 BILLION MARKET 
AT YOUR FINGERTIPS ! 


Don't Ignore It — SELL It! 


Cash in! Get your share of the huge $15 
billion Negro market! Reach them in 
their homes, sell them the way they like 
to be sold—through their own Race pub- 
lications, the newspapers and magazines 
they feel closest to. respond best to! 
Negroes are loyal to their publications 
be sure your product is in them; be sure 
you get your share of the market! $15 
billion! Negroes spend this much every 
year on every conceivable product! Don't 
overlook this market—it's right under 
your nose! For full details write Inter- 
state United Newspapers, Inc., 545 Fifth 
Ave., . serving America’s leading 
advertisers for over a decade 


ONE EXAMPLE: 


rich market 
read by 1 


for @ publication that 

sells the cream of this 
you can't beat the New Courier 

300 Negroes in 42 states each 


week. Color comics, magazine section, and news | 


section help make it America’s most complete 
weekly newspaper. Tell the Negro-you'll sell 
the Negro! Act now! 


Two Name McCain Agency 


McCain & Associates, Indianapo- 
lis, has been appointed to handle 
the accounts of Jenn Air Products 
Co., Indianapolis manufacturer of 
air conditioning equipment, and 
Sundial Co., Chicago packer of 
Sundial lemon mix and other prod- 
ucts. 


Don MacLeod Joins KBKW 
Don MacLeod, formerly on the 
sales staff of Station KOL, Seattle, 
has been named commercial man- 
ager of KBKW, Aberdeen, Wash 


Terry Rejoins Trailmobile 


Marshall N. Terry, formerly 
television operations chief of Cros- 
ley Broadcasting Corp., has re- 
joined the Trailmobile Co., Cin- 
cinnati, as director of advertising 
Mr. Terry was with Trailmobile 
during World War II. 


Wiley Leaves Wayne Brewing 


Max R. Wiley, advertising and' 


sales manager of Wayne Brewing 


Co., Erie, Pa., has resigned. Mr. 
Wiley has not announced future 
plans 


Multi-Clean Names Hesli 


Gene Hesli, midwestern factory 
representative for Multi-Clean 
Products Inc., St. Paul manufac- 
turer of floor maintenance equip- 
ment, has been named sales man- 
ager of the company, in charge of 
advertising and sales promotion. 


KXOK-FM Names Stufflebam 


Ralph L. Stufflebam, formerly 
commercial manager of Station 
KSTL, St. Louis, has been named 
director of FM of Station 
KXOK-FY, St. Louis. 


Advertising Age, May 14, 1951 


Chicago Drive-ins Advertise 
The Chicago Assn. of Drive-In 
Theaters, with an appropriation of 


' $100,000, is using radio and tele- 


vision to make Chicago area resi- 
dents drive-in conscious this sum- 
mer. W. B. Doner & Co., Chicago, 
is the agency. 


Moore Elected V. P. 

John H. Moore, sales manager 
of Prolon Plastics division of Pro- 
phy-lac-tic Brush Co., Florence, 
Mass., has been elected vice-presi- 
dent. 


The biggest story J é 
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Canadian Daily Purchased 


The Times-Gazette, Oshawa, 
Ont., has been purchased by 
Times-Gazette Publishers Ltd., a 
subsidiary of Thomson Co., Toron- 
to newspaper syndicate. A. R. Allo- 
way will continue as publisher and 
president of the local company. 


KTTV Names R. C. Lockman 


R. C. Lockman, for 17 years 
account executive with Station 
KNX, Los Angeles, has joined Sta- 
tion KTTV there as account execu- 
tive. 


25 
NBC Names W. D. Edouarde e ’ 2 menu tip-ons. Salesmen are being 
atm arta oll Park & Tilford Sets ‘House of Lords’ Drive ceuianelt ity nteniiee muanalipe 


sales manager of Station KFWB, New York, May 9—An intensive and Social Spectator; 150-line iné and illustrating the campaign. 

Hollywood, has been named radio- advertising and sales promotion weekly insertions in newspapers in The quality of House of Lords gin 

TV spot sales representative for campaign will be launched late in 15 major cities; and full and frac- iS being emphasized, particularly 

National Broadcasting Co. in| way for Booth’s House of Lords tional pages in hotel, club and for a “House of Lords” martini. 

southern California. gin by Park & Tilford Distillers liquor publications. in business papers the prestige and 
Corp. Advertising will continue| ™8h-profit factors of the produc 
| : > Soe 

Sparton Promotes Hickman | The advertising campaign, which through the summer and on an in- | are being stressed. 

— = ae ‘dio. Metecislan, is being handled by Storm & Klein, termittent schedule for the re-! 

ea Mich., has been named C@l/s for full-color pages this mainder of the year in the publi- | Elects Spindler PR V.P. 

assistant sales manager, replacing ™Onth in The New Yorker and cations mentioned. ’ American Radiator & Standard 

W. W. Wagner, who resigned to Cue; one-third and one-quarter Sales promotional material in-| Sanitary Corp., Pittsburgh, has 

take a field position with Sparton. pages in Esquire, Town & Country, cludes car cards, table tents and} elected Howard L. Spindler, pub- 

| lic relations director, as vice-presi- 


and he was the only reporter there! 


one of a series about the people who make The New York Times “America’s most distinguished newspaper.” 


dent in charge of public relations 
Prior to serving as public relations 

| director, Mr. Spindler was adver- 

| tising and sales promotion man- 
ager of the company. 


Phillips Elects Adams 

K. S. Adams, president of Phil- 
lips Petroleum Co., Bartlesville, 
Okla., has been elected chairman 


of the board and chief executive & ~: 
| officer and chairman of the execu- ay 
| tive committee. Paul Endacott, for- rg 
| merly executive vice-president and 
| assistant to Mr. Adams, has been é 
| elected president. ; 


| 


Like all reporters, William L. Laurence had his dreams about O 
covering “the big story.” But unlike all other reporters, 

Bill Laurence covered it. He covered the biggest story in history, the 
dawn of the atomic age. Years before, he had scooped the world . 
with his story that the atomic age was close upon us. When it 
broke, in the bomb over Nagasaki, Laurence was the only reporter 
present. His exclusive stories on atomic power will themselves 


remain a significant chapter in newspaper history. 


William L. Laurence has been reporting science for The New York 
Times since 1930. He is probably the best known science reporter 
in the country. Numerous awards, including two Pulitzer Prizes, 
highest honors in American journalism, suggest that he may 

also be the best. His ability and alertness in reporting advances 

in medicine have won him national recognition. One of the first 
Lasker Awards made in the field of journalism went to him for his 
stories on cortisone and ACTH. 


Many expert reporters and editors, like William L. Laurence, pooling 
their skills and talents each day, help make The New York Times 
the interesting, authoritative, unusual newspaper it is. 

Wherever you go, you'll find that The Times is known, read and 


respected. Wherever you ask, you'll find general agreement 


that The Times is “America’s most distinguished newspaper.” 


All this has special and important meaning for advertisers, 
Because The Times gives its readers more, it gives the utmost to its 
advertisers, too. [In a rich, competitive market, The New York Times 
has held advertising leadership for 32 consecutive years. It 
is not just a newspaper, it is a unique newspaper, for advertisers 
as well as readers. Let us tell you more about it. 
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When Will Paper 
Prices Move Up? 
Mills Won't Say 


New York, May 9—Predictions 
of higher newsprint prices con- 
tinue current in the local market, 
although few mill representatives 
or distributors will commit them- 
selves on how much the antici- 
pated boosts will be or when they 
are likely to materialize. 

H. S. Foley, president of Powell 
River Co., Vancouver, B. C., at a 
recent stockholders’ meeting is re- 
ported to have declared that news- 
print prices will be raised soon 
He is quoted by the 
Tribune as saying publishers must 
realize that “a more realistic 
evaluation of newsprint is neces- 
sary. It must be realized by both 
the consumers of newsprint and 
the public that the current price 
level is only out of line in that it 
is too low.” 


@ A story in the Montreal Gazette 
a few days earlier quoted an ex- 
ecutive of Abitibi Power & Paper 
Co. as saying in Toronto that “the 
price of newsprint is being artifi- 
cially depressed by factors which 
Rave nothing to do with the eco- 
flomics of the situation.” 
The U. S. Tariff Commission on 
May 1 forecast a 23,000-ton in- 
ease in the use of newsprint in 
a. U. S. this year and continued 
tight supply. The commission in 
its report to the House ways and 
Means committee said that news- 
pers in this country are likely 
use 5,960,000 tons of newsprint 
1951 compared with 5,937,000 
ms in 1950. 
The report said it is unlikely 
at the newsprint industry in the 
| S. will be greatly expanded, 
us leaving U. S. publishers de- 
ndent on foreign sources for 
% of their needs. Of this, Can- 
a supplies 80% 


@ Another statistical indicator is 
e report on pulpwood cutting re- 
sed last week in Montreal by 
M. Fowler, president of the Ca- 
Madian Pulp & Paper Assn., who 
said that pulpwood cutting east 
@f the Rockies during the year 


ending May 31 will total more 
than 12,000,000 cords, a record 
high and about 9% higher than 


the previous peak in 1947-48 

“At current rates of consump- 
tion,” he said, “the larger harvest 
has added about two weeks’ sup- 
ply to the over-all inventory of 
the industry.” 

In the face of current rumors 
of higher mill prices on newsprint, 
activity in the so-called black mar- 
ket for spot shipments continues 
sporadically. Operators are be- 
coming increasingly reticent about 
disclosing information. However, 
two orders were reported last 
week, each for 1,000 tons, at $245 
a ton, f.o.b. mill, for delivery in 
the Southwest. 

Little activity, other than nor- 
mal business, is reported in book 
papers. Local publishers regard the 
revision of the government's set- 
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| aside order M-36, issued April 26, 


|} aS a move in the right direction 


Winnipeg | 


toward equalizing set-asides on 
different types of paper. The re- 
vised order maintains mill stock 
on newsprint set-aside for govern- 
ment use at 5%. Set-aside on un- 
coated groundwood papers has 
been changed from 5% to 10%, 
machine coated from 5% to 10%, 
book papers from 15% to 10%, 
and rag and writing papers are 
continued at 15%. The revision 
became effective May 1. 


New Dawn Every Day 


Frederick E. Baker Named 

Frederick E. Baker & Associates, 
Seattle, has been named to direct 
advertising for Concrete Products 
Assn. of Washington. A series of 
ads will begin in the May issue of 
the Pacific Northwest edition of 
Sunset. 


WDYK Appoints Keller 

Robert S. Keller Inc., New York, 
has been named sales promotion 
representative for WDYK, Cum- 
berland, Md. The station is af- 
filiated with ABC and Mutual. 


Joins Benton & Bowles 

Tom Carson, formerly special 
radio-TV consultant for Foote, 
Cone & Belding, has been named 
supervisor and coordinator of 
Procter & Gamble time buying 
activities at Benton & Bowles, 
New York 


‘Charm’ Names Miss Pollock 
Eleanor Pollock, formerly an 
editor with Look, Quick and Cue, 
and associated with several adver- 
lising agencies, has been named 
managing editor of Charm. 
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Goodman Names Toland 


John M. Toland, formerly na- 
tional sales promotion manager of 
Hiram Walker Inc., Detroit, has 
been appointed vice-president in 
charge of sales of the L. A. Good- 
man Mfg. Co., Chicago. 


Nedlar Farms to Argus 

Nedlar Farms, Petersborough, 
N. H., poultry breeder, has ap- 
pointed Argus Associates, New 
Haven, Conn., as its agency. Agri- 
cultural publications and direct 


'mail will be used. 


The story of American industry's power to add to 
its productive strength, over and above yester- 
day’s totals, is best told by the chemical industry. 
Its plant doubled in a decade, its volume multiplied 
five times, the chemical industry now hp every 


single one of the 68 industries in the t 


S. It creates 


new industries, recreates old ones, andi is, perhaps, 
the nation’s premier industry. 


Matched by scarcely less spectacular deeds of 
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Scott Paper Boosts Sales of Windshield 
Tissue by Changing Distribution Methods 


PHILADELPHIA, May 9-——Scott Pa- 
per Co.’s windshield wiping tis- 
sue, which the company first in- 
troduced in 1946, today has 32% 
of the service station business west 
of the Mississippi, thanks primarily 
to a change in method of distribu- 
tion, the company reports. 

When the company introduced 
the tissue, the product comprised 


America’s other industrial forces, chemistry’s daily 
miracles have helped make: 


U. S. Industry the most explosive 
political fact of the 20th Century. 


That, as many people abroad and fewer at home 
have learned, is worth thinking about. 


In essence, that is what FORTUNE tries to do— 


only 2% of the industry business 
Service station attendants for 
years had been using rags to 
wipe windshields, and in many 
eases the wiping service wasn't 
being performed. 

Today, four companies compete 
with Scott for sales of windshield 
wiping tissue and the use of rags 
is rapidiy dying out, although 


service has improved only slightly. 


s Scott's distribution problems 
were outlined before members of 
the Philadelphia chapter, Ameri- 
can Marketing Assn., by G. J. 
Headley of Scott's distribution re- 
search and products development 
section. 

Scott’s initial problem was 
whether to expand distribution 
through existing paper wholesal- 
ers or via other channels, Mr. 
Headley said. In 1948 the com- 


pany’s New England division asked | 
permission to work through auto- 
motive distributors, in the hope 
of expanding § distribution and 
servicing independent stations 
more frequently. 

As a result of this request, Scott 
conducted a survey of the opera- 
tions of both its New England and 
its Chicago divisions. 

In New England, Mr. Headley 
said, the survey revealed that 
there was excellent brand identi- 
fication of the new tissue, and 88% 


A 


Photo courtesy of S 


d Oil Company (N.J.). 


to think about and report, first, the facts of U.S. 


Industry, and then to participate in its developing 


philosophy—political, economic, and social. 
Because the editorial material which FORTUNE 


publishes is assembled nowhere else, you may well 


want to subscribe. And because the men who read 


FORTUNE are unequaled in importance and 
assembled nowhere else, you may well want to 
reach them through your advertising. 


FORTUNE 


of the service stations in the area 
had the tissue in stock. 


e A crew type of selling pro- 
gram was tested in New England 
as a result of the survey, and met 
with great success, he said. 

In Chicago, however, the picture 
was different, Mr. Headley said 
The survey showed that Chicago 
service stations thought paper was 
still in short supply. Stations were 
not being serviced regularly with 
tissues, and were being solicited 
by paper jobbers only via mail and 
phone. Scott had tissues in less 
than 55% of Chicago stations, he 
said 

As a result of the two surveys, 
Scott decided to take the following 
steps: (1) distribute through new 
automotive jobbers in all divisions, 
but on a carefully selective basis, 
and (2) continue to operate 
through industrial paper distrib- 
utors. 

In reporting on results, Morris 
Watson, director o, distributor re- 
| lationships for Scott, pointed out 
that “old tried and true distrib- 
utors are not always the best me- 
dia for distributing a new prod- 
uct.” 

Last year the company reported 
|} a 43% sales increase in windshield 
tissues. 


| penes Wales Joins Hoyt: 
Brings Tourist Account 

| James A. Wales, previously with 
McCreery, Quick & McElroy, has 
|} joined the Charles W. Hoyt Co., 
|New York, as an account executive 
The Jamaica Tourist Trade De- 
velopment Board, formerly han- 
died by Mr. Wales at McCreery, 
Quick & McElroy, has named the 
Hoyt Co. as its agency 


TV Stations Form Syndicate 
Fifty television stations across 
the country have organized Tele- 


casters Film Syndicate Inc., Chi- 
cago, to produce, procure and 
finance television films on a 


cooperative basis. The group dis- 
carded its original name, Consoli- 
dated Television Broadcasters Inc., 
vecause of similarity to another 
company name (AA, April 30). 


Elsie Wisner Resigns 


Elsie Wisner has resigned from 
Endorsements Inc. New York, 
where she was vice-president in 
charge of creative activities. Her 
successor has not been named 


FALPACO 
COATED 
BLANKS 


are the answer 
to your 1952 
Calendar Problems 


It makes no difference whether 
your calendar is to be run offset, 
letterpress, or screen process, the 
Falulah Paper Company has special! 
coatings for each process, at no 
extra cost 

Outstanding advantages are max! 
mum flatness, less tendency to curl, 
blue-white, smooth, level coating 
They assure finest reproduction 
qualities 


Specsfy 
Falpaco Coated Blanks 


Dastrebuted by 
Authorized Paper Mer: bants 
from Coast to Coat 
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PAPER COMPANY 


NEW YORK OFFICE « 500 FIFTH AVENUE 
NEW YORK 18, N.Y. 
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The Los Angeles Times 
has made the greatest 
advertising gain of any 
‘American newspaper 


In vaulting from 17th to 3rd position among all U. S. 
newspapers, the Los Angeles Times gained well over eleven 


million lines from 1948 through 1950. This is the greatest newspaper 


advertising gain in the nation. Latest available Media Records 

“First Fifty” figures for 1951 (first two months) show the Los Angeles Times 
FIRST in America in total advertising volume. 

In its own field —the nation’s 3rd largest market — the 

Los Angeles Times is first in all major classifications of advertising 


as well as daily and home-delivered circulation. 


LOS anceres Rh OMES 


REPRESENTED BY CRESMER AND WOODWARD, NEW YORK, CHICAGO, DETROIT, ATLANTA AND SAN FRANCISCO 
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Los Angeles or New York? TV People 
Wonder Which Will Be TV's Capital 


New York, May 9—As the date 
for the completion of the Bell Sys- | 
tem's coast-to-coast facilities for 
live telecasting draws nearer, ar- 
guments over whether Los Angeles 
or New York will be the capital 
city of TV grow more spirited 

American Telephone & Tele- 
graph Co.'s time table for the com- 
pletion of the microwave radio re- 
lay system between Omaha and 
San Francisco has a target date 
of “late in 1951.” With this hook- 
up, telecasts emanating from New 
York can be seen live in Los 
Angeles for the first time, and 
shows originating in Los Angeles 
can be beamed directly into homes 
here 

The initial advantage of a head- 
long start goes to New York, which 
is the main source of programs 
now being fed to the eastern and 
midwestern network of 48 stations. 
Despite its, isolation from other 
television centers, Hollywood, 
which is linked only to San Fran- 
cisco, manages to get two pro- 
grams on Nielsen's top TV ten 
more or less regularly. Procter & 
Gamble’s “Fireside Theater” and 
DeSoto-Plymouth’s “You Bet Your 
Life,” with Groucho Marx, both 
of which are filmed in Hollywood, 
afe frequently on the Nielsen hon- 
oF roll 


@ On the other hand, if television 
PEoduction goes the way of radio, 
Hollywood has a decided edge. The 
tap 15 nighttime broadcasts as of 
December, 1935, as selected by C. 
E Hooper Inc., included eight East 
C@ast originations and seven West 
C@ast packages. By 1940 the fig- 
ufes were 11 to 4 in favor of Holly- 
Wood. This ratio of places on Mr. 
yper’s top 15 for evening was 
a in effect in December, 1945. 
As of December, 1950, only three 
of the top ten Nielsen-rated radio 
shows were New York products. 
Ré@presenting New York producers 
on the list were Walter Winchell 
(Richard Hudnut), Godfrey's 
“Talent Scouts” (Lipton tea) and 
“PBI in Peace and War” (P&G) 
Strongest supporters for Holly- 
w@od's impending campaign to take 
the play away from New York are 
performers who live in Hollywood 
and want to stay there. Danny 
Thomas, who has been commuting 
here for his monthly turn on the 
“Four Star Revue” (Norge, Motor- 
ola and Pet Milk, NBC-TV), is one 
of the loudest voices in the West 
Coast cheering section. 


s After one live telecast’ ere, 
George Burns and Gracie Allen 
went home to California and have 
since been filming their bi-weekly 
TV session for Carnation milk. A 
little matter of 3,000 miles, which 
he has had to travel to present 
each of his video programs for 
Lucky Strike, may well be one 
reason that Jack Benny has chosen 
to enter the medium cautiously 
rather than plunging in with a 
once-a-week show 

Bob Hope, Jimmy Durante, Ed- 
die Cantor, Don Ameche and Jack 


DVERTISERS 
AGENTS © CLIENTS 


The continuous hazards of LIBEL, Invasion 
of Privacy, Plagiarism, Piracy and Viola- 
tion of Copyright — all are EFFECTIVELY 
INSURED by our UNIQUE cover which takes 
the sting out of these claims — and its 
cost is almost nominal! 


WRITE FOR DETAILS AND 


EMPLOYERS REINSURANCE 
“CORPORATION. 


nsurance Fachange Kansas City Mo 


RATE 


Carter all could save on travel ex- 
penses if they were able to do their 
TV work a little nearer home— 
Hollywood, that is. From the 
standpoint of the leading stars, 
who are free to take their choice 
of the best offer from any enter- 


tainment media, proximity to the 
movie industry is a decided ad- 
vantage 

Dean Martin and Jerry Lewis. 
for example, had to miss a couple 
of scheduled appearances on Col- 
gate’s “Comedy Hour” (NBC-TV) 
because of prior film commitments. 
However, the team now is mak- 
ing up for lost time on this tele- 
cast. 

Speaking up for the other side 
of the country are some East Coast- 
minded agency and network ex- 


ecutives who believe Hollywood 
will become the originating point 
for some comedy shows but will 
not play as dominant a role as it 
has in radio programming 


@ One point on which many har- 
ried agency and network program 
producers are agreed: They are 
badly in need of more space for 
rehearsing shows, particularly for 
dry run rehearsals. In this respect 
Hollywood represents virgin soil. 
American Broadcasting Co.'s Los 
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Angeles television plant includes 
the old Vitagraph lot with its huge 
sound stages. National Broadcast- 
ing Co. recently leased the El Cap- 
itan Theater in Hollywood for vi- 
deo operations. At Radio Corp. of 
America’s stockholder meeting 
here last week, David Sarnoff. 
chairman of the board, said NBC 
is making plans for originating 
television programs from the West 
Coast as well as from the East and 
Midwest when the transcontinental 
television network is available. 


Already signed for the big 


summer roundup on NBC Television: 


American Cigarette & Cigar Co. 
The Door With No Name 


The American Tobacco Co. 
Man Hunt 


Armour & Company 
Stars Over Hollywood 


The Borden Company 
Treasury Men in Action 


Bristol-Myers Company 
Break the Bank 


Bymart, Inc. 


The Somerset Maugham Television Theatre 


Chesebrough Manufacturing Company 


Greatest Fights of the Century 


Colgate-Palmolive-Peet Company 


Miss Susan 


De Soto Div. of the Chrysler Corp. 


Firestone Tire & Rubber Company 


Voice of Firestone 


Ford Dealers of America 
Ford Festival 


General Foods Company 
Hopalong Cassidy 


Gillette Safety Razor Company 
Cavalcade of Sports 


Hollywood Candy Company 
Hollywood Junior Circus 


Kraft Foods Company 


Kraft Television Theatre 


Lever Brothers Company 
Hawkins Falls 


P. Lorillard Company 
Original Amoteur Hour 


Miles Laboratories, Inc. 
Quiz Kids 


R. J. Reynolds Tobacco Company 


Camel News Caravan 


Riggio Tobacco Corporation 
leave It To The Girls 


Welch Grape Juice Company 
Howdy Doody (two segments) 


Lehn & Fink Products Corp. 
The Doodles Weaver Show 
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KTTV Gives Spot Rates | 


Station KTTV, Los Angeles, has | 
announced rates for spots, ranging | 
from $80 for a one-minute Class 
C spot to $250 for a two-minute 
Class A announcement. Also, par- 
ticipating programs have been 
changed. 


Hazlitt Gets Promotion 


William Hazlitt, a member of 
the sales staff, has been appointed 
eastern advertising manager of 
Popular Photography, New York. 


William Rice Joins FC&B 
William H. Rice, merchandising 

specialist, has joined Foote, Cone 

& Belding International as mid- 


western U. S. merchandising co- 
ordinator for the Watchmakers of 
Switzerland. His headquarters are 
in Chicago. 


Faith Willcox Moves 


Faith E. Willcox, advertising and 
promotion counsel, has moved her 
office to 341 Madison Ave., New 
York. 


Hanser Joins Biow Co. 


Alfred Hanser, formerly account 
executive with J. Walter Thomp- 
son Co., has joined the Biow Co., 
New York, as supervisor on the 
Ansco, Eversharp and Whitehall 
Pharmacal accounts. 


Alumni Names Ullrich 


C. William Ullrich, formerly 
with the National Process Co., has 


become a partner and vice-presi- | 


dent in charge of sales of Alumni 


| Offset Inc., New York. 


Wilson Named by Y&R 

William W. Wilson Jr., formerly 
an account executive with Ameri- 
can Broadcasting Co. in Chicago, 
has joined the radio and television 
department of Young & Rubicam, 
Chicago. 


Bates Names Kennedy 

William J. Kennedy, formerly 
with Batten, Barton, Durstine & 
Osborn, has joined the media de- 
partment of Ted Bates & Co., New 
| York, as a radio-TV time buyer. 


A hiatus for Hoppy? Not on your life, podner—summer's bigger “na 


ten-gallon Stetson on NBC 


Television! 


For millions of kids, the thrill of seeing Cassidy rout the rustlers 


is the same any Sunday of the year—summer or no. 


It’s the same way with television's grownups. A show is a show in any 


season, as proved by the hefty ratings NBC programs scored last summer 


(24.5 average Nielsen). and the three out of four TV set owners who chose 


television as their “most frequent” summer evening activity. 


To corral this summer's tremendous audience, (forty million viewers of NBC 


programs a week }, a whole posse of advertisers already have signed for 


campaigns on NBC-TV .. 


. with more joining up every day. 


Despite the rush, there are still a few cream time periods (e.g.. Tuesday 


&-9 pm) and lots of wonderful straw hat shows at NBC to pick from. 


And we doubt if big-time television will ever be as attractively 


priced as it is under NBC"s summer incentive plan. 


Come on in, podner—it’s just hoss-sense! 


NBC summer television 


POP. 40,000,000 
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Canada Dry Slates 
Heaviest Campaign 
for Quinine Water. 


New York, May 9—In the be- 
lief that quinine water “will be 
the drink sensation of 1951,” Can- 
ada Dry will shortly break the 
heaviest summer advertising cam- 
paign it has ever had for Quinac, 
the Canada Dry water 

Basing its optimism on the fact 
that quinine water sales have dou- 
bled consistently in all seasons, 
Canada Dry has scheduled space 

in 10 consumer magazines and 13 
| newspapers. 

On the magazine schedule are 
| Cue, Fortnight, Gourmet, House 
| Beautiful, House & Garden, News- 

week, Playbill, Social Spectator, 
Town & Country and Yachting 
| Full-color and b&w space is sched- 
uled in sizes ranging from one-half 
to one page, and the campaign will 
break in June issues 
| Newspaper space (600 lines) is 
| scheduled June through August in 
the following papers: Baltimore 
| Sun, Boston Globe, Boston Herald, 


| Chicago Tribune, Detroit News, 
Los Angeles Examiner, Miami 
| Herald, New York Times, New 


| York Herald Tribune, Philadelphia 
Inquirer, Phoenix Republic, San 
Francisco Chronicle and Washing- 
ton Star. 

J.M. Mathes Inc. handles the ac# 
count. 


General Foods Names Frank 


Herbert N. Frank has beef 
named to the newly created posi 
of manager of staff operations fal 
General Foods’ sales division. Mg 
Frank was formerly assistant t 
the general manager of the divi 
| sion. In his position, he will cos 
ordinate the sales promotion, in 
Stitutional, distribution center and 
personnel functions of the division 


ia Members Total 1,100 


| Sustaining member companief 
|of the Advertising Federation of 

America have passed the 1,10 
mark for the first time in the or4 
| Zanization’s history. Total mem¢ 
} bership in the three classes—agen¢ 
| cles, advertisers, and media owner 

and suppliers—is well over 25,0 
| according to AFA. 


Friedman Joins ‘Baseball’ 

Joel M. Friedman, formerly « 
the editorial staff of The Cas 
Box, has been appointed busines 
manager of Baseball Magazin 
New York. 


Here is the New Home Market— 
Packaged completely —Delivered 
economically to the advertisers of 


BUILDING MATERIALS 
HOME EQUIPMENT 
DECORATING 
FURNISHINGS 
FINANCING 
INSURANCE 


There is no waste circulation in the 
Small Homes Guide Reader Mar- 
ket. Over 400,000 (A. B. C.) Fam- 
ily Readers buy SMALL HOMES 
GUIDE on the newsstands—twice 
each year—for just one reason 
—They are New Home Builders. 
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About 40% of Families Watch Television 
40 Hours Weekly, Britannica Films Finds 


WtmMe?rrteE, ILL., May 9—Approx- 
imately 40% of TV families in the 
U. S. spend more time watching 
television than they do at work, 
according to a survey of listening 
habits and preferences of a cross 
section of American families made 
by Encyclopaedia Britannica Films 
Inc 

Only one out of 20 of the set 
owners queried watches his set less 
than ten hours per week. About 
one-quarter who replied have their 
sets on 10-20 hours per week, 
while another one-third watch TV 
20-40 hours weekly 

It is the remaining two-fifths 
who have their sets on more than 
40 hours per week. A number of 
people reported they watch TV 
70-80 hours weekly, while one 
hardy gentleman said he looks at 
his screen for 100 hours out of ev- 
ery week's 168 total. 


e Reading seems to have suffered 
the most from increased television 
watching, with 45% of the fam- 
ilies queried reporting that they 
spend less than half as much time 
reading as they did before owning 
TV sets 

Newspaper reading, however, 
seems to have suffered less than 
other forms of reading matter. 
Only 5% reported that they spend 
less time reading newspapers. 
Reading of books suffered a 50% 
loss; 40° reported less reading of 
general magazines; and 25% said 
they read less of news magazines. 

The EB Films survey was made 
@mong several thousand owners of 
the Encyclopaedia Britannica 
@cross the country. 
: 
® About half the respondents in 
the survey said they liked TV pro- 
@rams even better than they 
thought they would before buying 

*ts. The same number like it as 
te as they expected, and only 


2% are even slightly disappointed. | 


Half the people responding said 
they liked TV commercials “fairly 
Well”; another 14% thought the 
Sponsor's message was “fine”; 
While 35% said they did not like 
fommercials. Two-thirds thought 
TV commercials were too long; no 
@ne thought they were too short. 

Commercials that break into a 
film or a dramatic show are re- 
sented more than commercials on 
variety shows. In the latter case, 
51% don’t object at all, while in 
the former only 8% voiced no ob- 
jection to an interruption. 


@ No definite preferences as to 
specific types of shows were ex- 
pressed in the survey, but gener- 
ally speaking, mother and father 
like dramatic programs best, with 
sports, comedy, variety and educa- 
tional shows following in that or- 
der 

But for their teen-age children, 
these same parents said they pre- 
ferred educational programs first, 
with drama, music and 
news following in that order. 

Children didn't echo their par- 
ents’ wishes, choosing comedy- 
variety programs as their favorites, 
followed by drama, sports, educa- 
tional, music and news 

Although 40% of the respond- 


sports, 


Build Volume 
at LOWER 
SALES COST 


Get 
the Facts 


Door to door Selling—bet 

ter known os DIRECT a 

SELLING — is building 

giant volume quickly for 

mony manufacturers WW DOOR 


moy be your answer to 
present doy complex sales 
problems. Direct Selling is 
fully explained in fascinot 
ing bookiet—moailed FREE. 
Pleaie write on your let- 
terhead. 


OPPORTUNITY MAGAZINE 
28 E. Jackson Bivd. 
Dept. Aé6, Chicago 4, II. 
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ents failed to state whether they 
liked or disliked educational films 
on TV, no one voted against more 
educational films. 


Signode Elects ]. M. Moon 


J. Miuiton Moon, director of sales 
of Signode Steel Strapping Co., 
Chicago, has been elected vice- 
president. 


Parry Joins Scranton Co. 

Sidney L. Parry, formerly ex- 
ecutive vice-president of the Assn. 
of Stock Exchange Firms, has 
joined Charles W. Scranton & Co., 
New Haven, Conn., securities con- 
cern, as head of public relations 
and advertising. 


American Transit Moves 

American Transit Advertising 
Inc. has consolidated its sales and 
service departments in its new of- 
—_ at 40 Howard St., Albany 7, 
N. Y. 


YPO Names Regional Heads 
Five regional chairmen have 
been named by the Young Presi- 
dents’ Organization (AA, May 7). 
They are George Schlegel III of 
Schlegel Lithographing Corp., New 
York, eastern; John W. Rollins of 
John W. Rollins Associates, Lewes, 
Del., southern; H. J. Dow of Louis 
F. Dow Co., St. Paul, midwestern; 
Ben Jack Gage of Continental Fire 
& Casualty Co., Dallas, southwest- 
ern; and John V. Vaughn of Sillers 
Paint & Varnish Co., Los Angeles, 
Pacific. The organization is com- 
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posed of men who became presi- 
dents of corporations before their 
39th year. Ray Hickok, president 
of Hickok Mfg. Co., Rochester, N. 
Y., heads the organization. 


Denver Dry Goods Promotes 2 

Denver Dry Goods Co., Denver, 
has promoted Paul Felix, sales 
promotion manager in charge of 
advertising and publicity, to mer- 
chandising manager. Maximilian 
Kerr, Mr. Felix’ assistant, has been 
appointed sales promotion mana- 
ger. 


al 
WHATS THE 


ON THIS MANS MIND? 


H. has summoned all the facts... mar- 
shalled all the evidence... explored every 
facet of pertinent law .. . interpreted it with 
all the eloquence at his command. 


He is summing up in high oratorical style 
with one basic thought on his mind: 


“Will the jury bring in a decision in favor of 


my client?” 


When agencies plan their clients’ programs, 


they, too, summon all the facts, all the evi- 


dence about the various media at their dis- 
posal. They examine Exhibit A, Exhibit B, 


Exhibit C... charts, break-downs, reader- 


ship figures. 


And they, too, have one basic thought in 


mind: 


“What's the best way to get our sales mes- 
sage into the minds of the most people — at 


the lowest cost?” 


Just as the decision of the jury depends on 


the facts presented, so the decision of ad- 
vertisers hinges on factual, reportable evi- 


dence. 


In advertising media, all the evidence points 


to one basic magazine buy 


METRO! 


Mighty 


Metro has the world’s largest magazine circulation! 


Among the great 
EXHIBIT 


A 


THIS WEEK . . 


mass circulation Sunday magazines, 


' 
1 
| 
; here is how Mighty METRO shapes up: 
i 


+ + + + + « « Over 10,000,000 


Circulation figures based on latest ABC reports 


i 
' 
! 
: AMERICAN WEEKLY... . . Over 9,600,000 
! 
! 
1 


i . - 7 : . — 
exmisit | In all major, post-war studies of Sunday papers that car 


Might 


any feature 


Bo 


Readership figures 
dollar, up to three 
’ leading magazines! 


ried This Week, American Weekly, and Mighty METRO, 
WETRO got the highest ox 


ection! 


erT-a reader hip of 


tp 


show that ads in Metro can get, per 
higher readership than m other 


Among the great mass circulation Sunday magazines, only 
Mighty METRO contains pages of local retail advertising 
— advertising by the top stores in town 


his is conclu- 


' sive — and exclusive — evidence of Metro's pulling power! 


Mighty METRO delivers 5007 
only in each of its publishing cities, but 
other cities — each with a population of 10,000 or more! 


to 100 


sage. not 


im more than 500 


‘ No other national magazine can match this concentrated 


| coverage in the nation’s key markets 


is edited on the spot 


i Of all the great national magazines, only Mighty METRO 


Mighty METRO, an integral part 


of more than a score of the Nation's Number One news- 
papers, is individually edited in each of these cities to 
provide the greatest local interest 
much of themselves and their neighbors in Metro, people 
read it avidly, cover to cover! 


Because there is so 


ATLANTA Journal-Constitution 
BALTIMORE Sun 

BOSTON Globe and/or Herald 
BUFFALO Courier-Express 
CHICAGO Tribune 
CINCINNATI Enquirer 


Individually edited by these leading Sunday Newspapers: 


DES MOINES Register 


INDIANAPOLIS Star 
LOS ANGELES Times 
MILWAUKEE Journal 


CLEVELAND Plain Dealer 


DETROIT News and/or Free Press 


MINNEAPOLIS Tribune 


NEW ORLEANS Times-Picayune & States 


NEW YORK News 
PHILADELPHIA Inquirer 
PITTSBURGH Press 
PROVIDENCE Journal 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 
Sales Offices for Metro Magazines and Metro Comics . . . NEW YORK * CHICAGO + DETROIT + SAN FRANCISCO + LOS ANGELES 


$T. LOUIS Globe-Democrot 
and/or Post-Dispatch 
ST. PAUL Pioneer Press 
SEATTLE Times 
SPRINGFIELD Republican 
SYRACUSE Post-Standard 
WASHINGTON Star 
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Iroquois China to Auerbach 


Iroquois China Co., Syracuse, 
has appointed Alfred Auerbach 
Associates, New York, to handle 
advertising, sales promotion, and 
public relations. A campaign will 
be launched shortly using maga- 
zines, direct mail and dealer aids. 
Flack Advertising Inc., Syracuse, 
formerly carried the account. 


Weintraub Advances Two 

Paul Munroe, TV producer, has 
beer named executive director of 
radio-television production for 


William H. Weintraub & Co., New 
York. Theo Gannon of the agency's 
radio department was appointed 
director of AM and TV program 
development. 


4 Name Seattle Agency 


Standard National Advertising, 
Seattle, has been appointed agency 
for Culbertson-Mayflower Ware- 
house & Deposit Co. of Seattle, 
moving and storage concern; Jar- 


vie Paint Mfg. Co.; and Tatt’s 
men’s wear, all of Seattle, and 


Meadowmoor Dairy, Everett, Wash. 


Simonelli Promoted 


Charles Simonelli has been 
named manager of the eastern ad- 
vertising and publicity department 
of Universal Pictures Co., New 
York. He will continue to serve as 
executive in charge of national 
exploitation. 


Dunford Promoted 

John T. Dunford has _ been 
named assistant media director of 
Marschalk & Pratt, New York. Mr. 
Dunford has been traffic manager 
of the agency for six years. 


Cannon Mills Uses 
Radio for the First 
Time in Towel Drive 


New York, May 9—Cannon 
Mills Inc. is using radio for the 
first time in the company’s his- 
tory with a full slate of programs 
scheduled in support of its big 
May magazine drive for Cannon 
towels. 

Cannon's 


initiation into radio 


Make METRO 
Sunday BASIC BUY 


..-FOR NO OTHER MAGAZINE CAN BRING YOUR 
ADVERTISING STORY TO SO MANY PEOPLE...AT SO LOW A Cost! 


| 


_or influence decisions on p' 


| 


| Met Food to Director 


| vertising representative. 
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consists of: Full sponsorship of a 
daytime half-hour show, “Break 
the Bank” (NBC, Tues., 11-11:30 
a.m., EST), and participation in 
NBC's “Operation Tandem,” which 
consists of participations in Tallu- 
lah Bankhead’s “Big Show” (Sun., 
6-7:30 p.m., EST), “Screen Di- 
rector’s Playhouse” (Thurs. 10- 
11 p.m., EST), “The Man. Called 
X” (Sat., 8:30-9 p.m., EST), and 
Phil Baker's “$64 Question” (Sun., 
10-10:30 p.m., EST). This portion 
of the campaign will end May 25. 


|@ The heavy magazine schedule 
| will be launched May 14 with a 
| four-color spread in Life. Ads 
also are appearing in the May is- 
sues of the following magazines 
| American Home, Better Homes & 
| Gardens, Farm Journal, Good 
Housekeeping, Ladies’ Home Jour- 
nal, McCall's, Successful Farm- 
ing and Woman's Day. The Life 
ad will feature both towels and 
sheets. 
Simultaneously, a high-style 
campaign for towels is appearing 
in House Beautiful, House & Gar- 
den and The New Yorker. 
To follow up the intensive May 
drive, Cannon will use four-color 
pages in the June issues of Better 
Homes & Gardens, Farm Journal, 
Good Housekeeping, Ladies’ Home 
Journal and McCall's 
The heavy ad drive will be mer- 
chandised with double truck ads 
in leading trade journals, wit 
the left-hand page a emo Ae 
of the four-color consumer ad 
and the right hand page a b&w a 
N. W. Ayer & Son here handle 
Cannon's towel advertising; Youn 
& Rubicam here handles al! othe 
Cannon advertising. 


Metropolitan Food Co., current 
ly testing 200 varieties of food i 
400 New York stores under th 
Met label, has named Murray Di 
rector Associates, New York, t« 
handle advertising and promotion 
The company will shortly expand 
its operations, taking in independ- 
ent stores and medium-size chain 
in this area. Advertising will be 
through newspapers and subway 
media. 


Booth to Perry Associates 

John G. Booth, formerly adver- 
tising manager of Travel-Go- 
Round, has joined the New York 
sales staff of John H. Perry Asso- 
ciates, newspaper and radio ad-~ 


Named by Libbey-Owens-Ford 


Robert E. Worden, of the Philadel. 
phia firm of Worden & Risberg, has 
been appointed general manager of the 
new fiber glass division of Libbey- 
Owens-Ford Glass Co., Toledo. Getting 


ahead in business like Mr. Worden 
are thousands of regular Wall Street 
Journal readers throughout the nation 
—executives and their aides who make 


ction, selling and buying. 
( ADVERTISEMENT) 
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Breyer Ice Cream 
Celebrates 85th Year 


PHILADELPHIA, May 9—Eighty- 
five years ago William A. Breyer, 
founder of Breyer Ice Cream Co., 
bought a large brass dinner bell 
to promote sales of ice cream from | 
his first wagon 

Today Breyer is the world’s 
largest producer of ice cream, and 
has been advertising ever since 
William Breyer bought that brass 
bell 

The company has been a con- 
sistent newspaper advertiser from 
the start, now uses both radio and 
television, in addition to news- 
papers. 

More than ten years ago Breyer 
introduced its now famous phone 
Signal and voice answering “Brey- 
ers Calling” on the airwaves, Four 
years ago it hesitantly pioneered 
in television, and today the famil- 
iar phone signal is on almost every 
TV station in its market area, as 
well as being heard on a large 
number of radio stations. 


e Anticipating near-capacity pro- 
duction in 1951 of about 20,000,000 
gallons of ice cream, Breyer plans 
to expand its advertising schedule 
during its 85th anniversary year. 
As distribution grows—the com- 
pany now distributes in eight 
states and the District of Colum- 
bia—newspapers will be added to 
the schedule. Radio and TV spots 
Will be added as desirable times 
become available. 

To launch its anniversary cele- 
bfation, Breyer has scheduled an 
ifftensive ad drive to promote a) 
d@corated ice cream party cake. 
The campaign calls for 400-line 
ads in 187 newspapers in 151 cities, | 

S spots on 22 major radio sta- 
=. in its marketing area. 

Kounter cards and window} 
stfeamers have been distributed | 
t@ the company’s 15,000 dealers to 
Support the campaign. | 

WA highlight in Breyer’s adver- | 
tiging came in 1926, when the com- 
pany heralded the opening of its 
Néw York plant with a brightly | 
iMminated sign on Broadway. | 
PfoOminently featured in the sign 
w@s a giant green briar leaf, which 
has become well known as the 
c@Mpany's trademark and appears 
in all ads and on all packages. 

McKee & Albright here is the 
agency } 


KLAC-TV Revises Rates 


Station KLAC-TV, Los Angeles, | 
has issued rate card No. 5, effec- 
tive May 1, making general rate 
increases. For example, cost for | 
one hour of Class A time went | 
from $750 to $1,000; Class B from 
$500 to $650; and Class C from $400 
to $520. Rates for spots and pro- 
gram participation increased pro- 
portionately. 


Bellamy Joins Sterling 

Robert K. Bellamy, formerly art 
director of Williams Advertising 
Agency Inc., has been named an 
art director of Sterling Advertising 
Agency Inc., New York. 


‘Kienlen Named to PR Staff 

T. W. Kienlen, financial writer, 
has been named to the Assn. of 
Western Railways’ public relations 
staff. 


on 
SALES PORTFOLIOS 


SERVICE BINDERY CO. 


INC fers 
2241 S. WABASH AVENUE & 
CHICAGO 16 


CAlumet 5-3224 


Richard Hochman Appointed 

Richard S. Hochman, formerly 
on the public relations staff of Chi- 
cago National Safety Council, has 
been appointed to the news bureau 
of The Merchandise Mart, replac- 
ing R. Craig Claiborne, who was 
recalled to the Navy. 


WHEN Reduces Power 


Television Station WHEN, Syra- 
cuse, has reduced its video power 
from 27,600 watts to 15,000 watts, 
and its audio power from 13,400 
watts to 7,500 watts 


Helen Hochs to Fisher 


Helen Hochs Ltd., wallpapers 
and fabrics manufacturer, has ap- 
pointed Franklin’ Fisher, New 


York, to handle sales promotion, 
merchandising and public rela- 
tions. Business papers will be used. 


Air King Names Dillon 

Anthony Dillon, assistant sales 
manager of Air King Products Co., 
New York radio and 
manufacturer, has been named 
field sales manager of the com- 
pany. 


television | 


Royal China Names Agency 
Royal China Inc., Sebring, O., a 
new advertiser, has named Kastor, 
Farrell, Chesley & Clifford, New 
York, as its agency. National mag- 
azines will be used in fall pro- 
motion. Cooperative newspaper 
advertising is also planned. 


Astex Co. to Fairfax 

Astex Co., New York, has ap- 
pointed Fairfax Advertising to 
handle promotion for Le Leopard, 
a new French gruyere cheese. 
Newspapers and radio will be used. 
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Snow Crop Names Rutherfurd 

Jay Rutherfurd, formerly presi- 
dent of Vendex, New York, has 
been named institutional sales 
manager of Snow Crop Marketers 
division of Clinton Foods Inc. Mr. 
Rutherfurd will direct expansion 
of the Snow Crop orange juice dis- 
penser program. 


Wittner Gets Daco Account 
Daco Machine & Tool Co., New 
York, has appointed Fred Wittner 
Advertising, New York, to handle 
advertising and public relations. 


More women go out @ 
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Trucking Group Ads Ask 
for Material Allocations 


A committee representing the 
trucking interests of suppliers, 
unions, and members of the 
American Trucking Assn., Wash- 
ington, sponsored large-space ads 
in Washington, New York, Chica- 
go, Los Angeles, San Francisco, 
Portland, Ore., and Seattle papers 
last week inquiring into alloca- 
tion delays in production and 
maintenance materials for the 
trucking industry. 

The ads hit hard at railroads’ 


vulnerability to bombing and as- 
serted that the trucking industry 
“can’t be bombed out of existence.” 
American Trucking Assn. disa- 
vowed any connection with the 
campaign, which was handled by 
Zimmer & neller, Detroit, but told 
AA that it does not disagree wtih 
what the committee is trying to do. 


Atlanta Market Talks Set 

The second annual marketing 
conference, sponsored by Atlanta 
Sales Executives Club and Ameri- 
can Marketing Assn., in coopera- 


tion with Atlanta and Georgia 
Chambers of Commerce and the 
University of Georgia, will be held 
May 9 in Atlanta. Otto Kleppner, 
Kleppner Co., New York agency, 
will speak at lunch. 


Edwin McConville Elected 

Edwin B. McConville, vice-pres- 
ident of Skilsaw Inc., Chicago 
portable power tool manufacturer, 
has been elected executive vice- 
president. Paul Watts, general sales 
manager, was elected vice-presi- 
dent in charge of sales. 


Simultaneous Coating of Colors on Paper 
Developed by Tobey: Colors Can't Intermix 


Sr. Louis, May 9—A machine 
capable of simultaneously coating 
any number of colors on a sheet 
of paper has recently been devel- 
oped by Tobey Color Card Co. 
here. The process permits the ap- 
plication of colors regardless of 
tone, range or hue, next to one 
another without the possibility of 
overlapping or overrunning. Color 


sales per issue... the world’s largest single-copy circulation 


buy Woman’s Day 


any 


than 
other 
magazine 


in the 


world* 


on sale at all A&P Stores 


stripes may be made of any width 
and intermixed so that thin stripes 
may be placed next to broad 
stripes, if desired. 

The machine works with dif- 
ferent finishes of paint—gloss, flat 
or semi-gloss. 

The process offers interesting 
possibilities to manufacturers of 
paints, lacquers, varnishes, pig- 
ments and to companies that pro- 
duce materials in broad color 
ranges. Tobey can produce color 
letdown charts which cannot be 
duplicated by any other method. 


@ Tobias Levin, president of the 
company, believes that his process 
will apply not only to the paint 
industry, but for color advertising 
pieces 

Hitherto, colors have been in- 
dividually sprayed on cards, with 
masking on portions of cards not 
to be colored. Each color requires 
a separate run, necessarily a slow 
and costly operation. The Tobey 
process produces a uniform film 
thickness of paint not previously 
possible. This uniformity assures 
against color variations, one of 
the objections to spray coating 

Among the first users of the 
Tobey process are Monsanto 
Chemical Co., House & Garden and 
Kentucky Color & Chemical Cog 
Hart Schattner Plans Its : 
Biggest Fall Ad Drive 

Hart Schaffner & Marx, Chica 
has announced that its fall adve 
tising expenditure will be 108 
greater than last year, and the la 
gest in the past 20 years. The fz 
drive consists primarily of fou 
color pages and quarter-pages 
Life and The Saturday Eveni 
Post 

The success this spring of a Ha 
Schaffner campaign to persua 
dealers to use four-color, ful 
page ads in local newspapers (A 
Feb. 19) is partly responsible f 
the increased appropriation, a 
cording to Lee Henrich, HS& 
advertising director. 


WSPR Shifts Personnel 

Alafi C. Tindal, station manag 
of Station WSPR, Springfiel 
Mass.; has been elected preside 
of WSPR Inc., and Kristian So 
berg, assistant treasurer, has be 
mamed treasurer. They repla 
Quincy A. Brackett, president, ar 
Lewis B. Breed, treasurer, wh 
because of ill health, have taken 


the posts of vice-president and as- 
sistant treasurer. James H. Fergu- 
Yankee 
sales 


son, formerly with the 
Network, has been named 
manager of the station. 


Duplisticker Addressing 
Averages 


than addressing 
envelopes 


DUPLISTICKERS offer you moximum 
efficiency ond economy in addressing op 
erctions—tor duplicate mailings, direct mail 
advertising, bulky envelopes, samples, pre 
mivms, etc. Letter-size gummed sheets con 
toin 33 perforated labels. Package of 25 
sheets (825 ltobels COC ot leading 
stationery stores. Type 4 of more copies in 
one operation. White, bive, pink, green, 
canary, goldenrod, for color-coding moil 


867 Electric 
Scranton @, Pe 


DUPLISTICKERS 
are made only by 
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Milwaukee Trends 
of Significance to Advertisers 


FROM THE 1951 CONSUMER ANALYSIS 


pai 
Business Good 
in Milwaukee, 

Survey Shows 


Journal Analysis Tells 
Changes in Market, 
Buying Habits, Brand 
Preference in 1951 


How the metropolitan Milwau- 
kee area produces nearly 2 billion 
dollars worth of goods a year... 

Pays 10'2 million dollars weekly 
in wages to factory hands 

Does 1'+ billion dollars of whole- 
sale business annually 

Sells better than a billion dollars 
worth of merchandise at retail 
yearly . . 

Has a growing population with 
18 billion of personal income a 
year... 

Is told in a new book compiled 
out of the personal experiences of 
5,000 residents and published Sat- 
urday--the 28th annua! Milwau- 
kee Journal Consumer Analysis. 

It is a 112 page volume revealing 
the tastes, habits and desires of 
city, suburban and rural dwellers 

what they eat, what they wear, 
where they reside. It gives a pic- 
ture of marriages, babies, children, 
old folks; whirring machinery, 
belching furnaces; housekeeping 
(cooking, washing, bathing, sweep- 
ing); TV, radio 

It is a market survey to guide 
the seller on the goods the people 
here buy; how they spend their 
pay, where they spend it, the 
brands they prefer. 


Marked Growth Noted 

There has been, according to 
the Consumer Analysis, marked 
growth in the Milwaukee county 
market in the last dozen years. 
Average weekly factory wages 
have nearly tripled, jumping from 
$27.81 to $71.67. Total employ- 
ment of 357,000 is almost double 
that of 1939; manufacturing, out- 
put, retail sales, personal income 
and bank deposits have each more 
than trebled. The 228,370 automo- 
biles in the area are close to twice 
the number 12 years ago 

Life is rich in Milwaukee and 
environs, the analysis points out. 
More than half the families——144,- 
878 out of 260,105 own their 
homes. The average effective fam- 
ily buying income is $6,118. This 
is a mean average total personal 
income in the county divided by to- 
tal families and is possibiy 50° 
above the median average. Nine 
out of 10 families have an auto; 
8 have a phone. Practically every 
house has a radio; and 95°: have a 
mechanical refrigerator. 


The Milwaukee Journal 


Television has had sensational 
acceptance. In 55 of every 100 
homes there is a set. Slightly more 
than 100,000 of the 142,017 TV sets 
in the county are in families whose 
incomes put them in the $3,000 to 
$6,000 bracket. Planning to buy 
a TV this year are another 31,733 
families. 

Family Composition Changes 

Childless families increased 2° 
during the last year, one child 
families decreased 10°7, but fami- 
lies with two or more children in- 
creased 13°7. The net gain of fam- 
ilies with children over those with 
none was 414°. 

At the same time, families with 
more than two adults have been 
decreasing steadily since 1948, 
showing an over-all drop of 1142‘, 
while families of only two adults 
increased 22°;. That may be an 
indication both of increased mar- 
riages and less doubling up as more 
dwelling units became available. 
Last year alone, 9,050 homes were 
erected. 

In the quest for comfort in Mil- 
waukee's rigorous winters, there 
has been a steady shift from coal to 
oil or gas to heat houses. Three 
years ago 78 of every 100 homes 
burned coal, 19 oil and 4 gas. Now 
60 burn coal, 27 oil and 13 gas. 


Downtown Is Magnet 

Downtown is a shopping magnet 
for 99 out of every 100 persons 
A quarter of them visit the center 
of the city weekly, half of them 
once a month, while the rest are 
spasmodic. Three out of five drive 
downtown. The others take bus or 
streetcar except for a few within 
walking distance and a rare taxi 
rider. 

For the third year in a row, 
according to the answers to the 
Consumer Anabysis questionnaire, 
the chain store outranks the inde- 
pendents as the place to buy gro- 
ceries. The independents had their 
greatest popularity in recent years 
in 1946 when those preferring them 
numbered nearly a fourth more 
than patrons of the chains. But 
the newest report shows the chains 
preferred by 12°) more persons 
than the independents. 

Friday, for the seventh year ina 
row, is the favored time for stock- 
ing up the family larder. Satur- 
day, which was the big shopping 
day prior to 1945, is now second. 
Seven out of 10 persons reported 
that the thing that counts most in 
luring them to a store is conven- 
ience of location. Half the families 
prefer to go where selection is 
large and price is an advantage. 
Only a third rate service and qual- 
ity a prime consideration. 

The analysis discloses trends in 
buying habits 

Butter in Less Demand 

Butter is in less demand. While 


97 of every 100 families buy it now, 
99 did in 1942. Oleo now enters 34 


homes in 100 a ainst 20 


a 


Coffee gets steadily more popu- 
lar, especially for breakfast. Pack- 
age brands lead instant coffee, 344 
to 1, but they have fallen 2% in de- 
mand while instant has risen 10°% 
in four years 

Tea bags or balls, by a 7° jump 
in preferment, now lead package 
tea 

Frozen orange juice has become 
more popular than nonfrozen by 
46 families to 44. 

The novelty of wieners from a 


can has waned; the six families in |, 


100 who bought them in 1948 drop- 
ping to three; but regular “franks” 
have dropped, too, the 95 families 
who purchased them three years 
ago falling to 93. 

Frozen vegetables now*are on 
the tables of half the families, a 
10°, rise; frozen poultry demand 
has doubled, 18°% of the families 
now buying them; but frozen fruits 
are in slightly lesser demand. 

Mixes Doing Better 

There's been a leap in the use of 
cake mix, two-thirds of the families 
now using it to a quarter in 1948; 
pie crust mix has had a 5° gain. 

The standby of war days — 
canned meat—found in 52 homes in 
1949, is in only 43 now. 

Independent pharmacies have 
continued to gain slightly each year 
in the last four as the place to buy 
drugs and toiletries, 71 families 
patronizing them, 23 going to chain 
stores, and six to department 
stores. But the department store 
is the place where half the families 
get cosmetics. 

More women are waving their 
own hair; 52° now, against 50 in 
1949. 

The safety razor blade is in 
slightly lessening demand, 79 men 
using them to 81 in 1949. 

More womer are buying deodor- 
ants; 83° of them now, 4% more 
than in 1948. 

Shampoos are also on the up- 
Swing, the cream type rising from 
39 to 45 users in each 100 families, 
liquid from 63 to 65. 

Consumption of alcoholic bever- 
ages is dropping. Eighty-three men 
in 100 bought them in 1949, 80 now. 
In 1949: 70 bought whisky, 64 do 
now; 22 bought gin, 18 do now; 
14 bought brandy, 11 now; 9 bought 
cordials, 8 now; 61 bought wine, 
60 now. 

Smoking Changes Slight 

Men who drink beer have also 
decreased, from 90 to 88. Bottled 
beer sales (12 ounce) have fallen 
from 70 to 65, but canned has risen 
from 43 to 49, while ale is down 
from 11 to 5 

The soft drink demand has 
fallen, too, from 97 families using 
them to 94 

The survey shows women smok- 
ers increasing just slightly, 39 of 
every 100. Men who smoke have 
decreased from 82 to 80 in three 
years; cigaret users have increased 
slightly whil r and pipe smok- 

s doy 


. 


Reprinted From The 
Milwaukee Journal, 
Sunday, April 15, 1951 
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Available Market Data Section 
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THE NATIONAL NE PAPER OF MARKETING 


Selling Can Raise Standards, 
Help Build Defenses: Johnson 


Economist Sees Big Opportunity to Raise Living Standard 
While Providing Arms; Can Move Up One-Third, He Says 
By Arno H. JOHNSON 


Vice-President and Director of Media and Research, 
J. Walter Thompson Co., New York 


List Available 
Market Data | 
for AA Readers 


Almost 1,000 Published 
Pieces Described and 
Listed in This Section 


ADVERTISING AGE presents, in the 
following pages, its fourth an- 
nual descriptive list of the avail- 
able market data issued by media, 
trade association and other groups, 
so that marketing and advertising 
executives may look over the whole 
field of published data to deter- 
mine exactly which data might 


The list of 
Available Market Data 
begins on Page 62 
and goes to Page 120. 
Use the coupons 


for requesting data. 


currently be of interest to them. 

The material presented here has | 
been numbered, and ADVERTISING 
AcE will be glad to handle requests | 
for various items from readers, | 
to simplify the problem of obtain- | 
ing desired information. | 


s Throughout the pages of this 
section there are coupons, which 
can be filled out and returned to 
ADVERTISING AGE, indicating which 
pieces of market data listed in 

these pages are desired. ADVERTIS- 
ING AGE will undertake to forward 
all requests for date to the pub- 
lishers of each piece. Fulfilment of 


these requests, however, rests in 
the hands of the individual pub- 
lishers of the data, who undertake 
to fill all reasonable requests, 
within the limitations of supply or 
other conditions which cannot be 
forseen. 

Most of the material listed in 
this section is available without 


| charge, but not all of it. In cases 


where a charge is made, that in- 
formation, plus the amount of the 
charge, is included in the listing. 
When requesting data for which a 
charge is made, do not send any | 
money to ADVERTISING AGE. Bills 
for such material will be sent to 
the inquirer by the publisher cf! 
the data when he forwards the re- | 
(Continued on Page 60) 


Census Head Analyzes Significant 
Changes in U.S. Market Figures 


Implications of Figures 
on Marketing Concepts 
Pointed Up for Admen 


By Dr. Roy V. PEE. 
Director, Bureau of the Census 


In 1950, the Bureau of the Cen- 
sus conducted the Seventeenth 
Decennial Census of Population, 
Housing and Agriculture. Nearly 
151,000,000 people were enumer- 
ated by about 
140,000 persons 
whose work was 
supervised by 14 
area supervisors, 
457 district su- 
pervisors and 
several thousand 
crew leaders. 
The responses of 
the people inter- 
viewed were 


Dr. Roy V. Peel noted by the 
enumerators on 
several million schedules which 


were checked, then shipped to 
Philadelphia and Washington. At 
the present time, information from 
the schedules is edited, coded and 
punched on cards—mostly in Phil- 
adelphia—and these are then 
shipped daily to Suitland, Md., for 
processing. 

It will be several months before 
the tabulations are completed, but 


already thousands of requests for | 
data are pouring into Census head- | 
quarters. Merely routine calls, ask - 
ing for statistics on manufacturers, 
retail, wholesale and _ service 
trades, foreign trade and labor 


| force, for which the data are avail- 


able from current records or from 
recently published national cen- 
suses, are readily answered. There 
is one exception, of course—statis- 
tics which would disclose the oper- 
ations of individual business enter- 
prises, or which are restricted for 


| reasons of security, are withheld 


by the Bureau. 


@ Already a considerable body of 
data resulting from the Seven- 
teenth Decennial Census is being 
released o the public. Most of the 
population, housing and agricul- 
tural statistics are preliminary and 
provisional, but these advance re- 
ports are sufficiently firm to ware! 
rant observations and conclusions | 
of great interest 

The richest per capita sales mar- | 
ket in the history of the world— 
that is the United States we know | 
today. With a national consumer | 
income of over $200 billion a year 
spread among a population of 151 
million, the nation’s economic pan- | 
orama is astronomical when com- 
parisons are made with figures of | 
even 50 years ago. It is fortunate | 
indeed that we have nationwide 

(Continued on Page 50) 


Now, more than ever, we need 
continued and increased selling 
effort to maintain and expand fur- 
ther our high level of productivity. 
To finance the huge defense ex- 
penditures of the next few years 
without resorting to large and 
dangerously inflationary govern- 
ment deficits will require a strong 


| civilian economy with an advanc- 


ing standard of living. 

We have the ability to produce 
enough goods and services to sup- 
ply over $40 billion annually for 
defense and at the same time pro- 
vide one-third more than in the 
pre-Korea year 1949 for advancing 
the real standard of living of the 
American people. 

This means a selling and mar- 
keting job of real magnitude if 
we are to develop a civilian de- 
mand large enough by 1955 to 
utilize our prodrctive ability over 
and above deferise needs. It will 
require nearly as great a shift in 
individual living habits and de- 
sires within the next five years as 
took place in the 20 years before 
1949. 


@ Personal consumption expendi- 
tures per capita for all goods and 
services measured in constant 1940 
dollars, with the influence of price 
inflation removed, increased from 
$531 in 1929 to $709 in 1949-——~a 20- 
year increase of $178 in consump- 
tion per capita. By 1955 under a 
defense economy there will be an 
opportunity for a production of 
civilian goods and services equiva- 
lent to $864 per capita in terms of 
constant 1940 dollars. This will re- 


| quire an increase of $155 per capi- 
|ta over 1949, or nearly as great 
}an addition as the $178 increase 
per capita in the 20 years before 
(See Table 1). 

An examination of our produc- 
tive ability as proven during 
World War II should dispel for 
this country any philosophy of 
| “austerity,” or planned and di- 
| rected lowering of living stand- 
lards, or controls beyond those 
needed temporarily to ease short- 
ages of critical materials. The lack 


|} of recognition of the opportunity | 
that exists for an over-all expan- | 


sion of the total economy both in 
production and consumption Icads 
to such unsound proposals as 
tax on advertising—a tax designed 


to reduce markets and slow up our | 


dynamic production evonormy. 


@ As at the start of World War 1", 
we heard again, with Korea, about 
the need for curtailment of the 
civilian standard of living in order 
to produce for defense. In January 
1942, right after Pearl Harbor, an 
economic group submitted a re- 
port reflecting the economic think- 
ing of the time that to produce 
for war we must cut the civilian 
economy to “bed rock” and have 
available for civilians a living 
level comparable to the bottom of 
the depression in 1933. 

Actually, we discovered unex- 
pected productive ability and by 
the war peak year of 1944 had ex- 
panded production for civilian 
consumption to $112 billion from 
$72 billion in 1940 and on top of 
that had added almost $100 billion 


FOURTH TIME—For the fourth successive! 
yeor, Advertising Age is pleased to pre- 
sent an analysis of the current economic 
situation by Arno Johnson as the leading 
article in the Market Dato section. Mr. 
Johnson's analyses of the national eco- 
nomic outlook have been remorkably oc 


curate, especially in the postwar years. 

He has c tently int d thet a 

higher standard of living for the U. S. is 

entirely possible, if adequate selling 

pressure is mointoined, and his current 

onclysis sharply defines both the oppor 
tunity and the job oheod 


of war production. 

In terms of “real” dollars, cord 
rected for price inflation, oug 
standard of living as measured by 
total goods and services purchased 
by consumers in 1944 was 24%) 
better than in the highest prewa 
year of 1940 (18% higher ies 
capita). This increase in standar 
of living in spite of war production 
resulted from our real increase in 
productivity per capita, which rose 
from $770 in 1940 to $1,235 in 1944 
in constant 1940 dollars. 


@ The increased productivity of 
our population during World War 
II thus actually made possible an 
increase in the over-all standard 
of living in spite of the war effort 
This productivity strengthened our 


Population (000) 
Personal Consumption 
(Billion) 


Consumer Price Index 


Real Standard Of Living 


*Current dollar value will 


TABLE | 


How Real Standard of Living Has Advanced 


Comparison of Personal Consumption Expenditures Per Capita 
in Constant 1940 Dollars with Inflation Influence Removed 


Real Personal Consumption 
in 1940 Dollars (Billion) 


Personal Consumption Per 
Capita in 1940 Dollars 


1929 1940 1949 
121,770 131,970 149,215 
$78.8 $72.0 $178.8 
122 100 169 
$646 $72.0 $105.8 
$531 $546 $709 


vary with amount of inflation. 


**Based on reaching 1944 war proven productivity of $1,235 per capita in terms of 1940 
dollars—then total rea] personal consumption can be 1/3 greater than in preKorea 
1949, and 22% greater on a basis of rea! standard of living per capita. 


Ist Quarter 1955 
1950 1951 Opportunity 
151,772 153,315 162,000 
$190.8 $206.0 : 
172 183 7 
$110.9 $112.6 $140.0°° 
$731 $734 $864°* 
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AN INVITATION 

Advertising and Agency personnel are cordially invited to a showing 
of IDEAL’S visual story of movie and romance magazine development. 
“TRENDS” covers important advertising and merchandising factors 
of the past decade in a twenty minute fast-tempo presentation. Those 

‘ who have heard it have been profuse in their praise. We will gladly 
ri present it—singly or in a group meeting—at your convenience. Just 
phone our nearest office. 
Pe NEW YORK CHICAGO LOS ANGELES 
MU 43-8191 State 2-5582 Madison 6-9395 
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... at the racetrack 


All jockeys look alike weighing-in ... except for their colors ... but that intangible 
“IT” enables one to gauge his horse’s maximum pace... to get that extra ounce 
of stamina in the stretch ... to bring his horse home a winner... “IT” makes one 


jockey stand out above the others... “IT” ...is the quality of leadership. 


... at the newsstand 


Most movie and romance magazines look alike on the racks . . . but the Table of 
Contents shows a big difference ... that intangible “IT” makes one group a winner 
... sets the pace for the others... “IT” is the quality of leadership —daring and 
doing . . . forging ahead while the others hesitate and imitate ... “IT” is the 
IDEAL “leadership” that wins readership! 
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AMERICA CAN SUPPORT OVER {350 BILLION 


Crert 2 


Advertising Age, May 14, 1951 


Chert 3 
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economy and left us stronger after 
the war than before we entered it. 
Financially, as measured by the 
purchasing power of accumulated 
savings and level of real wages 
(after taxes and price correction), 
the American public was in a 
Strong position to resist the ex- 
pected postwar depression and to 
continue to its standard 
of living 

But, the talk of shortages and re- 
diced living standards started a 
Wave of scare buying in July 1950 
afi the threat of controls and fear 

inflation caused a resurgence 
3 this scare buying early in 1951 
This type of buying was even 
mpre pronounced among retailers, 
Wholesalers and manufacturers 
than among consumers, evi- 
d@nced by the rapid increase in 
inventories. 

WMver $1! billion was added to 
business inventories between July 
1950 and February 1951. In retail- 
ing alone nearly $4 billion was 
added to inventories, while the re- 
tall sales level—even with the fear 
buying-—-was up less than $1 bil- 
lion. Many of the durable goods 
items which were expected to be 
umMavailable within a few months 
after Korea are faced with need 
for increased selling pressure to 
move existing stocks. 


increase 


as 


@ It is even possible that, as 1951 
progresses to the point where sales | 
comparisons are made against the 
scare buying periods of the second 
half of 1950, we will hear discour- 
aging predictions of depression, 
deflation and lack of purchasing 
power of consumers. 

The marketing headlines of 1951 
are a welter of confusing state-| 
ments—the threat of rapid infla- 
tion along with the fear of defla- 
tion and price cuts—threats of 
shortages along with reports of 
topheavy inventories—proposals 
of heavy taxation and credit re- 
strictions to absorb excess pur- 
chasing- power and cut down on 
demand, along with complaints of 
shrinking purchasing power and 
inability of consumers to afford 
even their present standard of 
living-—estimates of huge govern- 
ment deficits along with revised 
Treasury reports showing substan- 
tial surpluses and unexpectedly 
large revenues resulting from in- 
creased earnings of corporation 
and individuals as production and 
business expand 


@ In the face of these conflicting 
reports an unemotional analysis 
of the levels of productivity 
reached in World War II, along 
with the increases in facilities, 
manpower and “know how” since 
then, suggests that America has 
the opportunity and ability to pro- 


duce enough both to build a strong 
defense and at the same time have 
an increasing rather than a de- 
creasing standard of living. Fur- 
ther, there is every indication that 
utilization of that productive abil- 
ity can provide the needed revenue 
to pay for heavy defense expendi 
tures and provide, at the same 
time, enough consumer purchasing 
power to make possible an increase 
in our over-all standard of living 
by one-third within the next five 
vears. 

We face the opportunity to ex- 


pand our total economy...and by 
expanding both production and 
consumption 


Provide a wider base for taxes, 
Remove the basic cause of in- 
flation, 

Pay for more armament, 
Encourage production and de- 
fense in other free nations, 
and 
Raise 
living. 


our own standard of 


@ But the full utilization of our 
proven productive ability can be 
maintained only if consumption 
meets and uses up the production. 
Creating the increased wants and 
the willingness to work hard to! 
satisfy them is an important func- 
tion of advertising in our defense | 
economy. 

Let’s analyze what utilization of 
our proven’ productivity could 
mean in terms of revenue for de- 
fense and for a higher standard 
of living. 


One Third Greater Civilian 
Market Possible—and a 
Strong Defense Too 

Production by 1955 no greater 
than the per capita rate proved 
possible in wartime 1944 would 
mean a gross national production 
of over $350 billion—enough for 
expansion of civilian goods and 
services by one third even after 
$40 billion for defense, and ample 
allowance for other government 
purchases and private investment 
The figure of $40 billion for de- 
fense is used as a reflection of cur- 
rent budget estimates. The federal 
budget for the fiscal vear ending 
June 30, 1951, includes $21 billion 
for defense while the budget for 
the fiscal year 1952 includes $41 
billion for defense 

Even with a minimum increase 
of 8% in production in 1951 over 
1950, we can have over $40 billion 
for defense and increase our stand- 
ard of living by 5% at the same 
time. 

In terms of constant 1940 dollars, 
our per capita productivity in- 
creased from $770 in 1940 to 
$1,235 in 1944 (real gross national 
product divided by population). A 
similar per capita productivity for | 


our expanded population, esti- 
mated at 162,000,000 in 1955, could 
mean a gross national product of 
$200 billion five years from now 
in terms of 1940 dollars, or over 
$350 billion at the present value 
of the dollar, and could provide 
the purchasing power for a peace- 
time standard of living approxi- 
mately one-third higher than in 
1949 (See Chart #1). 


s With this level 
the disposable personal income 
(after federal and local taxes) 
available to consumers would total 
$148.6 billion in terms of 1940 
dollars, or one-third greater than 
in 1949 and nearly double the real 
purchasing power of 1940, our best 
prewar year. In current dollars the 
disposable personal income by 
1955 could reach over $260 billion. 

The level of productivity neces- 
sary to provide for defense and a 
third higher standard of living 
should be considered a minimum 
opportunity, because it would re- 
quire only reaching the level actu- 
ally reached per capita in 1944, 
when our tools of production were 
far less adequate. 

We entered World War II with 
tools of production that were woe- 
fully obsolete and inefficient fol- 
lowing a long period of depression 
and limited expenditures for new 
plant and equipment. In the five- 
year period (1936-1940) prior to 
World War II only $34 billion had 
been spent for producers’ plant 
and equipment. Now our equip- 
ment for production has been im- 
proved by the expenditure of four 
times as much in a similar five- 
year period—$132 billion in the 
period 1946-1950. 


of production 


s In 1950 we entered the new con- 
flict, therefore, with better pro- 
ductive equipment than in 1940, 
a much larger and better trained 
labor force and a much stronger 
financial position of both consum- 
ers and business. Between 1940 
and 1944 our labor force expanded 
by 10 million from 56 million to 
66 million in order to meet the de- 
mands for production and in order 
to increase the Armed Forces from 
390,000 to a peak of 12,130,000. In 
June 1950, on the other hand, we 
started out with a labor force of 
66 million which is capable of ex- 
panding by at least five million 
more, to 71 million, if needed. Our 
present defense plans for an 
Armed Force of three and one-half 
million, however, means drawing 
only two million additional from 
the labor force instead of the near- 
ly 12 million withdrawn from the 
much smaller labor force in World 
War II. (Armed Forces stood at 


1,337,000 in August 1950.) 
But, even this minimum level of 


production and its accompanying 
increase in purchasing power, 
while entirely possible of attain- 
ment, will remain only a dream 
unless the demand is created for 
the goods and services we can pro- 
duce. This demand cannot be legis- 
lated, or created by government 
deficits—it must come voluntarily 
through a change in the standard 
of living as a result of education 
and the creation of new desires 
through advertising and selling. 


1951 Discretionary Spending 
Power Four Times 1940; 1955 
Can Be Six Times 1940 

In 1940 when our total disposable 
personal income after taxes was 
$75.7 billion our population used 
$49.2 billion of this for basic living 
costs, the necessities of food, cloth- 
ing and shelter. The remaining 
$36.5 billion was available for all 
other items making up the 1940 
standard of living or savings. ($3.7 
billion represented personal sav- 
ings in 1940.) See Chart 2. 

To maintain the same 1940 
standard of living per capita for 
food, clothing and shelter in 1951 
will require $100.7 billion instead 
of $49.2 billion because of the in- 
flated prices of these necessities 
and because of the increased popu- 
lation to feed, clothe and shelter. 
This $100.7 billion would, how- 
ever, provide for the same con- 
sumption in physical units per per- 
son and of the same quality as in 
1940. 

But disposable personal income 
in 1951 should total over $215 bil- 
lion even after a 25% increase 
in personal taxes. (First quarter 
1951 disposable personal income 
reached $216.2 billion.) Thus the 
consuming public should have 
$114.3 billion of discretionary buy- 
ing power over and above what 
would be needed to provide the 
necessities for a 1940 standard of 
living. This discretionary buying 
power (over four times as great 
as in 1940) would provide for in- 
creased savings (up to $15 billion), 
additional items not enjoyed be- 
fore, or improvement in the basic 
standard of living in the form of 
more or better quality items of 
food, clothing or shelter. 


of new buying 
1951 


a A large pool 
power will be available in 
needing guidance in selection of 
items that could improve the 
standard of living over the prewar 
level without interfering with de- 
fense needs. Here advertising and 
the educational influence of ad- 
vertising should play an essential 
part. 

Looking forward to 1955, the 
minimum utilization of our pro- 
ductive ability per capita as proven 


in wartime (1944) would provide, 
in addition to strong defense and 
continued private investment, $260 
billion of disposable personal in- 
come (in terms of the late 1950 
dollar). Only $105 billion of this 
would be required for basic liv- 
ing costs if the population of 162,- 
000,000 were content with the 1940 
standard of living for food, cloth- 
ing and shelter in terms of the 
same 1940 physical units and qual- 
ity per capita. There could be 
available $155 billion additional 
as discretionary spending power. 
which, after $15 billion in savings, 
wouid represent six times as much 
as in 1940. 


Shift in Income Distribution of 
Families Provides Increased 
Market Potentials 

Between 1941 and 1950 there 
were some very significant shifts 
upwards in the distribution of 
families by income groups. About 
21 million consumer spending units 
moved up to the level above $2,- 
000, with an increase in the group 
from 14,009,000 in 1941 to 34,840,- 
000 in 1950 (See Chart 3). 

Increased taxes, of course, have 
cut heavily into the incomes of 
those who have moved above the 
$2,000 income level. After taking 
federal incomg taxes into account, 
however, there still exists a start- 
ling shift upwards in income 
groups. 

In 1941 only 1,564,000 consumer 
spending units had incomes over 
$5,000 before taxes; now 6,240,- 
000 have incomes over $5,000 after 
federal income taxes. In 1941 there 
were 5,703,000 with incomes over 
$3,000 before taxes; now 21,320,- 
000 have incomes over $3,000 after 
federal taxes (See Chart 3) 


@ When families move up from 
one income group to the next as 
rapidly as this, there is a substan- 
tial increase in discretionary 
spending power, even after taxes 
and after applying the present in- 
creased cost of living to the basic 
items that made up the family’s 
former standard of living. 

The net of these shifts has been 
an increase of 55% in real pur- 
chasing power in 1950 compared 
with 1940, after taking into 
account both increased taxes and 
increased prices. And in spite of 
further increases in prices the real 
purchasing power in the first quar- 
ter of 1951 was at a level higher 
than in 1950. 

Ordinarily, however, there is a 
lag in changes in the standard of 
living. Families do not change their 
housing, increase their life insur- 
ance, move to a better neighbor- 
hood, change their social habits or 
improve their educational level 
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In Philadelphia nearly everybody reads The Bulletin 


Evening and Sunday 


ADVERTISING OrFices: Philadelphia, Filbert and Juniper Streets * New York, 285 Madison Avenue 
National Advertising Representatives: Sawyer-Ferguson-Walker Company * Chicago * Detroit * Atlanta * LosAngeles © San Francisco 
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TOTAL DAIRY PRODUCTS 
EXPANSION OPPORTUNITY 
Possible 36% Increase in Per Capita Consumption 


LIFE INSURANCE OPPORTUNITY 


Based on 1941 Actual Expenditures By Income Groups and Present 
Changed Distribution of Families By Income Groups (ofte Feder! Yowes) 


Cnart 5 


Advertising Age, May 14, 1951 


Chart 6 


DISTRIBUTION OF LIFE INSURANCE PREMIUM 
PAYMENTS BY INCOME GROUPS 1941-1950 


PoTeNTiaL 52,000.000 
1950 Per Capito Consumption 763 Ibs bg SPENDING UNITS reumue rereess 
Goo! Pre-war upper income per Capita 1,036 Ibs (036 ths Spal Sa ren Faas 
cepa 1935 PRESENT STANDARD OF LIVING NEEDS morection cutee | M0000 | xe 
= 2% TIMES AS MUCH LIFE INSURANCE tenmene), _— 
os TO EQUAL 1941 LEVEL OF PROTECTION 50s a =. 39.287.000 
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immediately with increases in in- 
come. Selling and advertising per- 
form an important educational 
function in this upward climb of 
living standards. 


@ Many examples could be shown 
t© illustrate the increased market 

portunities that exist for expan- 
_ of sales of products or serv- 
i€es as a result of the present high 
lével of real purchasing power and 
the changed distribution of fam- 
ilies by income groups. There are 
almost limitless opportunities for 
@xpansion in the standard of liv- 
ifg without interfering with the 


Opportunity for 36% Increase 
In Dairy Products Consumption 
Per capita consumption of total 
dairy products (milk equivalent) 
in prewar studies stepped up with 
each family income level, ranging 
from 400 pounds per year for in- 
dividuals in low income families 
of under $500 to 1,036 pounds for 
individuals in families that had 
ample income for discretionary se- 
lection of diet. (See Chart 4) 

If the families who have moved 
up in spending power were edu- 
cated to take on the same milk 
consumption habits of the prewar 
better income families, the demand 


1950 level. Even at this expanded | of total milk in the last 41 years 
level the consumption would still | yet the prewar studies of per capi- 
be far below what nutritionists ta consumption by income groups 
look upon as needed. show clearly that an opportunity 
does exist for a substantially in- 
@ The total market for dairy prod- creased market. 
ucts actually did not move upward 
with the increased potential indi- s Higher prices of dairy products 
cated by the shift in income groups could hardly have been the cause 
or the increase in real purchasing of this failure to step up consump- 
power of consumers after correc- tion between 1940 and 1950. The 
tion for increased prices. Instead,| index of retail prices of dairy 
per capita consumption of dairy products throughout 1950 was low- 
products declined—from 821, er than the price index of all foods 
pounds in 1940 to 763 pounds in| and was within 5% of the average 
1950, and the 1950 level was the! of all items in the consumers’ price 


same as the 763 pounds per capita index. 


.. 50% higher in 1950 than in 1940 


without absorbing any greater 
share of the consumers’ purchas- 
ing power than in 1940. Failure to 
develop consumer desires, wants 
or preferences for dairy products 
must account in large part for this 
inability to expand the dairy in- 
dustry in line with increased po- 
tentials. 


Life Insurance Potential 22 
Times Greater Than Prewar as 
Result of Income Shifts 

A detailed and careful govern- 
ment study (summarized in U. S. 


consumption in 1909. In other; In other words, total physical Department of Labor Bulletin 
War effort or defense produc- for dairy products could expand to words, there has been no net in-/| consumption of dairy products per #882) analyzed life insurance 
tion a per capita figure 36% above the crease in per capita consumption capita could have been at least premium payments by consumer 
>- 
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Total Retail { 


Total General 4 


Z tH 34,325,888 
Total Advtg. i= 30,293,524 


; TH 28,4 183 
Total Display { ine oS OTT AA? 


TH 22,397,361 
2nd 17,210,531 


TH 


(Excludes This Week) 


LEADERSHIP 


* Lad 


3,947,176 


nd 3,421,644 


REPRESENTED BY THE BRANHAM COMPANY 


eee in the Dallas Market! 


out of five Times Herald families 


Elmer Wheeler’s autobiography of a waistline inspired this 


proof of readership—of pulling power—in The 
Advertisers have been happily convinced for 


Dallas Market. 


more than 25 


years. .In 1950 they again gave The Times Herald most lin- 


age“, in most categories. 


_ THE TIMES HERALD 


KRLD: AM, FM, TV... CBS OUTLET DALLAS-FORT WORTH 
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CHANGES in today’s retail sell- 
ing conditions put added respon- 
sibility on advertising. Promo- 
tion must create a consumer 
franchise— assuring a substan- 
tial share of the day-in and day- 
out buying by consumers, 
relatively undisturbed by com- 
petition. 

Retailers do not get excited 
over a line that does not excite 
their customers. They stock and 
push what their customers want 
to buy. 

More than ever, selling the 
retailer calls for selling the cus- 
tomers outside the store— in the 
home. From its study of selling 
in Chicago, the Chicago Tribune 


has developed a sound proce- 
dure that can produce additional 
sales and a stronger market posi- 
tion for your brand. 

This procedure enables you 
to cash in on the growing trend 
to fewer brands per line per 
store and the increased reliance 
on self-service retailing. 

It is based on the retailer's 
need for higher volume and 
faster turnover to meet his ris- 
ing costs. 

Highly successful in Chicago, 
the plan can be used in any 
market. It produces larger or- 
ders and cuts delivery expense. 
It gives you the benefit of 
the retailer's own promotion 


Makes a hit with retailers because it meets 


today’s changed retail conditions— 


The Chicago Tribune 


without resort to deals, pre- 
miums, cut prices or special 
discounts. 

If you bear the responsibility 
for immediate sales of your 
product, or are concerned with 
long range planning for con- 
tinued company success, this 
plan merits your investigation. 

Decide now to learn how this 
consumer-franchise plan can 
help you realize a high annual 
volume and a solid base for 
future expansion. 

Your nearest Chicago Trib- 
une representative will be glad 
to tell you how it can be applied 
in your business. Why not get 
in touch with him today? 


CHICAGO TRIBUNE 


THE WORLD'S GREATEST NEWSPAPER 


1333 Tribune Tower 220 E. 42nd St. 


CHICAGO TRIBUNE REPRESENTATIVES: 
Chicago 11 New York City 17 
A. W. Dreier E. P. Struhsacker 


Detroit 26 San Francisco 4 Los Angeles |7 
W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
Penobscot Bldg. 155 Montgomery St. 1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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to rain” 


*Most accepted: the voice 
of CBS, reaching 23% 
more people than that of 


any other network 


**Most used, too, by U.S 
advertisers who invest 15% 


more on CBS than on any 


other network. 


This is probably the commonest remark made 
in America. Millions of people say it every 
day. You yourself are always saying it without 
thinking. You heard it on the radio, so you 


act on it. 


Actually the radio says no such thing. 
It simply reports what the Weather Man says. 


We wish people would think more carefully 
about radio. But the fact is nobody really 
thinks about radio. Any more than he thinks 
about which foot to put in front of the other, 


or how to blow his nose. 


You can quote all the statistics you want 
about radio’s amazing penetration and sales 
impact to prove what a great medium it is, 
how much better than any other medium. 
The statistics are all true and available. 

But somehow they seem relatively pointless 
beside the basic fact that people believe 


what “the radio says.” 


This is the real secret of radio’s power. This 
is why it is listened to by more people than 
any other voice in the land. This is why 

it is such an accepted* voice... such a useful** 


voice ...such a friendly and familiar voice. 
Radio doesn’t know whether it’s going to rain. 


Radio is only a voice—anyone’s voice. 


It could even be yours. 


Columbia Broadcasting System 
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spending units—families and sin- 
gle individuals—according to mon- 
ey income groups before taxes for 
the year 1941. In that year 67% 
of the 39,287,000 consumer spend- 
ing units reported premium pay- 
ments for life insurance and an- 
nuities and average expenditures 


per family for life insurance 
ranged from $7.82 in income 
groups below $500 per year to 


$620.46 in the income group above 
$5,000. The over-all average was 
$79.76 per family or a projected 
total of $3.1 billion (See Chart 5). 
If families in each income group 
now were to protect their present 
standard of living in the same de- 
gree as families in that income 
group did in 1941, the potential 
market for life insurance now 
would be two and one half times 
as great as in 1941 (or $7.9 billion 
as a figure comparable with the 
$3.1 billion projected in 1941). 
This is based on the present dis- 
tribution of consumer spending 
units by income groups after fed- 
erai income taxes. The distribution 
after federal income taxes is tak- 
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SOUD AREA—City and 
Retail Trading Zone 


—PONTIAC, MICHIGAN — 


161st in U.S. 

Population. . 74,800 
134th in U.S. 

Retail Sales... .$113,548,000 
121st in U.S. 

Food Sales... . $ 27,607,000 
119 in U.S. 

Drug Sales... $ 3,392,000 


— OAKLAND COUNTY — 
S5tstin U.S. 


Population. . 402,700 
56th in U.S. 
Retail Sales... .$376,680,000 


49th in U.S. 
Food Sales... $ 97,962,000 


50th in U. S. 
Drug Sales... .. $ 11,485,000 


Sales Management—200 Leading 

Cities and Counties 

City and Retail Trading Zone, population 

236,89! includes the major portion of Oak- 

land County. Here the Daily Press gives 

adequate and highly exclusive coverage for 

7 ovt of 10 Press homes that toke no other 
daily newspoper 


ABC NET PAID 47,529 


~ PONTIAC 
Doily PRESS 


PONTIAC « MICHIGAN 


en as the most conservative meas- 
ure of the changed living stand- 
ards. 


e This projection assumes that 
since the average family with $3,- 
000 to $5,000 income before taxes 
in 1941, for example, spent $144.76 
in life insurance premiums to pro- 
tect this standard of living, a fam- 
ily in 1950 with $3,000 to $5,000 
income after federal income taxes 
should be able and willing to 


spend $144.76 per year for life in- 
surance to protect his present 
standard of living as adequately 
as the 1941 family did. But now 
there are 15,080,000 potential buy- 
ers in the $3,000 to $5,000 group 
compared with 4,139,000 in 1941. 
Most of the families which have 
moved up into this higher income 
group have not changed their life 
insurance protection accordingly— 
they still carry the amount of in- 
surance which they had when their 


income was much less. 


Families Have Not Increased 
Their Insurance Protection In 
Line With Their Increased 
Standard Of Living 

Evidence that families moving 
up the income scale and enjoying 
an increased real standard of liv- 
ing have not kept their life insur- 
anee protection in line is afforded 
by the recent Federal Reserve 
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Board Survey of Consumer Fi- 
nances. 

This study also shows the cur- 
rent distribution of consumer 
spending units by money income 
groups and the present expendi- 
tures for life insurance premiums 
by those in each income group. 

A comparison of the present fig- 
ures by income groups with the 
1941 figures shows clearly that 
those moving up into better in- 
come groups have tended to keep 
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THE HARDWARE DEALERS MAGAZINE 


the 


Nation’s No. 
erchandising Paper 


Chilton Publications 
Are Leaders 
In Their Respective Fields 
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the life insurance habits of their 
former income group, rather than 
take on the life insurance habits 
of the group into which they have 
moved (See Chart 6). 


s For example, those in the $2,000 
to $3,000 income group now aver- 
age only $63.75 life insurance, 
compared with $97.45 spent by 
families in a similar income group 
in 1941. 

These two charts (Charts 5 and 


6) point out just where the major| A Strong Civilian Economy 


opportunities exist for increased 
sales of life insurance by each in- 
come group. Real selling effort and 
education will be required to 
change these potentials into actual 
sales, because a change in habit 
and in thinking will be necessary 
on the part of millions of persons 
who have moved up the scale of 
real purchasing power without 
changing their life insurance ac- 
cordingly. 


In U. S. Has Important 
International Implications 

Continued and increased selling 
effort to stimulate an advancing 
standard of living in the United 
States in line with our production 
abilities and opportunities can 
have an important influence on the 
rest of the world. 

International developments that 
may affect our future are of two 


types—military or economic. Cer- 
tain military developments could 
throw us into all-out war, while 
economic developments abroad, if 
unfavorable, could encourage the 
spread of Communism and the 
eventual certainty of all-out war 
On the other hand, favorable eco- 
nomic developments—increasing 
productivity and an increasing 
standard of living in the free na- 
tions of the world—could discour- 
age the spread of Communism and 
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could so strengthen the defenses 
that all-out war may be avoided. 
The strength of our own United 
States economy over the next few 
years may well be the determining 
factor in these international de- 
velopments, both military and eco- 
nomic. The level of the United 
States economy has a powerful in- 
fluence on the rest of the world, a 
far greater influence than might be 
guessed at from just looking at the 
relationship of exports or imports 


| to our own total production. 
(See export-import table on Page 
48.) 


@ While exports and imports rep- 
resent a relatively small share per- 
centage-wise of the total U. S. 
economy, this trade represents a 
much larger percentage of the 
economy of the individual coun- 
tries among our allies. Though im- 
ports represented only 44% of 
U. S. gross national product in 
1950, they represented a huge mar- 
ket for foreign goods and services 


The COURIER-EXPRESS 


GEMS 


WESTERN NEW YORK 


Becavse WESTERN N. Y. 
IS SOLD ON THE . 
COURIER-EXPRESS | 


| ONE REASON I completes 


factual, unbiased reporting, 
An outstanding local staff come 
bines with six great news serv 


: HARDWARE AGE again stands out as America’s Number One 
merchandising magazine in the authoritative Printers’ Ink tabula- 
tion of magazine advertising! 


Among the 6,690* magazines of every type and kind published in 1950, HARDWARE AGE was 
sixth in advertising pages—the only hardware paper and the only merchandising magazine in the 
; top twenty-five. (Another Chilton publication, THE IRON AGE was second.) 


Year after year, HARDWARE AGE holds this commanding position. Here’s why: Hundreds of 

manufacturers recognize HARDWARE AGE as a powerful tool for tapping the sales potential 
offered by the great two and a quarter billion dollar hardware market. They use HARDWARE ' 
AGE because— | oo 


HARDWARE AGE maintains a live, receptive audience through its broad editorial leadership—- 
over 74% more editorial pages last year than any other hardware trade paper. 


HARDWARE AGE alone among hardware magazines offers a basic measure of reader interest 
and loyalty—wholly voluntary, prepaid circulation. And renewals run in excess of 77%! 


ices... three of them exclusive. 


HARDWARE AGE circulation—35,100—represents the largest effective trade audience avail- 


; with the Courier-Express inv 
able through any hardware trade magazine. I 


Buffalo ... to bring Western 
New Yorkers the full, up-to~ 
the-minute word and picture 
story of world, national and) 
local happenings. 


HARDWARE AGE, with 24,883 individual subscribers in more than 22,900 retail stores, pro- 
vides the greatest unit store coverage and the largest retail circulation of any hardware paper ' 
with paid circulation. 


HARDWARE AGE, with 6,142 subscribers in $32 of the Nation's 540 general hardware whole- 


sale houses, offers by far the greatest coverage of this vitally important wholesale field. 


Associated Press 
International News Service 
*Chicago Tribune 
United Press 
*Overseas News Service 
*New York Times Foreign Service | 
*Exclusive with the C-E in Buffal 


the eroor a 


fact that more people* buy the 
Sunday Courier-Express than 
any other paper in the State, 
outside of New York City... 
and that the Morning Courier- 
Express is the proved medium 
to best sell those families with 
the most money to spend. 


It is natural that, year after year, manufacturers experienced in advertising help make 
HARDWARE AGE the leading publication in the hardware field and the Number One mer- 
chandising paper in the country. 


*Source: N. W. Ayer Directory of N and F 


CHILTON CO. (Inc.) 


\ Chestnut and 56th Streets, Philadelphia 39, Pa. © 100 East 42nd Street, New York 17, N. Y. 


/ THE IRON AGE serves the richest divi- 
sion of the industrial field—the metal 
working industry. 


THE OPTICAL JOURNAL AND 
REVIEW OF OPTOMETRY, the out- 
standing publication serving the optometric 
profession and optical industry, 


COMMERCIAL CAR JOURNAL 
provides the greatest coverage of any pub- 
lication serving the motor truck and bus 
fleet maintenance field, with the valuable 
plus of 4,000 paid trade subscriptions. 


*290,348 ABC Audit, 9/30/80 


COLOR 


for Greater Selling Power 


HARDWARE AGE, the leader in the 
| field of hardware distribution. 

THE JEWELERS’ CIRCULAR. 
KEYSTONE, the recognized leader and 


authority of the jewelry trade. 


THE SPECTATOR 
LIFE INSURANCE IN ACTION, most 
quoted life insurance publication. 


HARDWARE WORLD, providing blanket 
il coverage of the retail and wholesale hard- 


| Full color (two, three or four) 
i ware trade in the eleven Western States. 


available weekdays .. . black 
plus one color, Sundays. 


BUFFALO 
COURIER 
| | EXPRESS 


Western New York's Only Morning 
end Sundey Newspaper 
REPRESENTATIVES: 
OSBORN, SCOLARO, MEEKER & SCOTT 


It Gets Results Because It 
Gets Read Thoroughly 


THE SPECTATOR 

PROPERTY INSURANCE REVIEW, 
the magazine of influence among fire and 
casualty companies and their agents. 


DEPARTMENT STORE ECONOMIST 
reaches more key department store people 
than any other business publication. 


AUTOMOTIVE INDUSTRIES, theauto- 
motive industrial news authority in auto- 
motive and aircraft manufacturing plants. 
BOOT AND SHOE RECORDER, 
the authoritative publication of the shoe 
business. 


MOTOR AGE covers all automotive 
service and maintenance problems. 


DISTRIBUTION AGE, the magazine 
that integrates all phases of distribution. 
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of $12.3 billion—a market that had 
much to do with encouraging the 
growth of production in the rest 
of the world. 

We hear so much about the 
hardship and destruction through- 
out the world that we are not al- 
ways fully aware of the rapid 


PERSONAL FOLLOW-THROUGH 
BY OUR AGENCY PRINCIPALS 


We may be what you are looking 
for: A medium-sized agency that 
will always be medium-sized be- 
cause all accounts are contacted 
personally, and followed through 
personally by agency principals. 
Whether your advertising is limited 
or comprehensive, our service is 
complete from the first layout to 
the last decal on your dealers’ win- 
dows. For a conscientious job, tele- 
phone or write 
CENTRAL ADVERTISING SERVICE 


30 E. Adams St. CEntral 6-8448 Chicage 3, Il. 


Relation of Exports and Imports to U. S. Gross National Product 
Percentage of Gross National Product 


Year Exports Imports Export Surplus 
1947 8.5% 3.5% 5.0% 

1948 6.6 4.0 2.6 

1949 6.2 3.8 2.4 

1950 5.0 4.4 0.6 

strides that have been made} (usually for some fall month in 


in recovery, or even advances in 1950) compared with the prewar 
production, in free nations of the year 1937 are as follows: 


world over the prewar levels. The 
index of industrial production in 
the United States as of the end of 
1950 was 89% above the level of 
the prewar year 1937. While most 
of our allies have not reached that 
level of increase over prewar, most 
of them have not only caught up 
with the prewar level of produc- 
tion but are well ahead. 
Examples of the most recent in- 
dex of industrial production 


United Kingdom +36% 
Ireland +55 
France +23 
Belgium +10 
Netherlands +56 
Norway +50 
Sweden +75 
Denmark +62 
West Germany +31 
Austria +49 
Italy +30 


Greece +27 
Chile +71 
Mexico +47 


@ In the face of this type of eco- 
nomic recovery, our enemies have 
persisted in two wrong assump- 
tions. First, that the United States 


| constantly has been on the verge 


of an economic depression similar 
to that which followed other wars, 
and that this depression would 
bring heavy unemployment and 
social unrest; second, that in its 
aid to other countries the United 
States was motivated by the sel- 
fish need for keeping its own in- 
dustry moving—that it would 
swing into depression if it did not 
have this export market. These as- 
sumptions were wrong in that they 
failed to recognize that our prin- 
cipal strength lay, first, in our 
greatly increased productive abil- 
ity and, second, in our own ad- 


mr. AbvertiseR: MEET THESE EDITORS 


Ce era 


TAKE A TIP FROM 
THE EDITORS... 
YOUR BEST ANGLE 


1S THE 


LOCAL ANGLE! 


Call your local Midwest representative. Midwest offices ot: 250 Park Avenue, New York; 59 East Madison Street, 
Chicago; 542 New Center Building, Detroit; Russ Building, Son Francisco; 1324 Wilshire Boulevard, Los Angeles. 


- Ageieuttorst 


know their readers . . 


OAKOTA 


wecceees ne, 


NEBRASKA 


HomeEsT 


ditor-in-<™ 
E THE FARME 


. 
Jecccccensd 
Veecce 
x 


‘ 


Localizing your sales message is practical only in the five 
local farm papers of the Midwest Unit. Each presents your 
product and services against a background of localized 
farming information and news . . . gives your advertising 
the impact of local acceptance . . . helps your dealers sell 
... lets you measure the direct results. Buy the Unit—one 
order, one plate at a substantial saving in rates. 


_ Voskuil 
w.¢ in-Chief 


1,267,706 avid farm paper readers are their 
friends...and your best Midwest customers! 


These five editors-in-chief of Midwest Unit Farm 
Papers and the 38 full-time editors on their staffs 
. know the specific types of 
information Midwest farmers want, and see to it 
that they get it. 

Midwest farmers want farm papers written by and 
for them. “Ivory tower" editing doesn't fool them 
for a minute. News and “how to” articles must be 
localized, timely, factual and to-the-point. 


their understan 
farmers . 


OF THE FIVE MIDWEST UNIT 
FARM PAPERS 


All five of these editors-in-chief and members of 
their staffs have farm backgrounds and experience 
which ideally equips them for their jobs. It shows in 

i ine of what's of interest to Midwest 
. . wins confidence and high readership. 

The high readership of Midwest Unit Farm Papers 
will interest you. A recent survey shows that Unit 
papers are a better than 3 to 1 choice over the leader 


among national farm magazines. 


NEBRASKA FARMER « PRAIRIE FARMER » THE FARMER + WALLACES’ 


FARMER & IOWA HOMESTEAD « WISCONSIN AGRICULTURIST ond FARMER 
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vancing standard of living. 

The fact that this productive 
ability is still not being utilized 
fully and that our standard of 
living can continue to advance can 
change world trends. If we both 
build a strong defense and at the 
same time have an _ increasing 
rather than a decreasing standard 
of living in the United States, the 
influence on the rest of the world 
will be immediately and strongly 
favorable. Evidence of an advanc- 
ing standard of living for the mass 
of American people can be a very 
| effective counter-offensive against 
Communist propaganda. 


“Unusual Productivity and 
Expanding Markets” Should Be 
the Keynote of Our Defense 
| Economy 


| To finance war or defense ex- 
| penditures, the government must 
turn to increased taxes or in- 
| creased borrowing. The ability to 
support these new taxes or new 
loans to government will depend 
on the maintenance of a high level 
| of civilian earnings—both individ- 
ual and corporate. 
| We must, of course, meet defense 
| demands; and it is obvious that 
| defense orders must have priority 
over civilian needs, which means 
that some items will be in short 
| civilian supply. But our over-all 
| productive potential is such that 
we should still be able to encour- 
age an advancing standard of liv- 
ing rather than a declining stand- 
| ard, and also continue to promote 
| thrift through increases in savings 
bonds, insurance, and other forms 
of savings. 


|@ The real answer to inflation is 
| production, and increased produc- 
tivity is the key to maintaining the 
increasing levels of real earnings 
and real purchasing power. This 
hope and opportunity for continued 
increases in the standard of living 
is basic to the maintenance of our 
free enterprise system and our 
liberties. A broader understanding 
of this can strengthen the chances 
for survival of the free enterprise 
economy here and in other free 
nations of the world. 

Increasing the production of 
civilian goods which do not inter- 
fere with the production of war 
material, and expanding the mar- 
ket for these goods through in- 
tensified selling, will help to hold 
our over-all productivity at high 
levels and will help to stem infla- 
tion. The opportunity is worthy of 
serious effort 


SORRY! 


Because of the 
vast volume of 
market data 
information 
in this issue 
the usual features, 
such as 
‘Creative Man’ 
and ‘Employe 
Communications,’ 
have been omitted. 
They will all 
be back 


next week. 
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It is important to select the newspaper that reaches the 
most good customers in the St. Louis market . . . but it 
is mot as easy as A BC. 


The blunt circulation figures for “zones” as noted in 
Standard Rate and Data do not tell the complete story. 
We sincerely believe that before any thoughtful, intelli- 
gent decision can be made it is necessary to answer these 
two vital questions: 

1) What is the real St. Louis market? 

2) Which newspaper reaches the most good 


customers in that market?, 


“Once Upon A Time” proves that ST. LOUILLMO is 
the real St. Louis market and shows in detail its bound- 
aries and influence. 

“Selecting The Right Newspaper” is just off the press 
and tells with graphic proof which newspaper reaches 
the good customers . . . those who can buy enough of 
whatever you're selling to make your advertising pay off! 
Before signing that order, write for your copies and be 
assured that your selection of a St. Louis newspaper is 
based on complete information. 
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Census Head Analyzes Significant 
Changes in U. S. Market Figures 


(Continued from Page 37) 

from time to time by 
means of which we are enabled to 
keep account of ourselves. Our 
statistical units have grown so 
large that we are compelled to 
compress our statistical tables by 
placing ciphers in footnotes or 
table headings in order to be able 
to print them in newspaper col- 
umns : 


censuses 


@ Today is the heyday of the ad- 
vertising profession in the United 
States. The advertising man has 
been forced to acquire arithmetical 
know-how in order to be able to 
compile the marketing informa- 
tion on which he bases his de- 
cisions. Had he not the source data 
he gets from reports of the Bu- 
reau of the Census the advertising 


— 


: ITS A 


_ STRIKE 


: for 
MARKET SMART 


ADVERTISERS 


WILMINGTON 


and 
_ Southeastern 


North Carolina 


® $154,000,000 retail scles 
1950 — Sales Mgmt. 


@ 35% City census gain 

@ New 700 employee textile 
plant opening 

® New 13 million dollar 
paper plant now building 

@ New million dollar 
department store opening 


@ New five million dollar 
ocean terminals soon to 
open 

@ Multi-million dollar 
summer resorts and 
tobacco growing area 
sustain high sales volume 


The one and only 
medium that covers 
this market best for less 


STAR-NEWS 


Morning — Evening — Sunday 


Ask a Branham man 


man would be lost in a maze of 
disconnected figures. 

Between 1940 and 1950, the pop- 
ulation of the United States in- 
creased at the rate of 158,500 per 
month, or the approximate equiva- 


lent of a city the size of Bridge- 
port, Flint, Mich., or Spokane, 
Wash. However, the rate of growth 
during the latter years of the dec- 
ade, and since, has averaged more 
than 200,000 a month, because of 
the continued high birth rate re- 
corded during the World War II 
years, while the death rate has re- 
mained on a low level. This over- 
all numerical increase is but one 
of the measures of America as a 
market. The composition, charac- 


teristics and distribution of the 
population; the number, location, 
type and condition of dwelling 
units; the productive capacity of 
our farms and factories; the facili- 
ties of our distributive trades; and 
many other factors in our nation ul 
economy are also of great impor- 
tance to specialists in advertising 
and marketing. 


@ The 1950 Census reveals that in 
10 years the population under 10 
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years of age increased by nearly 
40% and that the population 65 
years of age and over has in- 
creased by more than one-third. 
Those who plan and organize our 
municipalities and public institu- 
tions, such as schools and welfare 
institutions, require this type of 
information. It is of equally keen 
interest to advertising and market- 
ing men. We must, quite obviously, 
produce and distribute more goods 
designed for children and the aged. 
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For the first time in American 
history, the 1950 Census shows, 
females now outnumber males in 
the United States population. 
While this is a new situation for 
the whole country, there had been 
a numerical! excess of females over 
males in the population of some of 
the states and in many of the lar- 
ger cities in previous censuses. On 
the average, women marry three 
years younger and live five years 
longer than men. 


The proportion of women in the 
labor force has exhibited an un- 
usually large increase in the last 
decade, probably because of the 
extension of job opportunities to 
women due to the labor shortage 
during World War II. The migra- 
tion women from the farm to 
the city, where they were more 
likely to find jobs, was another 
factor in the distribution of the 
sexes during the past decade. In 
other words, we now have more 


young children, more older per- 
sons and more women than ever 
before in our history 


s Preliminary tabulations of the 
1950 Census have also disclosed 
various cross currents of popula- 
tion movement including an ac- 
celeration of migration to the West, 
a steady growth for most cities 
and a heavy overflow of popula- 
tion to the suburbs, together with 
a continued decline in the farm 


population. Now more than three 
out of five Americans live in urban 
places, a reversal of the urban- 
rural position of half a century 


ago. Eight million fewer Ameri-| 


cans now live on farms than the 
Census counted in 1910, and while 


the farm population has declined | 
by this amount, the urban popula- | 


tion has increased by 67 million in 
the same four decades. 

By 1950, the proportion of city 
dwellers had risen to 64%. Of the 


marizet! 


“Times are good .. . the horizon is unlimited. No wonder the 
Coast is a magnet, still drawing westward millions of people in one 
of the most historic migrations mankind has ever known.” 
— from a Charles Collingwood Columbia Pacific broadcast 


Things are booming on the Pacific Coast. 


March 11, 1951 


And the new Census offers the latest proof. Since 1940, 
Washington, Oregon and California have increased their 
population 48.8°% ... will gain 8 more seats in the House. 


Columbia Pacific is booming, too... with expanded facilities 
and a bigger audience than any other network on the 


West Coast. Today, Columbia Pacific’s share-of-audience 
among the Coast’s 4,845,000 radio families is 16% greater 
than it was just two years ago, and increasing steadily. * 


To make your sales boom, go west ... your market has. 
And you can go west best with the 14 stations delivering 
the most on the Coast... Columbia Pacific. 


Represented by RADIO SALES 


*Pacific Nielaen radio share of audience, 6 00 a m. — midnight 


KFRE «© FRESNO 
KIMA © YAKIMA 
KIRO «© SEATTLE 


KOLO © RENO 


KXOC e CHICO 


KCBQ + SAN DIEGO 
KCBS © SAN FRANCISCO 
KCMJ © PALM SPRINGS 
KERN © BAKERSFIELD 


KGDM ¢ STOCKTON 
KNX ¢ LOS ANGELES 
KOIN © PORTLAND 


KROY © SACRAMENTO 
KXLY © SPOKANE 
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urban population, totalling about 
96 million, some 88 million resided 
in urban places and about 8 mil- 
lion resided in suburban areas, 
most of which were counted as ur- 
ban for the first time in the Sev- 
enteenth Census. Of the nearly 69 
million persons living in the 157 
major urbanized areas of the coun- 
try, about million resided in the 
central cities of 50,000 or more 
population, and about 21 million 
resided outside the corporate limits 
of the central cities but within the 
defined suburban bounds of these 
cities. 


e It appears, therefore, that there 
is a more even distribution of the 
population among the great geo- 
graphic areas of the country. But, 
within all areas there is both an 
urban and a suburban trend. 

The advertisers and marketers 
of those things which are sold on 
a household basis—refrigerators, 
television sets, furniture, and so 
on—today have a market of 42% 
million households compared with 
35 million in 1940. The average 


SELL 
"Times 
City's” 
CONCENTRATED 
BUYING POWER 


$225,000,000 
Annual Industrial 
Payroll 


... Within a 5 mile radius 
..» “Times City” where 
the Times circulates. A 
highly concentrated 
dustrial 


in- 
residential 
area that includes Ham- 
mond, Whiting, East Chi- 
cago, Highland, Munster, 
Indiana; City 
and Lansing, Hlinois. 


and 


Calumet 


Get your share of the con- 


centrated buying power 
throughout “Times City” 
by selecting the Times for 
your best selling job, and 
at lowest cost. 


Se 
HAMMOND 
TIMES 


HAMMOND, INDIANA 
Represented Nationally by 
Burke, Kuipers & Mahoney, Inc. 
HAMMOND CENTENNIAL 
CELEBRATION 
JUNE 18-25, 1951 
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ee etree vee 


Free! send tor booklet: 
“The Armed Forces Spiral” 


es Exchange Rises! X's or 


ond overseas sell more than $2 Billions annually of 5 


PX buyers are on the lookout new 
| products, new ideas, new merchan- 


= 


= The Dnata of Merchandising 
to the Armed Forces 


population per household is 3.4 
persons compared with 3.7 in 1940. 
The number of families has in- 
creased to 38.8 million and the 
average family income is $3,100. 
Of the 112 million Americans (14 
years of age and over), about 60 
million are in the labor force. The 
significance of the multiplication 
of households, accompanied by a 
decline in the size of family, and 
the increase in the number of 


wage-earners as well as of family | 


incomes, is not lost upon adver- 
tising men. 


@ Home owners exceeded renters 
in 1950 for the first time since in- 
formation on tenure was first col- 
lected by the Census. Home owner- 
ship increased by 54%. Moreover, 
of 1742 million home owners re- 
porting on the mortgage status of 
their homes, nearly 10 million re- 
ported their homes free of mort- 
gage debt. 
While the detailed data of the 
| 1950 Census of Agriculture are not 
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yet available, it is certain that the | 10 years old. These statistics will 


economic condition of the Ameri- | 
can farmer has shown the same 
improvement over 1940. It is not 
the function of the Census Bureau, 
limited both by law and its own 
traditions, to interpret these fig- 
ures. That is, the Bureau does not 


} express any judgment on the ques- 


tion as to whether people have 
more real income or more real 
satisfaction. But it is incontroverti- 
ble that both farmers and urban 
dwellers are financially more in- 
dependent than they have ever 
been previously. 


@ The foregoing are only a few 
highlights of the results of the 1950 
Census. More details will become 
known as the Census tabulations 
progress during the remaining 18 
months it will take to finish com- 
pilation, analysis and publication 
of the Census findings. 

The forthcoming publications of 
the 1950 Census will bring up to 
date Census data which now are 


Your national advertising is 


in Ebony’s advertising columns! 


12 cities with 100,000 
or more Negro population Get the facts on the 15 million Negro 
market with $15 billion a year to spend! 
* Aclanta * Memphis 
* Baltimore * New Orleans 
* Birmingham ¢ New York 
* Chicago * Philadelphia é 
* Detroit ¢ Pittsburgh 


*LosAngeles ¢ Washington, D.C. 


© 


PUBLISHERS OF EBONY 


* NEGRO DIGEST - 


incomplete without EBONY coverage 


of the active Negro market! 


A 10 city survey of newsstand magazine sales in Negro 
areas (available on request) shows Ebony outsells every- 
thing including Life, Look, the women’s and confessions 
magazines. Such solid circulation (80% newsstand every 
month at 30c a copy) proves the strength, virility, and 
continuing appeal to Negro buyers with money to spend 
on nationally advertised products. In 5 short years, Ebony 
has risen to a position of unchallenged dominance in 


the Negro field. This market is yours 


Johnson Publishing Company, Inc. 


TAN CONFESSIONS ae 


‘1820S MICHIGAN AVE. CHICAGO - 55 W 42nd ST. NEW YORK - 427 W. Sth ST. LOS ANGELES 


span a decade that has been a most 
dynamic one in the history of the 
country. The data will provide new 
bases of reference for the adver- 
tiser and for the advertising sales- 
man in measuring the markets of 
America. The information will be 
served up in the most usable form 
that Census statisticians have been 
able to devise despite the limita- 
tions on available funds and the 
disturbances caused by the wars 
and threats of war. 


es As experienced users of Cen- 
sus material, advertising execu- 
tives are quite familiar with the 
standard Census tabulations for in- 
dividual municipalities and for 
counties. They know that the 1950 
Census reports will provide statis- 
tics on the number of people classi- 
fied by race, sex, age, marital sta- 
tus, education, employment, and 
family income groupings, all im- 
portant social characteristics; and 
on the number and characteristics 
| of the dwellings people occupy, and 
; the farms on which they live and 
| make their living. With these data, 
| the advertising man will be able to 
measure the size and character 
of his markets and obtain reveal- 
ing information on the purchasing 
power and buying habits of the 
people who constitute these mar- 
kets. 

Aside from the customary Cen- 
sus statistics, much that is new has 
been added to the 1950 Census, es- 
pecially the arrangement of the 
data for use by newspaper publish- 
ers and advertising executives, 
those who buy and those who sell 
advertising space. Two of these 
new arrangements for 1950 are the 
metropolitan area data and the 
state economic area data. A third 
is the “urban fringe” information 
covering the suburbs of cities of 
50,000 or more population, areas 
that may be equated with the 
suburban home delivery circula- 
tion territory of newspapers. 


se Under our present schedule of 
operations (which must be ad- 
justed from time to time in ac- 
cordance with priorities set up for 
tabulations of Census data for de- 
fense agencies having an urgent 
need for special statistics), the fi- 
nal state and minor civil division 
population figures will have been 
issued by early this fall in the first 
series of state bulletins. These will 
be followed by other series of state 
bulletins giving detailed local area 
data on population characteristics. 
These bulletins will be sold by the 
Superintendent of Documents of 
the Government Printing Office 
and by regional and district of- 
fices of the Department of Com- 
merce in leading cities of the coun- 
try. Similarly, a series of state bul- 
letins presenting housing data will 
be sold by these same offices. 

The Housing Census bulletins 
will run about two or three months 
behind the Population series. As 
the final state bulletins in the Pop- 
ulation and Housing series are sent 
to the Government Printing Office, 
the Census Bureau will issue ad- 
vance reports giving a selection of 
these final data for local areas. 
Copies of these reports will be dis- 
tributed in limited amounts upon 
written request addressed to the 
Director of the Census. It is ex- 
pected that at least one newspa- 
per in every community will re- 
ceive and keep on hand, Census 
reports pertaining to its own area. 

The fact that the enumeration of 
the inhabitants, houses and farms 
was practically finished before our 
economy was disturbed by war is 
one of the reasons for the accuracy 
and completeness of the count. 


The List of 
Available Market Data 
Begins on Page 62. 
Use the Coupon 
in Replying 
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THE SPOKANE MARKET 


Si a 


FOR A FULL SALES QUOTA 
IN THE PACIFIC NORTHWEST 


SOME MARKETS JUST NATURALLY STAND OUT. The 
Spokane Market for example is among the nation’s most 
favored—and definitely one of the MUST markets in the 
Pacific Northwest. While the very heart of the fast-mov- 
ing Pacific Northwest, the Billion Dollar Spokane Market is 
an i t trade area virtually unaffected by sales 
influence from beyond the mountain ranges which bound 
it on all sides. 


Richly endowed with natural resources this great inland 
trade area is famous ‘or the wealth, stability, and diversity 
of its basic industries of lumbering, livestock, mining, agri- 
culture and manufacturing. Throughout the Spokane Mar- 
ket from the Rockies to the Cascades and from the Cana- 
dian Selkirks to the Blue Mountains of Oregon business is 
good, right now. Spokane business indices for the first two 
months of 1951 reflect sizable gains over the same period 
in 1950. Population continues to grow, payrolls are up, : 
building is high and industry and employment are expand- ' 
ing. Right now more people with more buying power are 
in the market for more consumer goods. All indices add 
up to the Spokane Market as a MUST—particularly if you 
want to tap the full sales potential of the Pacific North- 
west. 


it will pay you well—whatever you sell—to advertise 
your line in ‘51 to the prosperous residents of Spokane 
and the Inland Empire. The easy way—the direct way— 
is via the penetrating circulation and coverage of The 
Spol Review and Spokane Daily Chronicle. Your 
Cresmer & Woodward man will be pleased to give you 
a, 1951 story for the Spokane Market and Spokane 
Dailies. 


Combined Daily 
CIRCULATION 


Now Over 


160,000 
81.84" UN-duplicated 


REVi EW P 


HEART OF THE 
PACIFIC NORTHWEST 


‘Spokane Buil 


los Angeles, Son Francisco, Atlanta. Color Representatives, SUNDAY 


| 

| 

} 

} 

} 

| Advertising Representatives Cresmer & Woodward, Inc., New York, Chicago, Detroit, 
f SPOKESMAN-REVIEW. Comic Sections: Metropolitan Group. 
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Census Bureau Lists 
Current Available Data 


A wealth of 


data of value to 
marketing, sales and advertising 
executives exists in the files of the 
Bureau of the Census 

Because there is very little un- 
derstanding of the exact types of 
material available there, ADVERTIS- 
ING AGE requested the bureau to 
supply a brief summary of statisti- 
cal material available 

The following list, while by no 
means exhaustive, may be of help 
in indicating areas of exploration 
for those interested in census data. 


POPULATION AND HOUSING 


1950 Census of Population 
Advance reports on the final 
official population count have been 
issued for the U.S. by region, divi- 
sion, and state. Reports which con- 
tain the population figures for the 


Do Your 
SALES 
TESTING 


in Altoona 


‘ . . the city that has more than 
the Largest Railroad Shops 
in the World. 


In ALTOONA, PENNSYLVANIA, 
the P.R.R. maintains shops and 
Offices employing 13,000 skilled 
Workers, and is the hub of the 
P.R.R. Pittsburgh and Middle 
Division employing over 6,000 
fen; BUT there are also spinning 
@nd knitting mills, electrical 
Products and dozens of other 

Qeods produced in Altoona. With 

@ retail sales volume exceeding 
$90,000,000 carried by 1,000 

fetail outlets 
BIG sales target for national 


Altoona becomes a 


advertisers, and particularly for 
those interested in selling urban 
Metropolitan consumers. More 
and more national advertisers 
are using Altoona as a TEST 
MARKET before hitting the 
biggest cities in Pennsylvania, 
New York, New Jersey and 
Massachusetts 


PROOF of the Mirror's effective- 
ness as a sales-producer: In 1950 
the Altoona Mirror carried over 
1,000,000 lines of advertising 
MONTHLY .--for a total of 
12,244,869 lines. This is a great 
increase from the 10,100,000 plus 
in ‘46, 11,206,497 lines in '47. 
Media records in the years ‘48, '49 
and ‘50 show that the Mirror 
carried more lineage than many 
metropolitan newspapers 


ALTOONA'S ONLY 
EVENING NEWSPAPER 


95.4% Coverage of All Homes 
in the Altoona City Zone 


RICHARD E. BEELER, 
Advertising Mgr. 


Fltoona 
Mirror. 


urban and rural parts of the state, 
counties, and urban places of 2,500 
or more are currently being re- 
leased for each state, and will be 
completed by September. Earlier 
completed series of reports, based 
on the preliminary counts as made 


in the field offices, have already 
been issued. 

The earliest reports on the char- 
acteristics of the population will 
be made on the basis of a special 
preliminary sample. Among the 
characteristics presented are race, 
nativity, sex, age, school enroll- 
ment of children, change in resi- 
dence between 1949 and 1950, 
marital status, employment status, 
class of worker, major occupation 
group, major industry group, num- 
ber of families and households, and 


income of families and individuals. 
Reports for the United States by 
regions have been issued; and re- 
ports for 10 large states (Califor- 
nia, Illinois, Massachusetts, Michi- 
gan, Missouri, New Jersey, New 
York, Ohio, Pennsylvania, Texas), 
Hawaii, Puerto Rico, and 57 of 
the large standard metropolitan 
areas will all be completed and in 
print by the end of May. 
Preprints of state chapters of the 
final volumes presenting data on 
the general and detailed character- 
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istics of the population will start 
appearing in the latter half of 
1951. Later reports will cover in 
detailed fashion specific subjects 
such as internal migration, fami- 
lies, fertility, income, and labor 
force. 

Another series of reports will 
present population and housing 
data for census tracts within about 
75 of the larger cities and their 
contiguous areas. The population 
statistics will relate to race, change 
in residence between 1949 and 
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1950, employment status, occupa- 
tion, number of families and 
households, and family income. A 
separate bulletin for each tracted 
area will be issued, starting in late 
1951. 

Population Estimates and Projec- 


tions 


The Bureau has continued its 
program of preparing estimates 
and projections of the total popu- 
lation and of basic demographic 
characteristics for the United 
States and its major geographic 


parts. Various reports have been 


released which brought up to date, | 


or revised, the annual series of 
estimates regularly issued. Provi- 
sional estimates for July 1, 1950 
taking into account the 1950 Cen- 
sus returns, have been issued, and 
projections have been made of the 
population, by age and sex, for 
each year 1950 to 1960. 

Current Population Survey Re- 
ports 


tion, has been conducted monthly 
since 1940. From this survey, cur- 
rent estimates are published on 
employment, unemployment, and 
closely related subjects. Periodi- 
cally, supplementary questions are 
included in the survey which pro- 
vide data on such subjects as in- 
come, internal migration, school 
enrollment, educational attain- 
ment, fertility, and marital and 
family characteristics. 


month as Current Population Re- 
ports, Series P-57, provides na- 
tional estimates of the number of 
persons in the labor force, em- 
ployed, and unemployed, classified 
by age and sex. Additional infor- 
mation on occupation and industry, 
hours worked in agriculture and 
nonagricultural industries, and du- 
ration of unemployment is pro- 
vided regularly for the country as 
a whole. 


The Current Population Survey, “The Monthly Report on the Comparable data for the period 
based on a sample of the popula- Labor Force,” published each 1940 to 1946 are summarized in 


No.. But ite another 
STAR /ncome producer 
for OHIO Farmere / 


Did you think it was the moon? It’s very much down to earth—the way 
it means business for Ohio farmers. 

It's an egg... many times enlarged. Eggs are an important source of 
income for Ohio farmers ($98,192,000 in 1949) cess are just one reason for 
‘big farm profits. 

Ohio is in the top dozen states for lots of crops: corn, winter wheat, hay, 
soybeans, clover, hogs, chickens and dairy products—and more. This bigger 
variety of income sources is what makes Ohio stronger, steadier the year round 
—better for you! Ohio farmers are heavy buyers of trucks, tractors, garden trac- 
tors, autos, gas and oil, fertilizer, feed, and dairy, poultry and barn equipment. 
More than this, Ohio farmers enjoy a steadiness through the years that's 
just as important. An abundance of big, nearby markets is one reason for it. 
This top farm market is an easy, sure one to reach. For Ohio farm families are 
steady in another way—in their reading of THE OHIO FARMER—which twice 
a month reaches 2 out of 3 of all Ohio farm families. 

Two other top third states offering the same fine opportunity for farm 
sales are Michigan and Pennsylvania, served by MICHIGAN FARMER and 
PENNSYLVANIA FARMER. For the full story, write T1013, Rockwell Avenue, 
Cleveland 14, Ohio. 
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“Labor Force, Employment, and 
Unemployment in the United 
States, 1940 to 1946,” Current Pop- 
ulation Reports, Series P-50, No. 2 
Summary information for subse- 
quent years is found in the follow- 
ing Annual Reports on the Labor 
Force: P-50, No. 13 (1947 and 
1948); P-50, No. 19 (1949); and 
P-50, No. 31 (1950). 

Another monthly report, “Gross 
Changes in the Labor Force,” Cur- 
rent Population Reports, Series 
P-59, analyzes transfers between 
employment and unemployment 
and other labor force changes from 
month to month. Reports are also 
published periodically in Series 
P-50 on special problems of the 
labor force, such as partial em- 
ployment, school enrollment of 
workers, and marital and family 
characteristics of the labor force. 

Among the latest periodic re- 
ports based on the supplementary 
questions and issued as Current 
Population Reports, Series P-20, 
are: “Marital Status and House- 


let the “rep” help you 


Branham offices 
coast to coast 


You ask these questions: 


© Market Information ? 
© Coverage Maps and Data’? 
© Surveys, Route Lists, etc. ? 


We answer them. 


Branham-men are seasoned 
advertising counselors. Mar- 
ket and media-wise they are 
in constant daily contact 
with all factors who develop 
national advertising policy 
and campaigns. Branham is 
a sales organization repre- 
senting leading media and 
serving national advertisers. 
Moy we help you? 


THE 
BRANHAM 
COMPANY 
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hold Characteristics, March 1950"; 
“Children and Youth, 1950”; 
“School Enrollment of the Civilian 
Population, October 1949”; “Inter- 
nal Migration in the United States, 
April 1948 to April 1949”; and 
“Marital Fertility, April 1949.” 
Reports in the Current Popula- 
tion Reports, Series P-60, summa- 
rize the results of the income sur- 


GOOD, Small 
AGENCY 


Very Capable on Industrial and 
Mail Order Accounts . . . thoroughly quali- 
fied on Direct Mail, Catalogs, Dealer Pro- 
motions, other subsidiary services on Big 
Accounts . . . Full Service on Medium 
Accounts. Send today for “Service Check- 


veys conducted annually since 
1944. The latest in this series is 
“Income of Families and Persons 
in the United States: 1949” (Series 
P-60, No. 7). 

1950 Census of Housing 

Reports have been issued for 
each state and territory, showing 
the preliminary 1950 dwelling unit 
count for each county and for each 
incorporated place of 5,000 or 
more. 

Data on the characteristics of 
dwelling units, based on the spe- 
cial preliminary sample, have been 
issued for the U. S. and the 10 
largest states, urban and rural. 
Reports for Hawaii, Puerto Iico 
and 57 of the largest standard 
metropolitan areas are now in pro- 
cess and will all be issued by June, 
1951. These reports present the 
distribution of dwelling units by 


tures for owner occupancy. 

State reports giving data on 
characteristics of dwelling units 
for political and statistical areas 
will be published, starting in the 
latter half of the year. Later re- 
ports will present analytical data 
for standard metropolitan areas 
and other types of large areas on 
nonfarm housing (including hous- 
ing characteristics by family 
characteristics), farm housing, and 
residential financing. 

Another series of reports will 
present housing data by city block 
for cities of 50,000 inhabitants or 
more. This series, to start late in 
1951, will show occupancy and 
tenure, condition and plumbing 
facilities, persons per room, con- 
tract monthly rent, and value of 
one-dwelling unit structures. 

The housing portion of the cen- 


fuel, refrigeration equipment, tele- 
vision, contract monthly rent, and 
value of one-dwelling unit struc- 
tures. 


BUSINESS DIVISION 
1948 Census of Business 

Final 1948 Census of Business 
results are being issued in three 
series of bulletins (Area, Subject, 
and Trade) and in a set of com- 
prehensive volumes. 

All bulletins in the Area series 
have now been issued. This series 
consists of individual bulletins for 
each state and territory, and a 
continental United States sum- 
mary, for each of the three major 
trade divisions (retail, wholesale, 
and service). Bulletins contain the 
basic Census data—stores, sales, 
pay roll, and personnel—summa- 
rized for the state by detailed kinds 


Chart," showing the services we ore occupancy and tenure, condition sus tract bulletins will relate to of business. In addition to pre- 
equipped to render. and plumbing facilities, nurnber of the distribution of dwelling units senting information on a _ state 
Phone WYLY & FEIN Advertising, inc, TOOMS: type of structure, color of by occupancy, tenure, type of basis, these bulletins present coun- 
Fl ial 27 E. Monree Si., Chicoge 3, It occupants, persons per room, structure, condition and plumbing ty and city figures. Detailed kind- 
6-3419 (Next door to the Palmer House) ™Onthly rent of rental units, and facilities, year built, number of of-business data are presented 
value of one-dwelling unit struc- persons, persons per room, heating where there are a sufficient num- 
| i Bi A i L d ! 
in Big Aggie Land! 
: 
: 
B ig Aggie Land—the world's richest agricultural area—is the 267-BMB-county market 
; in Minnesota, the Dakotas, Nebraska and lowa that booms all summer long. 
: Summertime in Big Aggie Land is WORKtime. Our folks stay home to make hay while 
: the sun shines. And produce 19% of the nation's total cash farm income . . . 31% of 


an 


America’s farm income from meat animals. 


Summertime in Big Aggie Land is PLAYtime. Our lakes and hills and national shrines 


attract thousands of pleasure-seeking vacationers each summer. Together with our 3.4- 


million homefolks they make a teeming, free-spending audience for your WNAX sales 


message. No wonder 78 of the nation's biggest, shrewdest, non-network advertisers stay 


on WNAX all summer long. 


Summertime in Big Aggie Land is BUYtime. The tall corn and the golden 


grain—the dairy herds, the beef cattle and the hogs—bring to our 


people a bulging bundle of ready cash. Last year, retail 
sales ran to $2.9-billion . . 


troit or St. Louis. 


Sow your advertising dollars in Big Aggie Land. Watch 
them grow under our summer sun. You'll reap a bounti- 
ful harvest of soaring sales and increased goodwill. 
(Your nearest Katz man will show you how to plant for 


best results.) 


AFTER JUNE 15, “THE MIDWEST ADDRESS OF CBS" 


———, 


. more than Los Angeles, De- 


ale 
-. el 


~ * 


’) THE AMERICAN BROADCASTING CO. 
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ber of establishments to permit 
such additional detail. This series 
also makes available, for the first 
time, information for a number of 
standard metropolitan areas. 

A number of Subject Bulletins 
are scheduled for issuance during 
the second and third quarters of 
1951. Some of the major subjects 
for which bulletins are planned in- 
clude: credit sales and accounts 
receivable; sales by merchandise 
lines; sales by class of customer 
for wholesale trade; inventories; 
employment and pay roll; sales- 
size and firm-size (i. e., number 
of units operated) and employe- 
size analysis. 

Trade Bulletins are scheduled 
for issuance during the second half 
of 1951. These Trade Bulletins will 
cover some of the more important 
kinds of business. Where appropri- 
ate this series will combine data 
for retailers, wholesalers, and, in 
some cases, service establishments. 

During 1951, the results of the 
Census will be published in the 
form of a set of comprehensive 
volumes. 

Monthly Reports 
1. Retail Trades—Monthly data 


| on sales trends by kind of business 
| for the U. S. and for selected large 


cities and other local areas; also 
monthly data for all retail trade 
combined for a large number of 
cities and local areas. Annual data 
on inventory trends by kind of 
business available for the U. S. 

2. Retail Trades—Chain Store 
and Mail Order Sales: Monthly 
data on volume of sales and sales 
trends by kind of business for the 
U. S. 

3. Wholesale Trades—Monthly 
data by kind of business on trends 
in sales and inventories, for the 
U. S. and for geographic divisions. 
Also monthly subject bulletins 
covering sales and inventories of 
the dry goods, drug, electrical 
goods, grocery, jewelry, tobacco 
and wines and spirits trades. 

4. Canned Foods—Monthly data 


| (Nov. 1 through July 1) on stocks 


of principal canned food items in 


| the hands of wholesale distributors 


and retail chain warehouses; also 
canners’ data on carry over, pack, 
stocks and shipment: for these 
items. 


FOREIGN TRADE STATISTICS 

Statistical information on U. S. 
imports and exports of merchan- 
dise and gold and silver is com- 
piled from information contained 
in shippers’ export declarations 
and import entries. The statistics 
compiled include information on 
the dollar value, and net quantity 
(bales, square yards, gallons, etc.) 


|of U. S. imports and exports by 


commodities, countries of origin 


| and destination, and customer dis- 


tricts through which the merchan- 
dise enters and leaves the U. S. 
and trade with U. S. territories and 
possessions. In addition, informa- 
tion is compiled on the shipping 
weight and dollar value of vessel 
imports and exports, the domestic 
to foreign port of routing of the 
shipments by vessel and the na- 
tionality of the carrier for ship- 
ments by vessel. Information is 
also available on the number and 
tonnage of vessels entering and 


| clearing in the foreign trade of 


the U.S. All data for the year are 
summarized in the final report, 
“Foreign Commerce and Naviga- 
tion of the United States.” Pre- 
liminary annual data are available 
in the format of the current 
monthly reports. A catalog of cur- 
rent monthly foreign trade statisti- 
cal publications may be obtained 
gratis on request from the Bureau 
of the Census. 


AGRICULTURE 

The Census of Agriculture, 
taken every five years, provides 
basic statistical data on the agri- 
culture of the United States. From 
the 1950 Census of Agriculture, 
press releases are being issued 
Preliminary reports will be issued 
for each county, each state and 
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The Pr ssive F has a | ud f l 
fastest-growing farm market! sanion aunty tiation tae Seales Gan the exntiont 


audience of Life, The Saturday Evening Post, Ladies’ 
Home Journal, Look, McCall's, Collier's and Good House- 
keeping.* 

During the last five years: 
a SS = five bn The Progvessive Farmer has a larger audience of regular 
readers among Southern farm families than the combined 
, audience of Country Gentleman, Farm Journal, Capper's 
The South's cash farm income Farmer and Successful Farming.* 


increased 37.3 as compared to a gain of 31.1°; 


for the rest of the country. 2-r ‘ i fl 


The Progressive Farmer has far greater inf/uence in the 

The si x of consumer buying rural South than any other magazine, in the opinion of 
led the U. S. every month of every year, County Agricultural Agents. All of the South's County 
according to Dun's Review Trade Barometers. Agents and their Assistants were asked by »  inciependent 


research agency to name the one magazine most wifluential 
among the farm families in their counties. The Progressive 
The South's electrified farms Farmer was named by 72.6% and led the next farm magazine 


increased 155.9% as compared to a gain of 37.7°; by more than 6 to 1. 


for the rest of the country. 
3-Loyal Women’s Interest 

The South's farm-owned tractors The Progressive Farmer allots about one-third of every 
increased 70.4‘; as compared to a gain of 45.6° issue to The Progressive Home—a section devoted to the 
particular interests of women. Other pages and features 
cater to the interests of youngfolks. The Progressive 
Farmer is the South’s leading men’s magazine, the South's 
The South’s farm-owned trucks leading women’s magazine, the South’s leading young- 
folks’ magazine. 


for the rest of the country. 


increased 89.5°7 as compared to a gain of 68.4% 
for the rest of the country. 4 
—High Average Subscriber Income 

s average Progressive Farmer subscriber-family an 

The South's farm-owned senger cars The P ive F bscriber-family has 
, 4 45.4°, as compared to a gain of 36.6°; annual income of $4,198.00 according to a survey* con- 
” 3 ° ducted in 1949. And 1951 income promises to exceed that of 
any previous year. Compare this income with the average in- 
come of subscribers to any mass circulation urban magazine. 


for the rest of the country. 


5—Merchandising Valve 
The Progressive Farmer has far greater merchandising 
value in the South than any other magazine. Thousands of 


“Predinge by Cromsiey Ine 


The Progressive Farmer is America's fostest-growing form 
magazine serving America’s fastest-growing rural market. Your 
advertising in The Progressive Farmer is your direct rovte to 
greater sales in the prosperous rural South. More Southern farm 
families read more advertising in The Progressive Farmer than in 


; ~ Advertising 
Bemingham 2. Ala + Telephone 54-257! 


250 Park Ave. Mow York 1? + Pare 8-082 


How to Sell 
Rural South 


TO SELL YOUR PRODUCT to the prosperous farm families of the 14 Southern states, place 
your advertising in The Progressive Farmer. Here are seven reasons why you can be sure that The 
4 ERE’S PROOF Progressive Farmer towers above all other media as the rural South's dominant sales influence: 


Dety Mews Greg Chcage § + Conta 6 2400 


Southern wholesalers and retailers were asked by an inde- P 
pendent research agency to choose the farm magazine 
most influential among farm families in their trade areas. 
The Progressive Farmer was awarded more first choices 
than the next five magazines combined—leading the second 
magazine by nearly 3 to 1. 


6-healthy Circulation Growth 


During the last five years, The Progressive Farmer has 
shown a vigorous, healthy growth in circulation—from 
961,142 in December, 1945, to more than 1,170,000 today. 


7 Leadership in Advertising Gains 


The Progressive Farmer's gain in advertising revenue was 
double that of any other farm magazine, 1950 over 1948. 
The Progressive Farmer's gain in advertising linage was 
greater than that of any other farm magazine, 1950 over 
1944 . . . and 49%, greater than that of any other farm 
magazine, 1950 over 1949. 


sive Farmer 
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territory, and one or more summa- 
ry reports for the continental U. S. 
by the end of 1951. Later, final 
reports will be issued as bound 
volumes. For descriptive pam- 
phlets, or for information on how 
to obtain the reports of the 1950) 
Census of Agriculture, write Di-| 
rector, Bureau of the Census, 
Washington 25, D. C. 

Here is a tentative list of re- 
ports to be issued: | 

Preliminary—ACS0-1— Farms, Farm 
Characteristics, Farm Products, 1950 and 
1945. One report for each county, each 
state, or territory, and one or more for 
the U. S 

ACS0-2—Number of Farms, 1950 and 
195, in each county, by states; and a 
summary for the U. S., by geographic 
divisions and states. 

DRS0-l—Number of Drainage enter- 
prises, with land area and financial items; 
state reports 

1R50-1—Irrigation of Agricultural Land, 
irrigation enterprises, source of water, 
cost of irrigation, etc.; state reports. 

Final Reports—Volume I.—Statistics for 
Counties and State Economic Areas. 
State reports, In 3 parts. Data on farms, 
farm characteristics, and farm products. 

Volume Il.—General Report. Summary | 
data and analyses of the data. Statistics | 


A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—those ideas which 
make successful novels, radio pro- 
grams, moving pictures, sales 
campaigns and businesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to an- 
swer this question for his students 
at the University of Chicago. The 
result is a little book which you, 
can read in an hour but will re-| 
member the rest of your life. 

In the simplest and clearest. of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously fol- | 
low in producing ideas. He shows 
you how to train your mind so 
that idea production is, as he says, 
“as definite as the process by 
which motor cars are produced.” 

Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, ad- | 
vertising men, salesmen and busi- 
ness executives who have read 
it. Send for your copy of A 
TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1 postpaid. 


Advertising Publications, Inc. 

200 E. Illinois St., Chicago 11, Ill. 
Gentlemen: 

Please send me on 10-day money- 


back guarantee...... copies of “A 
Technique for Producing Ideas.” 
Enclosed is $......-.-- . | 
en PTE saene owen 
Company .....-+-+-+5:. eeegece 
BPRS oc cccsesewcece erer Ty 


by subjects for states, geographic divi- 
sions, and for the U. S. 

Volume IIl.—Irrigation of Agricultural 
Lands. Data for counties and drainage 
basins, by states, with a summary for 
the U. S. Statistics for enterprises, cost 
of irrigation, number of farms and acre- 
age irrigated, etc. 

Volume IV.—Drainage of Agricultural 
Lands. Information for counties by states, 


| with a summary for the U. S. Presents 


statistics on land in drainage enterprises, 
number and types of enterprises, cost 
of drainage, etc. 

The Bureau of the Census issues twelve 
reports each year on cotton ginned to 
specific dates. Reports on cotton produc- 
tion are issued annually. 


INDUSTRY STATISTICS 

Current Production Statistics 
The Industry Division issues 
and distributes 62 periodic reports 
of useful information for industry, 
business and government resulting 
from monthly, quarterly, and an- 
nual surveys in the processed 
foods, textile, apparel and leather, 
chemicals, wood products and pulp 
and paper, nonmetallic mineral 
products, primary metals, inter- 
mediate metal products, and ma- 
chinery and transportation indus- 


tries. The subjects on which these 
Statistical reports are issued in 
the Facts for Industry series, and 
their frequency of issue, are pre- 
sented in a separate leaflet avail- 
able from the Bureau of the Cen- 
sus, on request. 

The Facts for Industry reports 
in most instances present statistics 
on production and shipments, and, 
in some cases, on inventories and 
orders of the establishments cov- 
ered. The number of establish- 
ments reporting in each survey 
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varies, but, in general, each re- 
porting group accounts for 90% 
or more of the production of the 
products covered. 
Census of Manufactures 

The 1947 Census of Manufac- 
tures provides for that year com- 
prehensive data on employment. 
payrolls, inventories, expenditures 
for plant and equipment and 
quantity and/or value of shipments 
for over 6,000 manufactured com- 
modities. Detailed statistics are 
presented for 453 industries; sta- 


sage ake ack 


AMPERES iy» 


FACTS YOU SHOULD KNOW... 


Your consumer catalog in this 
handsome volume will be de- 
livered daily and directly to 
active home-planners...each one 
carefully selected and screened. 

Your consumer catalog in this 
volume will be constantly con- 
sulted by known buyers. Re- 
searcher Starch reports: “‘Reader- 
ship of individual catalogs in 
Home Owners’ Catalogs ranks 
among the highest for this type 
of sales literature of any we have 
studied.” 

Your consumer catalog can be 
in the very next edition of Home 
Owners’ Catalogs. Write to De- 
sign and Production Depart- 
ment, Home Owners’ Catalogs, 
for expert guidance in the prep- 
aration of your insert. 


More and more manufacturers are selling through Home Owners’ Catalogs! 


BS Set baa 


tn American Telephone & 
TIE Ee ws ce eee oo S peges 
P The Philip Corey Mig. Co. . . . 8 pages 
e Chose Bross & Copper Co.. . . 20 pages 
by Combustion Engineering- ; 
Superhecter,inc.. . . . . 4 pages 
ag Crone Co. . «sae s + » » 24 pages 
me Crosley Div.—Aveo Mig. Corp. . 12 poges 
: Drexel Furniture Co. . ... . s SB poges 
 «  Sieey Mig. Co... 2... . +) Speges 
- 4 pages 


The Formica Co. 2 © 2s ss 
General Moton 


a Thane Sime imei sthehpesinetionsl eggsectivenees pays off. Their fach-packed product 
story in the new Home Owners’ Catalogs sells the rich, ripe '51 custom housing market. 
Americon Central Div.— Avco 
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tistics by industry are also shown 
for all states and important indus- 
trial counties and metropolitan 
areas. Summary statistics are 
shown for each county and urban 
place of 10,000 population. 


The final reports of the 1947 
Census of Manufactures are avail- 
able as follows: 

Volume I—General Summary 

Volume Il—Statistics by Industry (re- 

ports for individual industries are 
also available). 

Volume Ill—Statistics by States (re- 

ports for individual states are also 


available) 
Product Supplement. 
MC-201—Summary Statistics ‘introduc- 
tory chapter to Vols. I, Il, and III) 
MC-202—Industry Descriptions. 
MC-203—Fuels and Electric Energy Con- 
sumed. 


Annual Surveys of Manufactures 
Many of the figures published 
in the 1947 Census of Manufac- 
tures will be brought up to date, 
although in lesser detail, by means 
of sample surveys of manufactures 
covering the years 1949 and 1950. 


These surveys will provide sum- 
mary Census statistics for the 
U. S., for all important industries 
and for most states. Final results 
from the 1949 survey are expected 
to be available this summer, while 
preliminary 1950 data are ex- 
pected to be released shortly there- 
after. 


GOVERNMENT STATISTICS 

A two-page release titled “Cen- 
sus Bureau Publications on Gov- 
ernments as Scheduled for Fiscal 


Year 1951" is available upon re- 
quest. 


Government Finances 

Subjects included are revenues, 
expenditures, trust and sinking 
funds, debt, and enterprises. In- 
dividual-unit data are published 


annually for each state and each | 


city of over 25,000. In addition, | 
annual reports are published) 
showing national totals of feder- 
al, state, and local government) 


se 


a ee 


a 


revenue and debt. 
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Government Employment 


Subjects included are number of 


public employes and the amount 
of their monthly pay rolls. Indi- 
vidual-unit data are published an- 
nually for each state and each 
city over 10,000. Quarterly reports 
are published showing national 
totals, cnd once each year a re- 
port is published showing total 
public employment within each 


state. 
GENERAL CENSUS 
PUBLICATIONS 
Fact Finder for the Nation.— 


Outline of the activities and or- 
ganization of the Bureau of the 
Census. 

Annual Report of the Bureau of 
the Census, issued annually for 
period July 1—June 30. Discusses 
major developments of the year; 
program activities, by division; 
and intra-bureau services and ad- 
ministration. 

Statistical Abstract of the United 
States, annual, latest edition, 1950, 
price $3. Published annually since 
1878, this is the standard summary 


Three Important Questions ...and Three Factual Answers: 


1. How active is the 1951 custom-built housing market? 


Extremely active! Matter of fact: A survey of current custom home- 
planners tells the true tale...the market is 98% active. Sure, a 
sprinkling are changing their plans because of prevailing conditions. 
But are they abandoning home-building plans? No! Are they post- 
poning their plans? Not appreciably! 

They take their time thinking over and solving today’s problems, 
but their plans are not being delayed to any great extent. 


How vital is this market to you? ; 


Very, very vital! Every custom home-planner must buy or specify build- 
ing materials, insulation, roofing, windows, plumbing and heating 
equipment, floor coverings, appliances, furnishings, and 1,001 other 
new-home products. Every custom home-planner located, screened and 
bombarded by HOME OWNERS’ CATALOGS is in the market for 
new-home products right now. And every custom home built today is 
a model for the millions of homes to be built tomorrow. Home-planners 
are fully aware of existing difficulties—rising prices, government con- 


trols, scarcity of some materials—but they are going right ahead with 
their home-building plans. 


. 
How can you sell this market... effectively and economically? 


Home-planning families name Home Owners’ Catalogs as their most 
helpful source of product information. So . . . why shouldn't you investi- 
gate Home Owners’ Catalogs—especially when the cost of this method 
of distributing your consumer sales literature to active home-planners 
is in direct proportion to your actual sales possibilities. Nowhere else is 


what-you-pay kept so commensurate with what-you-get. Need we 
say more? 


An independent researcher's complete report en 
the activity in today’s quality housing market 
is yours for the asking. Write to Research De- 
partment. Home Owners’ Catalogs. It’s FREE. 


See Standard Rate and Data Service for complete details 


we" s 


HOME OWNERS’ CATALOGS 


ACT NOW! Today’s 
custom housing market 

; sets the styles for 
tomorrow’s mass market! 


A Service of the F. W. Dodge Corporation 
119 West 40th Street, New York 18, N.Y. 


e@ That means QUALITY 


AND IT'S GOOD REASON TO 


Sales Prove Readership! 


OWA 


70% | 


and ALL 
QUALITY 


ThelOWABUREA 
FARMER 


concentrates on the 
most-able-to-buy 


IOWA FARM 
FAMILIES 


RETURNS and MORE 
SALES from your ; 
advertising. 


That's why you get 
LOWER COST per INQUIRY 


and LOWER COST 
per SALE. 


WRITE FOR DATA — LET 


& 


. = 
BUREAU FARMER | 


DES MOINES, IOWA 
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of statistics on the industrial, 
social, political, and economic or- 
ganization of the United States. It 
is a comprehensive and authorita- 
tive selection of statistics widely 
used by business men, public of- 
ficials, professional workers, and 
others. In addition to the Bureau 


of the Census, 69 agencies of the 
federal government and 37 private 
firms and research organizations 
cooperate in furnishing statistics 
The 1950 issue contains 1,062 tables 
arranged under 33 broad subject 
headings. A detailed subject index 
and a bibliography of sources of 


@ In Listeners 

@ In Programming 

@ In News and Sports 
@ In value to advertisers 


Avery-Knodel, Inc., Representatives 


TOPS THE FIELD 


Write for latest surveys and 


morket data on Wisconsin's 
2nd largest market—served by 


WIBA and WIBA.FM. 


. 


iad eae 


Badger Broadcasting Company® 
(cc einne te 9000, WATTS ON 1310... ESTABLISHED 1925, 


statistical data are included. A 
special appendix brings to date, 
with revisions, the statistical time 
series presented to 1945 in Histori- 
cal Statistics of the United States, 
1789-1945. 

Historical Statistics of the United 
States, 1789-1945, a historical sup- 
plement to the Statistical Abstract 
Price $2.50. Approximately 3,000 
statistical time series of annual 
data, in 14 broad subject fields, 
carried back as far possible. 
Includes definitions of terms and 
brief annotation, together with 
specific statements of sources of 
data. 

A Chapter in Population Sam- 
pling. Price $1. Describes a partic- 


as 


ular method used for sampling 
blocks and subsampling house- 
holds from the sample _ blocks, 


along with the appropriate sam- 
pling theory for attaining the max- 
imum precision in the population 
count for a given allowable cost. 


Census Publications Series: 
Catalog and Subject Guide, 

quarterly. a catalog listing and a 

classified guide to the contents of 


all publications issued to date dur- 


ing the period covered by the 
issue. The quarterly issues are 
cumulative to the annual. Sub- 


scription price $1.50 for four con- 
secutive issues. 1950 annual issue 
priced at 45¢. 

List of Publications Issued (ex- 
cept regular monthly and quarter- 
ly releases), monthly, free on re- 
quest. A listing of special publica- 
tions, reports issued in series at 
irregular intervals, and regular 
publications issued less frequently 
than quarterly. 

Catalog of United States Census 
Publications 1790-1945, prepared 
by Henry J. Dubester, Chief, Cen- 
sus Library Project, Library of 
Congress. Price $1.50. Published 
jointly by Bureau of the Census 
and Library of Congress. 

Catalog of 16th Decennial Cen- 
sus Publications. Lists reports of 
the 16th Decennial Census of the 
United States taken in 1940. 

State Censuses, 1790-1948. An 
annotated bibliography of censuses 
of population taken after the year 
1790, by states and territories of 
the United States. 


“Well, you know media men. All they think about is 


TIMES STAR 


Post 


DAILY ENQUIRER 


Combined City and Retail Trading 
Zone Circulation 


1940 4) 42 


43 a4 45 46 a7 48 49 
Publishers’ Statements, Sept. 30 of each year 


50 


Source: ABC 


* * * * . . * . * . 
Solid Cmemnati reads the Cincinnati Enquirer’...” 


Other figures worth a second look. More 
and more and more... .Cincinnati is a 
morning-newspaper town! Today, the 
Daily Enquirer has the largest com- 
bined city and retail trading zone circu- 


lation of any Cincinnati daily. 


Represented 6) Moloney, Regan and Schmitt, Inc 
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List Available 
Market Data 
for AA Readers 


(Continued from Page 37) 
quested data to the inquirer 


es For ease of reference, the com- 
pilation is presented in six sec- 
tions: 

1. National Markets, embracing 
all data which covers the nation 
geographically. 

2. Farm Markets, covering the 
farm field specifically. 

3. Regional and Local Markets 
(including Canada), which em- 
braces data covering a particular 
region or locality. 

4. Distribution Markets, which 
covers data relating principally 
to retailing and wholesaling oper- 
ations. 

5. Industrial Markets, covering 
primarily the capital goods indus- 
tries (including building and con- 
struction), rather than general 
consumer markets. 

6. Professional Markets, covering 
the various professions as markets. 

Regional and local data is fur- 
ther classified by state, but not by 
city. Route lists and standard mar- 
ket data folders have been group- 
ed separately under “local,” so that 
all available items in these cate- 
gories are in one place 


es In addition to data presently 
available, each section also in- 
cludes a list of “soon to be pub- 
lished” data, which has not yet 
been released, but is scheduled for 
early publication. This “soon to be 
published” data carries numbers, 
and may be requested through Ap- 
VERTISING AGE, but it is primarily 
presented as a guide for those 
readers who may be interested in 
the studies mentioned, and may 
want to make certain that they do 
not miss them when they are re- 
leased. 

Although there are about 1,000 
individual pieces of market data 
(not media data) listed in this 
special section, we recognize that 
the list is by no means complete. 
For one or another reason, many 
important pieces of market data 
material are not listed here, prin- 
cipally because we have listed only 
such material the individual 
publishers have authorized or re- 


as 


quested us to list. Nevertheless, 
the compilation is by far the 


largest and most complete of its 
kind ever assembled, and we hope 
it will prove of real value to the 
field. 


Use 


the 


coupons 


requesting 


data 
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Check your opportunities 
in this high priority market 


The metalworking industry is the place to 
look for rated orders. Under the impact of 
rearmament this industry becomes more 
important than ever as a source of volume 
business. To help you check your oppor- 
tunities in the high priority market, write 
for STEEL’s new 1951 Market Selector. 
This unique slide chart enables you to 
measure all dimensions of the market— 
size of plants, products manufactured, op- 
erations performed—and all dimensions 
of STEEL’s intensive coverage of buying 
power. Write for your Metalworking Mar- 
ket Selector Slide Chart today. STEEL e@ 
Penton Building @ Lakeside and W. Third 
St. @ Cleveland 13, Ohio 


$ 
» 
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What makes this the 
most effective way to 
reach Design Engineers ? 


ww 


No other design publication can give you 
coverage of so many plants where your 
product can be specified. Wherever prod- 
ucts are being designed you'll find key 
men reading MACHINE DESIGN. For 
proof of the effectiveness of its coverage 
of plants, and its wide-spread influence 
upon the men responsible for design 
changes and product improvement, write 
for MACHINE DESIGN's Data File. It will 
help you in planning to develop more 
business from the Original Equipment 
Market. Send now for the Data File that 
gives you all the facts on this important 
volume market. MACHINE DESIGN e 
Penton Building @ Lakeside and W. Third 
St. @ Cleveland 13, Ohio 


Here’s help in analyzing 
the foundry market 


Long and close contact with the industry 
gives FOUNDRY an intimate knowledge 
of the market. From an every-other-year 
census of the industry, valuable sales helps 
such as the FOUNDRY MARKET ATLAS 
have been developed. This provides a 
new concept of the foundry market. The 
Atlas breaks down the industry into 96 
marketing areas, helps you locate re- 
gional or national markets; establish sales 
potentials. It maps the top ten foundry 
markets and analyzes areas by number of 
foundries, employment and metals cast. 
Write for your copy of the FOUNDRY 
MARKET ATLAS. FOUNDRY e Penton 
Building @ Lakeside and W. Third St. @ 
Cleveland 13, Ohio 
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For industrial coverage 
take:a look at 
“The Toledo Story” 


In this report, we have focused attention 
on one typical city and really “taken the 
lid off it’. Every manufacturing plant was 
examined and evaluated. Every copy of 
N.E.D. was ‘tracked down” and the indi- 
vidual readers were contacted. Informa- 
tion was secured from nearly every man 
on the inquiries produced and purchases 
made through reading New Equipment 
Digest. ‘The Toledo Story’ will give you 
a chance to see exactly how one industrial 
publication operates in an average indus- 
trial city. Write for your copy today. 
NEW EQUIPMENT DIGEST e Penton 
Building @ Lakeside and W. Third St. @ 
Cleveland 13, Ohio 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


in 4-H activity, and a breakdown 
of members’ activity during 1950. 
Published by National 4-H News. 


NOTE: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


No. 1000. The Apparel & Acces- 
sories Market 

This study presents the clothes 
buying practices of the wage earn- 
er families comprising about 58% 
of urban families, as determined 
by the market research division of 
Macfadden Publications’ Wage 
Earner Forum. The report attempts 
to pull together industry and gov- 
ernment figures which spotlight 
some of the disturbed areas in the 
apparel economy, and to explain 
to the apparel industry the needs 
of the wage earner market. 


1001. The American-Mexican 
Market. 

Compiled by National Time 
Sales, New York, this report pre- 
sents a county-by-county break- 
down of the Spanish speaking pop- 
ulation located on the Mexican 
border of Texas, or in the southern 
part of the state. Reference is made 
té physical characteristics, buying 
habits, etc. 

y 
No. 1002. Wage Earner Forum Re- 

* ports. 

eriodic reports issued by the 

ge Earner Forum of Macfadden 

blications, covering attitudes of 
a Mationwide cross section of wage 
earner men and their wives on na- 
tiémnal questions, economic prob- 
leMs, political attitudes, attitude 
toWard business and industry, buy- 
ing habits, etc. 


No. 


Né. 1003. Marketing Memos. 

he division of marketing and 
refearch of Macfadden Publica- 
tiams publishes periodic reports of 
matters of concern and interest to 
marketing, including items on 
family distribution by income 
groups, television's influence on 
the media field, characteristics of 
today’s average family, etc. 


You Beat 


The Averages in 
The Huronite & 
DAILY PLAINSMAN 


® Plainsman readers have an aver- | 
age per capita disposable income | 
in excess of $1500. | 


® Plainsman readers are ‘‘one daily" | 
readers. 


* Plainsman readers are in Central | 
South Dakota—and in the center of 
a vast Missouri River Basin Develop- 
ment Program. 

Reaching the 

Heart of the 
Responsive South 
Dakota Market— 

The Huronite & 
DAILY PLAINSMAN 


HURON, SOUTH DAKOTA 


No. 1006. Reach a Believing Mar- 
ket. 

Prepared by Allan E. Shubert 
Co., this study offers information 
on the markets covered by religi- 
ous magazines which the company 
represents—a group of selected 
interdenominational magazines 
and the Leaders’ group composed 
of seven denominational magazines 
and a Roman Catholic monthly. 


No. 1004. Facts on Business and 
Community Leaders Who Read 
the Kiwanis Magazine. 

The Kiwanis Magazine has 
published a brochure including a 
breakdown of Kiwanians by bus- 
iness classification, company titles, 
buying power, travel, home owner- 
ship, vehicle ownership, communi- 
ty service, and their status as em- 
ployers. Also available is a re-| 
port analyzing the type of re- No. 1007. Male vs. Female Influ- 
tailers reached by the publication, | ence in Buying and in Brand 
including the total number of re- Selection. 
tailers in the organization, plus) ‘his is True magazine’s second 


geographical distribution by pop-| report on the above subject. In it 
are contained graphs showing male 


ulation areas. 
| vs. female importance in buying, 

No. 1005. 4-H as Seen by the Chi-| plus data on men’s apparel and 
cago Tribune. accessories, automobiles, durable 
This study, based on material) goods, gifts for women, home 
gathered by the Chicago Tribune,| building, insurance and sports and 
gives the number of 4-H Clubs,} recreation, based on answers to 
the number of members engaged | the questions: “Who made the last 


purchase?” and “Who originally 
decided on the make or brand?” 


No. 1008. True’s 1950 Liquor Re- 
port. 

In this report, True presents an 
analysis of liquor consumption by 
types and by states from January 
to September, 1950, plus a report 
of male vs. female influence in 
buying and brand determination of 
liquor. Also covered are data on 
the fastest growing liquor markets 
and a comparison of costs and 
reader characteristics of magazines 
appealing to men. 


No. 1011. True Confessions Food 
Forum Report, 1950. 


Results of a survey of reader 
consumer panel members by True 
Confessions, presented in a de- 
tailed analysis. The report covers 
beverages, canned foods, canned 
fruits and meat, fisk and cheese, 
giving the percentage reporting 
use of the product, the average 
monthly consumption and the me- 


dian price per unit. } 
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No. 1009. Fashion Buying Habits 

of Today’s Woman Readers. 

This is a detailed survey of the 
buying habits of the Today’s 
Woman consumer panel, report- 
ing what kinds of clothing read- 
ers buy and how often; the colors, 
sizes and price ranges; and the 
brands they have bovght in each 
type of apparel. 


NO. 1010. Ten Years with the Faw- 

cett Beauty Reader Forum. 

This ten-year summary of the 
Fawcett Beauty Reader Forum 
highlights the detailed reports 
which have been issued during the 
past ten years, giving an over-all 
picture of the trend in beauty hab- 
its of the readers of Fawcett 
Women’s Group—True Confes- 
sions, Motion Picture and Movie 
Story. 


No. 1012. A National Survey of 
Men, Automobiles, Automotive 
Parts and Accessories. 

Sponsored by Mechanix Illus- 
trated, this survey includes data 


Better Homes & Gardens 


is MORE than one of the 3 BIGGEST man-woman magazines. 


It’s the ONLY one with so many plus values so valuable to you! 


Are your plans geared for quick pay-off? BH&G 


has more of what that takes! 


Are your sights set for long range? BH&G is 


doubly your key book! 


For example, here are four typical BH&G pluses 
—over and above its 3'2-million circulation. 


over and above other circulations in 
3-million-and-over class: 


for greater income. 


Here are 3'2-million families that are screened 


Here are 3'2-million families that are screened 
for greater interest in anything and everything 


that is sold for modern living. 


the 


Here are 3'2-million families — men and 
women (plus influential children) who read 
non-fiction, 100% SERVICE BH&G with 


equally avid interest — just to learn what's 
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on brand awareness and brand 
usage, place of purchase by prod- 
uct, reasons for selecting place of 
purchase, automobile ownership, 
future purchasing plans and rea- 
sons for selection made, and identi- 
fication of automotive terms used 
in advertising copy. 


No. 1013. How Department Store 
Buyers Feel about Magazine 
Merchandising. 

Published by Parents’ Institute, 
the report covers results of a sur- 
vey among department store buy- 
ers of infants’ wear, children’s 
shoes, boys’ wear, girls’ wear, mi- 
nor and major appliances and 
home furnishings, to determine 
the preference of buyers in the 
use of ten women’s and shelter 
magazines in product merchandis- 
ing. 
No. 1014. Soaps and Detergents 
Survey. 

This study, published by Par- 
ents’ Institute, covers results of a 
survey conducted among Parents’ 
Magazine subscribers to determine 


brands of soaps and detergents 
used, where used (bathroom, 
kitchen, etc.) plus laundering hab- 
its of respondents, washing ma- 
chine ownership, no rinse launder- 
ing, etc. Also covered are family 
characteristics, 
occupation, etc. 


as to size, ages,| 
| 


No. 1015. Sewing Machine Survey. | 
A Parents’ Magazine report on | 
ownership and brand preference | 
of sewing machines, including lo- | 
cation of machine in the home, 
sewing habits of the family, mar- 
ital status of respondents, age, and 
approximate yearly income. 


No. 1016. Mixed Fruit Survey. 

This survey of Parents’ Maga- 
zine subscribers reports buying) 
habits of canned mixed fruits; why | 
purchased, average monthly pur-| 
chase, number of people usually | 
served mixed fruit, and size of| 
family. | 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following market data (insert number of each item wanted): 


No. 1017. Children’s Shoe Survey. er survey gives details about shoe size range, shoe ownership, usual shoes, reasons for purchase, etc. 
Another Parents’ Magazine read- | size range, age of children by place of purchase for children’s 


new. what's better, what's for them! 


Here are 3!2-million families who literally pore 
over BH&G’s advertising pages for answers to 
their current and future needs! 


No other man-woman mass 


liver a market so big—yet so screened and so 
responsive! Doesn't this suggest that however 
BIG your plans may be, you need all the facts 


about BH&G—as a vital step in your planning? 


™/~ 
i 


5 


magazine can de- 


| i, 


a 


MEREDITH 


Serving a SCREENED MARKET of 3'2-Million Better Famihes 


PUBUSHING COMPANY, Des Moines, lows 


|exerted by families with childr 
j}and projections for 


No. 1018. Cereal Survey. 

Parents’ Magazine's cereal sur- 
vey, made among members of its 
consumer adviser panel, reports 
answers to such questions as “Who 
eats hot cereal?,” “What is the 
favorite hot cereal?,” “How often 
is hot cereal eaten?,” and also re- 
ports changes in hot cereal con- 
sumption in the past two years, 
and changes made by family mem- 
bers. 


No. 1019. Family Purchasing P. 
er, 500 Billion Dollars. 
A Parents’ Magazine re 
showing the spending power bei 


estima 
spending during 1950-1960. 


Buy More Refrigerators, Wash 
ing Machines, Television Se 
and Automobiles Than Famil 
without Children. 
The research department 
Parents’ Magazine has published 
report which substantiates the a 


sertion set forth in the booklet 
title. 


No. 1020. Families with +. Waste 


No. 1021. America’s Biggest Mart 
ket. 

This study by American 
Assn. presents small town mark 
statistics, including annual 
tail sales for towns under 10, 
population, plus size of week 


1951 Buying Power 
Nearly Ninety Million, 
Annually 


A Key NEWSPAPER 
IN A Key MARKET 


(Fond du Lac County) 


1940 Population. . 62,353 
1950 Population . 65,800 
1940 Retail Sales. $21,648,000 
1950 Retail Sales. $68,131,000 
1940 Circulation 13,700 ABC 
1950 Circulation. 16,849 ABC 


Fond duLacDaily 
Commonwealth 
Reporter 


ROLAND MARTIN, General Adv. Mgr. 
A. H. SCHROEDER, Retail Adv. Dir. 


For complete market focts and rates, 
osk 
SMALL, BREWER & KENT, INC. 
New York, Chicago, Boston 


WISCONSIN NEWSPAPER MARKETS 
Milwaukee, Wis. 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


newspaper markets in each of the 
48 states 
No. 1023. A Report on 13,648 
Architects, Mortgage Bankers, 
Engineers, Builders, Hardware 
Jobbers and Building Materials 
Dealers 

This Time Inc. folder reports 
on magazine coverage and reader- 
ship of executives in the above 
mentioned fields 
No. 1024. The 


Automobiles 


Time Market for 
A survey measuring the families 
who subscribe to Time to deter- 
mine how many own automobiles 
and to ascertain body model and 
year model 
No. 1025. The Marketing Map of 
the U. S 


Published by Hearst Magazines 


nO LE CLL LN LLL LLL LLL LLL LOO 


WTIC’s 50,000 Watts represented nationally by Weed“& Co. 


Inc., the map shows 608 principal 
trading centers of the U. S. and 
more than 3,000 secondary trading 
centers in their respective consum- 
er trading areas. Cost is $10 pre- 
paid. 
No. 1022. The Boys’ Life Survey 
1950. 

A 66-page booklet detailing the 
buying habits, brand preferences 
and influence on family purchases 
of Boys’ Life readers. Also includes 
data on readers’ families, types of 
jobs held by fathers, types of 
residence, automobile ownership 
and dog ownership. 

No. 1026. The Consumer Trading 
Area Map of the U.S. 

A Hearst Magazines Inc. map 
showing 608 principal trading cen- 
ters on a county background, with 
trading area boundaries drawn for 


each key city. The price is $5. 


No. 1027. Individual State Market- 
ing Maps. 

Hearst Magazines Inc. maps, 58 
to a set, one for each of the 48 
states and one for each of the ten 
multiple trading center markets. 
Maps have a county background 
and show 608 principal trading 
centers and 3,000 secondary towns 
within the respective trading area 
boundary lines. Available’ in 
8%x11” or 11x15” at $5 per set, 
or 25¢ each. 


No. 1028. The 1951 Buying Power 
Index. 

A 55-page report, published by 
Hearst Magazines Inc., showing the 
percentage of the national market 
in each of the 608 principal trad- 
ing centers and for their respective 
trading areas, based on major bus- 
iness factors. The price is $5. 

No. 1029. The Style and Quality 
Market of the U.S. 
Published by Hearst Magazines 


Inc., this report lists the 275 style 
markets which account for 93% of 
the style market potential in the 
U. S., and shows the concentration 
of the market in three groups of 
states. It includes a special buying 
power index for each market. The 
price is $5. 


No. 1034. Sell People Where They 
Live. 

Small town market statistics of 
interest to weekly newspaper ad- 
vertisers are presented by the 
American Press Assn. Included are 
a breakdown of retail sales and 
number of stores by population 


groups, comparative census infor- | 


mation of cities under and over 
10,000 population, and rural buy- 
ing needs. 


No. 1035. Brand Name Products 
Owned and Preferred by the 
Spanish-Reading Audience of 
Mecanica Popular. 


Advertising Age, May 14, 1951 


tion breakdowns are included. The 
survey covers toilet articles, cloth- 
ing, household appliances, photog- 
raphy and business products, with 
a particularly detailed account of 
the automotive business. 


No. 1030. Leading Department 
Stores in Leading Trading 
Areas. 


A Hearst Magazines Inc. report 
listing 1,565 stores in 477 consum- 
er trading areas, by states and 
cities. Includes Dun & Bradstreet 
ratings and volume of sales. 


No. 1031. The Trading Area Sys- 
tem of Sales Control for Con- 
sumer Durable Goods Indus- 

tries Map. 

| Shows 613 principal trading cen- 

|ters and on a county background 

the trading area boundaries for 
| each key city. Cost is $5. Published 
| by Hearst Magazines Inc. 


A thorough brand preference) 


study of most Latin American re- 
publics, published by Popular Me- 
chanics. Age, income, and popula- 


WTIC DOMINATES 


THE PROSPEROUS SOUTHERN 
NEW ENGLAND MARKET 


Paul W. Morency, Vice-Pres.—Gen. Mgr., Walter Johnson, Asst. Gen. Mgr.—Sales Mgr. 


| No. 1032. Directory of Consumer 
Trading Areas of the U. S. 
Shows the counties comprising 
each consumer trading area for 
the durable goods industries and 
also where each county is located 
on a trading area basis. Published 


by Hearst Magazines Inc., for 
$1.50. 
No. 1033. Direct Communication 


from Builder to User. 

This folder gives a breakdown 
of the Army combat forces in- 
to services, and tells the percent- 
age of the total Army classed as 
combat forces. Published by the 
United States Army Combat Forces 
Journal. 


No. 1036. Popular Mechanics Auto- 
motive Study. 

A careful brand breakdown of 
automobile ownership, buying 
plans and parts and accessory 
preferences separately for Popular 
Mechanics circulation and reader- 
ship. 
No. 1037. Tool and Hardware 
Brand Names Most Frequently 
Requested at Hardware Re- 
tailers. 

A comprehensive national sur- 
vey by Popular Mechanics of 1,005 
dealers, broken down by product. 


No. 1038. True Story’s Beauty 
Promotion. 
An illustrated booklet showing 


True Story’s drug store point of 
sale campaign tied in with a beau. 
ty promotion in the magazine. 


No. 1039. A Liquor Market Analy- 
sis. 

A survey of one-eighth of 
Harper's Magazine subscribers 
gives figures on liquor consump- 
tion and preferences for kinds of 
liquor, broken down into income, 
educational, family size, sex and 
geographical classifications. 


No. 1040. Market Characteristics of 
Ebony Magazine Readers. 
Ebony’s poll of a selection of 
readership, classified by marital 
status, family composition, age, in- 
come, occupation and home owner- 
ship, probes brand preferences in 
automobiles, foods, liquors, clothes, 
appliances, toilet articles, tobacco 
and medicines 
No. 1041. The Vacation 
Market of the U. S. 
This second study on the sub- 
ject, prepared by Curtis Publish- 
ing Co., measures the size, pattern 
and characteristics of the vacation 
travel market, containing data ob- 
tained from a Curtis nationwide 
panel of 4,000 families 


Travel 


No. 1042. The Passenger Car Mar- 
ket and The Saturday Evening 
Post 

A Curtis Publishing report de- 
tailing data from 10,000 interviews. 
The report covers car owning fam- 
ilies, sales opportunities, future 
buying trends, and the way to 
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reach and sell the market. Both household by urban, rural non-} 
new and used car buying were in- farm and rural farm, per cent of, 


vestigated. families by type, etc. 
No. 1043. The Market for Passen-| No. 1050. Case Histories of Adver- 
ger Cars. tising When Oversold. 
Supplements the above report. | ; 
Provides information on the mar- 16 case histories of companies in 
ket for cars by rural and urban “versified industries, showing the 
areas, city size, geographical re- extent and kind of advertising used 
gions and by income, age and oc- | uring World War II, when many 
cupation of the chief wage earner. f them had no products, or limited 
supplies for sale. Each case in- 
No. 1044. Frozen Foods Survey. cludes magazine ad expenditures. 


A Curtis Publishing Co. survey 
1051. The G th U.S. P 
conducted among members of 57 = ph sana onan.t00e. x = 
farm and rural women’s clubs to’ This Curtis release shows popu- 
— Ne extent ry home (OF jation counts by states and regions 
er reezing of foods, and) ¢5, 1949 and 1950 and the changes 


about the use of commercially |; 
frozen foods by selected farm and | iS RES One Sor ae 


Curtis Publishing Co. presents | 


aa 


the two census periods. 


No. 1052. Continuity and Frequen- 

cy in Magazine Advertising. 

A discussion of the principles of 
continuity and frequency in maga- 
zine advertising and instances of 
advertisers who achieved success 
through recognition of the value 
of such principles, prepared by 
Curtis Publishing Co. It includes 
contrasting cases of companies 
which ceased advertising on reg- 
ular schedules. 


No. 1053. Changes in Definitions of 
Urban and Rural Territory. 
This study discusses the change 
in definition of urban and rural 
territory, as a result of the 1950 
census, with special attention given 


Available Market Data—National 


To secure copies of data listed, use the handy coupons 


to the effect of the population shift 


on urban and rural markets. Pre- 
pared by Curtis Publishing Co. 


No. 1048. The Child and Youth 
Market. 
A Curtis release, based on re- 
cent census data, giving numbers 
of children and youths by regions, 


urban and rural places, age groups 

pat poy Manitowoc 6 Herald-Times 

No. 1054. Fortune 1950 Car Survey. Two Rivers Reporter 
Survey of Fortune subscribers, 

covering data on car ownership by Represented by 


makes, body types, future prefer- 
ences, and reasons for purchase of 


Geared for Defense 


are the mony industries concentroted 
in Manitowoc (Wis.) County. 
87% COVERAGE of this prosperous 
area is ottorded your advertising in the 


Burke, Kuipers & Mahoney, Inc 


OVER 


rural women. 


No. 1045. A Survey of the Custom- 

ers of Independent Drug Stores. 

Another Curtis survey report- 
ing the items purchased by cus- 
tomers in 106 independent drug 
stores in three large cities and sur- 
rounding suburbs. The report in- 
cludes day and hour of purchase, 
sex of buyer, amount spent for 
each item and total amount spent. 


No. 1046. Travel and Vacation Ad- | 
vertising Expenditures by 
States, Areas and Communities 
in 1950. 

This is a Curtis Publishing Co. |) 
summary of the appropriations | 
budgeted by various states, areas 
and community g-oups for the} 
purpose of attracting tourists and | 
industry to their respective areas | 
in 1950. Arranged by states, the} 
study shows each state grouping 
containing advertiser’s location, | 
name, 1949 expenditure and com- | 
ments. 


No. 1047. The Market for Consum- 
ers’ Goods. 

Based on the Federal Reserve 
Board's 1950 Survey of Consumer 
Finances, this Curtis study covers 
distribution of families and their 
money income by family groups, 
and gives data, by income quar- 
ters, on the purchasers of homes, 
passenger cars and durable goods. 


No. 1049. Households and Families. 

The composition and character- 
istics of the primary buying unit 
are given in statistical form in this 
Curtis study based on census data. 
It includes types and sizes of 
households, number of persons per 


in 1950... 


RALEIGH | 
bet the jaace | 


for other Nortli Caroline Cities!” 


$6294 
$1533 


St Per Family Inc. ... 
Per Capita Inc... . 


(SM 5/10/51) 


38% Population gain, 1950 over 1940 
(U. S. Comsus) 


The Raleigh News and Observer covers 
Raleigh completely . . . and does a bang- 
up selling ,+ - i e333 county “Golden 
Belt of the Sow t 


News and Observer 
MORNING & SUNDAY 


Raleigh, North Carolina 


113,618 Morning 
117,407 Sunday KFBK 
(Publisher's Statement, 3 3! 5!) 
One Newspaper Coverage of this ' 
Prosperous Market if ioe Sees 


[t's impossible... 


Sar At ae er a ad ee ra: oR Bee 


Sere ee es i ae 


...a8 impossible as covering Californias 
Bonanza Beeline with outside radio 


j 
4 


REP: THE BRANHAM COMPANY 


Does your advertising really get in- 
side the Beeline? That’s a great big 
market, you know—all of inland Cal- 
ifornia plus western Nevada—with 
more people and higher retail sales 
than Philadelphia.* 

But you’re in for a disappointment 
if you expect to cover the Beeline with 
outside stations—even strong outside 
stations. Because Beeline people, 
being independent inlanders, prefer 
their own, on-the-spot stations. 

So you have what it takes onl 
when you have the five’ BEELIN 
stations. Together, they cover the 


a” As SS 


whole market. Individually, each does 
a top job for you in a major Bee- 
line trading area. For example... 


Reaches 327,690 families in its 16- 
county 1, billion-dollar orbit—with 
a BMB home-county total weekly 
audience of 93% daytime, 95% at 
night. And its home-city Hooper 
leads all other stations during all 
rated time periods. 


*Sales aa 1951 Copyrighted 
urvey 


Ss NT Can et Beast 


MéClatchy Broadcasting Company 


SACRAMENTO, CALIFORNIA. © 
KOH 


Secramento (ABC) Reno (NBC) Bokersfield (CBS) 


KWG 
Stockton (ABC) 
250 watts 1230 ke. 


KMJ 
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particular make, such as past ex- 
perience, manufacturer's reputa- 


——— * tion, trade-in value, dealer's serv- 
bar ge we 4 ] ice, etc 
or sales results dats SEE 
: ‘ei 2a No. 1055. Fortune 1950 Study of 
J P P ones . -—ee $ : Truck and Trailer Ownership 
ny in the rich SALT LAKE intermountain million market ...§ - % and Purchase Preference 
sin iia rai A 1950 survey of 5,000 new 


et 


en 


Fortune subscribers, listing busi- 
ness positions held by respondents, 
and size of business, as well as 
truck ownership by weight, body 
type, make, etc. Details features 
considered important by respond- 
ents in purchasing trucks 


¢ there's only 
5 3 | ONE WAY . 
\ to do the job. 


No. 1056. A Qualitative Survey of 
} Magazine Markets. 

| Published by Crowell-Collier 
| Publishing Co., this 62-page book- 
}let gives comparative figures for 


readers of Collier's, Life, Look and 
LE RAM The Saturday Evening Post, on 
such characteristics as ages of male 


and female head of household, 


Nationa esented O'Meara ond msbee, Inc. ; 
. » Reps ‘ad nies i 3 their occupations, number of chil- 


and Metropoliton Sunday blewipebdn. Inc. 


dren, home, radio, TV, car, and ap- 
|pliance ownership, etc. Also, it 
|compares primary readers (sub- 


: don’t underestimate 


the importance of the 


| 
; great and growing 


Detroit market 


| by trying to cover it 

: | with less 

than two newspapers — | 
one of which, 


The Detroit Times, 
: covers HALF 


: the market. 


You're missing something 


if you miss The Detroit Times 


REPRESENTED NATIONALLY BY HEARST ADVERTISING SERVICE 


Advertising Age, 


May 14, 1951 


scription, or single-copy purchase) 
with secondary readers (readers of 
passed-along copies through gift or 
loan). Crowell-Collier also has 
available a similar survey compar- 
ing Good Housekeeping, Ladies’ 
Home Journal, McCall’s and Wom- 
an’s Home Companion. 


No. 1057. Crowell-Collier Automo- 
tive Survey No. 14, 1950. 

A 56-page study containing 
charts and graphs on car owner- 
ship, demand, service and repairs, 
plus supplemental findings on 
makes owned, trends, distribution 
of new and used cars, cars judged 
best-looking, etc. 


No. 1058. Crowell-Collier Fifth 
Annual Tire Survey. 

Charts and graphs detailing in- 
formation on tires in use, replace- 
ments, snow tires and treads, re- 
capping, premium tubes, punctures 
and blowouts, postwar trends, etc. 


No. 1059. Crowell-Collier Survey 
on Auto Parts and Accessories. 
This study gives statistics on 
parcs and accessory buying habits 
of 3,738 representative car owners. 
Also, it tabulates care given to 
cars, such as washing, spark plug 
attention, changing motor oil and 
oil filter. Included are figures on 
truck ownership and driving, and 
buying of trucks and truck tires. 


No. 1060. The American Magazine's 

Sixth Annual Travelogue. 

This study reports the 1950 va- 
cation travel activities of the 
American Magazine’s readers, in- 
cluding plans for 1951. Also pre- 
sen.ed are such aspects as what 
factors lure vacation tourists, the 
use of travel agents, attitude to- 
ward all-expense trips and com- 
ments on gasoline stations. 


No. 1061. Crowell-Collier Alcoholic 

Beverage Survey. 

Primarily an attitude study, 
these data present information on 
the packaged beverage tfade, as 
well as bar and restaurant pur- 
chasing. It reports how, where, 
how much and how often consum- 
ers drink, and shows the relative 
popularity of various types of bev- 
erages. 


No. 1062. The Cream of Your Mar- 
ket. 

Published by J. Walter Thomp- 
son Co., this booklet contains data 
on 162 markets, covering counties 
included in the market area, total 
population of the market, per cent 
of change of population from 1940 
to 1950, total number of dwelling 
units and retail establishments, 
and total retail sales volumes. The 
booklet is an advance release of 
the company’s seventh edition of 
“Population and Its Distribution,” 
covering all markets in the U. S., 
to be available in the fall. 


No. 1063. How Americans Use 
Their Dairy Foods. 

Compiled by the National Dairy 
Council, the report's . statistical 
tables cover, among other things, 
total milk production in the U. S., 
annual per capita consumption of 
dairy foods, consumption of but- 
ter fat, cheese, ice cream and dry 
milk per person, and changes in 
retail milk prices and retail prices 
of all foods 


No. 1064. Your Best Customers in 
the Pacific 
A pamphlet presenting results 
of a survey of the readers of Time- 
Pacific, on ownership, brand pref- 
erences, occupations, etc. 


No. 1065. Reading of U. S. and 
British Export Periodicals 
Among Leading Businessmen in 
India and Pakistan 


A survey of top business men 
conducted for Time International 
by the India Press Syndicate of 
Calcutta. Covers magazine and 
trade publication reading habits, 
import buying, type of business of 
respondent, etc 
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And the “mouths” already total over 7 
million! These Household families are the 
three-meals-at-home kind. They're stay-at- 
homes, play-at-homes. Only natural consid- 
ering where they live—the small cities 

=~» and towns under 25,000. 
oo Yes, home means everything to Household 


ie 
— 


HOUSEHOLD HITS HOME 


HOUSEHOLD magazine, 
Topeka, Kansas 


Each year, 150,000 new mouths to feed in Household homes 


families. And no wonder—76% own their 
own! No wonder Household editorial hits 
home so consistently: food, building, remod- 
eling, gardening, child care. 

Home editorial, for home families, in the 
home towns of America. Know a better com- 
bination for selling to the home? 
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Available Market Data—National 


To secure copies of data listed, 


use the handy coupons 


No. 1066. The Readers of Time-At- 
lantic. 

Survey of characteristics of 
readers of the magazine, covering 
occupations, fields of business, pro- 
fessions, consumer buying habits, 
and traveling habits. 


No. 1067. Ability to Read Foreign 
Languages in Norway. 

A Life International report in- 
cluding information on age, sex, 
education, socio-economic status of 
those who can read certain foreign 
languages. 


No. 1068. The Ability to Read For- 
eign Languages in Cuba. 
A Life International report simi- 
lar to the one above. 


No. 1069. The Women Readers of 
Time-Canadian and Their Fam- 
ily Purchasing. 

A survey of Time-reading wom- 


en and their brand preferences, 
buying habits, influence on family 


tion on canned foods, cosmetics, 
drugs, frozen foods, deodorants, 
etc. | 


No. 1070. Money Isn’t Everything. 
A survey of Life International 
readers, their immediate neighbors 
and the general public in ten coun- 
tries, covering buying habits, oc=| 


cupations, economic status, etc. | 


| No. 1071. Music in the Home of the 
Atlantic Reader. 

This report contains information 
|} on the Atlantic readers’ tastes and 
|buying habits in  radio-phono-| 

graphs, high fidelity systems and, 

recordings. 

No. 1076. The Houston Study of | 
the Newsstand Purchases of 
Magazines. 
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purchases, etc. Includes informa-| 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


TO OBTAIN MARKET DATA USE THIS COUPON 


Please send me the following market dota (insert number of each item wanted): 


Address 


City & Zone.. 


jueuseuareeae ae Title 


Published by Cowles Magazines 


covering purchases at newsstands location of stands where sold, etc. 


Inc., this study presents statistics of weeklies, by sex, age groups,; The procedure used was similar 


| Add impact to “Customer Coverage” 
| in Washington, D.C.... 


To sell the 


FULL 

| COLOR 
in the 
Post! 


| 
| most... 
| 


Now, with new Scott presses in the new Washington Post 
building —The Post is the first and only newspaper in Wash. 


ington with the facilities for printing R. O. P. Full Color! 


Ask the Post man for a copy of the new full-size newspaper color 


section just off the Post presses! It shows how leading advertisers 


are now using two, three and full color in The Washington Post — 


printed from your plates or mats, from your magazine advertisements, 


or by the Craftint process. Capture maximum “Customer Coverage” 


at minimum cost—use full color in The Washington Post. 


@) 


¢ Washington Post 


Represented by Sawyer, Ferguson, W alker Company—George D. Close, Inc. (Pacific 
Coast)}—Metropolitan Sunday Newspapers—The Hal Winter Co. (Miami Beach) 


| to that in the above study. 


No. 1077. The Catholic Press Di- 
rectory 


This publication of the Catholic 
Press Assn. lists 133 Catholic news- 
papers and 288 other periodicals 
published in the U.S. Data include 
area coverage, ad rates, mechanical 
requirements, closing dates and 
paid circulation. Also covered are 
statistics on the Catholic market 
showing the Catholic portion of 
retail sales in cities of 100,000 pop- 
ulation and over. Available to 
agencies free of charge; $5 to all 
others. 


, No. 1074. The Rotarian Audience. 
New market data of Rotarian’s 
audience, covering positions of 
| Subscribers, buying influence and 
certain characteristics, including 
| travel habits, sports and hobbies. 


No. 1075. The Cleveland Studies, 

1950. 

Published by Cowles Magazines 
Inc., this is a study of Cleveland 
|newsstand buyers, Look subscrib- 
ers in Cleveland, a study of the 
Cleveland audience of seven mag- 
azines, and food retailer audience 
study of seven magazines. The 
complete studies include supple- 
ments No. | and 2. 


No. 1078. Argosy Marketing Report. 

Basic market information about 
Argosy readers, including sex, age, 
marital status, education, occupa- 
tions, etc. 


No. i079. 15th Annual Grit Reader 

Survey. 

Information on the brand pref- 
erences of 23,898 Grit families is 
contained in the publication's lat- 
est reader survey. The classifica- 
tions include automotive, drug, 
cosmetic, grocery products, home 
appliances and tobacco. Distribu- 
tion of this 112-page study is lim- 
ited to national advertisers and 
recognized agencies. 


No. 1080. The Three-in-One Mass 

Market. 

Information prepared by the 
American Press Assn. on the 
weekly newspapers’ markets; vil- 
lages and suburbs of less than 10,- 
000 population, and the nation’s 
6,000,000 farms. 


No. 1081. The Latin American 
Market of Revista Rotaria. 
Market. facts concerning the 


readers of Revista Rotaria, Span- 
ish-language edition of the Rotar- 
ian. Includes information on 
readers’ buying power, influence, 
executive authority, and their re- 
lation to the automotive and trac- 
tor market. 


No. 1082. A Study of the Teen-Age 
Girl Market. 


Information about teen-age girl 
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TURN THE TAP ON SALES 
IN TODAY'S NEW SOUTH... 


More than 735,300 Farm & Ranch-Southern 
Agriculturist families have homes with run- 
ning water... 


It’s a market with vast potentialities for 
sales of sinks, bathtubs, washing machines, 
refrigerators, pumps and other equipment 
...a market with plenty of money to spend 
for products advertised in the South’s great- 
i est farm magazine... Farm & Ranch-South- 
| {i ern Agriculturist. 


SOUTHERN - 


ACRICULTURIST) S 


Advertising in Farm & Ranch— 
Southern Agriculturist 
| Saturates the South..County by County 


BECAUSE MORE SOUTHERN 
RURAL FAMILIES 

| ‘READ FARM & RANCH- 
SOUTHERN AGRICULTURIST 
HAN ANY OTHER MAGAZINE 


CIRCULATION GUARANTEE 
1,290,000 


Farm & Ranch-Southern Agriculturist 


e Reaches a greater total purchasing power in the rural South 
than any other magazine... 


e Its circulation is patterned to follow the pattern of farm 
income ... county by county... 


e And more farm and ranch families in your territory read 
it than any other magazine. . 


It’s simple as A-B-C...advertising will produce the 
most results in the magazine that reaches the most 
people. Write, wire or phone for the number of Farm 
& Ranch-Southern Agriculturist subscribers in any 
Southern or Southwestern county. Compare these fig- 
ures with those of the second farm publication—and 
you'll be convinced! 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


readers of Seventeen, including 
age, school status, work status, in- 
come and purchasing power. Of- 
fers comparison between readers 
and non-readers of the magazine. 
No. 1084. Sports Afield Magazine 
Outboard Motor Continuing 
S‘udy, 1951. 

A brand preference study on 
outboard motors conducted among 
readers of Sports Afield. Includes 
information on brands used, brand 
ranking by years (1948-51), new 
motor purchases and average out- 
board horsepower. Available free 
to Sports Afield advertisers and 
their agencies; to others 25¢ a copy. 


No. 1085. Sports Afield Flashlight 
Battery Study, December 1950. 
This brand preference’ study, 


among the magazine's 
Pennsyl- 


conducted 
subscribers in Vermont, 


vania, New York, Connecticut, 
Massachusetts, New Hampshire 
and Maine; includes data on fre-| 


Covers brassieres, dentifrices, dis- 
infectants, appliances, etc. Also 
gives information on education, 
club memberships, ages of older 
children, size of family and hus- 
band’s occupation. 


quency of purchase, where pur- | No. 1083. The Life Market. 


chases are usually made, and rea-| 


sons for buying a particular brand | 


of battery. Free to advertisers and 
their agencies; 25¢ to all others. 


No. 
vey—the Baby. 


This survey of Baby Talk read-| 


ers offers information on the new 
mother market, giving data 
brand preference of baby products, 
oranges, cereals and soaps. 
No. 1087. Baby Talk Reader Sur- 
vey—the Baby’s Household. 
Second part of a general survey, 
of which the preceding item is the 
first. This report details brand 
usage, and changes in brands re- 
sulting after the birth of the child. 


1086. Baby Talk Reader Sur-| 


on) 


A supplement to “A Study of the 
Accumulative Audience of Life,” 
conducted by Alfred Politz Re- 
search. This report offers informa- 
tion of the buyer potential repre- 


sented by the 13-issue accumula- | 


| tive audience of Life, and covers 
such products as gasoline, paint, 
bathing suits, fountain pens, cola 
drinks, whisky and toothpaste. Al- 
so details Life coverage of all 
males buying tires, shirts and hats; 
all females buying sheets, slips, 


hosiery and lipstick. Includes ap-| 


ers, covering home ownership, in- 
terests in planning homes, decora- 
ting, maintenance, pet ownership, 
family savings, planned kitchen 
purchases, color preferences, etc. 
Available to advertisers and agen- 
cies. 


No. 1089. American Home Reader 


Consumer Panel, Report No. 


25. 
Detailed specifications regard- 
ing homes of American Home 


readers. Pertinent facts on reader 
preference and opinions on heat- 
ing, closet space, plaster, thermo- 
Static controls, ownership of gar- 
dens, greenhouses, or window gar- 
|dens, and statistics on how the 
| Magazine’s panel families would 
like to build. Available to advertis- 
ers and agencies. 


pliance buying, soaps and deter- | 


gents, cake mixes, etc. 


No. 1088. American Home Re ader | 
Panel, Report No. 24. 


Data on American Home read- 


| No. 1090. Readers Family Style, a 
| Study of Household Subscrib- 
ers. 
Survey of Household subscrib- 
ers showing number, age and sex 


tn 
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: OREGON OUTGAINS 
THE NATION, 1940-1950 


Population 


Retail 
Sales 


Effective 
Buying 
Income 


\ vu. 
/ Oregon Gain....39.6% 
\ vu. 
/ Oregon Gain.... 


S. Gain.......14.3% 


S. Gain .......206% 


273% 


\ U.S. Gain vee e ss 169% 
({ Oregon Gain....225% 


SELLING 
— POWER 


THE OREGONIAN OUTGAINS 
OREGON, 1940-1950 


Oregon Population Gain. 


ceeccccccs 96% 


1% MILLION HIGH-BUYING CUSTOMERS! 


Oregonian Circulation Gain... . . 66.1 % 
BIGGEST CIRCULATION IN NORTHWEST 


HISTORY! 230,801 


Daily 


285,026 Sunday 


FIRST in Influence! 
FIRST in Circulation! 
FIRST i. Advertising! 


YOUR BEST BUY TO SELL THE $1% BILLION OREGON MARKET 


the Oregonian 


ee Be: 


Great Newspaper the est 


PORTLAND, OREGON 


Represented Nationally 
By MOLONEY, REGAN 
& SCHMITT, Inc. 


Advertising Age, May 14, 1951 


in family, type of homes, furnish- 
ings, floor coverings, etc., appli- 
ances used, hobbies of respond- 


ents, and next major purchase 
costing $64 or more. 
No. 1091. Beverages, Use and 


Brand Preference, a Study of 

Household Subscribers. 

This Household readership re- 
port shows number of persons 
drinking, preferred brands, and 


'frequency of purchase of regular 


and instant coffee, tea, fruit and 
vegetable juices, milk, flavored 
syrups and powders, and bottled 
soft drinks. 

No. 1092. A Report on the In- 
fluence of Business Week's Fi- 
nancial Audience. 

The results of a Business Week 
study among a_ representative 
group of its financial subscribers. 
Includes data on kinds of com- 
panies, titles which respondents 
hold in the companies and per 
cent of respondents active in the 
management of other companies 
No. 1093. A Report on the Busi- 
ness Activities of Hospital 
Board Presidents. 

A report on a 
sored by Business 


survey 
Week 


spon- 
in co- 


|operation with the American Hos- 


pital Assn. It classifies respond- 
ents according to title in business 
outside hospital activities, shows 
per cent of time devoted to hospi- 
tal activities, and gives magazine 


readership of 364 business re- 

spondents 

'No. 1094. Are Retailers Custom- 
wa... F 


A Business Week research re- 
port on the buying activities, sales 
volume, building ownership and 
other business interests of 518 
management men in retail estab- 
lishments. 


No. 1095. 20 Surveys. 

A Business Week folder chart- 
ing the results of 20 surveys made 
during the six-year period from 
1944 to 1949, indicating the read- 
ing habits and preferences of 
magazine readers in a variety of 
fields, including chemicals, ma- 
chine tools, industrial equipment, 
department stores and paper. 


No. 1096. Who Participates in 
Industrial Purchasing Deci- 
sions? 


A report of 20 non-routine and 
non-repetitive purchasing trans- 
actions, based on a survey con- 
ducted for Business Week by the 
business information division of 
Dun & Bradstreet. Some of the 
items purchased were an air con- 
ditioning unit conveyor system. 
metalworking lathe, passenger 
elevator and a band saw. 


No. 1097. 
ca’s Youngest 
ket? 

This report contains data on 
readers of Modern Romances, 
based on a comparative study of 
1,200 families representing all U.S. 
families by age, income, city size 
and geographical area, and 1,200 
families representing Dell Modern 
Group families by the same stan- 
dards. 


How Different Is Ameri- 
Married Mar- 


No. 1098. Children, 

Family Market 

A study, similar to the one 
above, comparing Modern Roman- 
ces families with children and 
U. S. families with children. In- 
cludes data on prepared vs. home- 
cooked foods, favorite brand of 
prepared baby food, influence of 
manufacturer’s brand name, and 
other information on baby prod- 
ucts. 


Measure of the 


No. 1099. Meet America’s Young 
Women 
This study, on the readers of 
Dell Modern Group magazines, 


Modern Romances, Modern Screen 
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Get Your Copy 
of the 1951 “CONSOLIDATED REPORT” 


From One of These Co-operating Newspapers 


ST. PAUL DISPATCH AND 
PIONEER PRESS 


THE WASHINGTON STAR 


THE SPOKESMAN NEWS 
AND SPOKANE 
DAILY CHRONICLE 


THE MILWAUKEE 
JOURNAL 


INDIANAPOLIS STAR 
AND NEWS 


SALT LAKE CITY 
DESERET NEWS 


DULUTH HERALD AND 
NEWS - TRIBUNE 


FRESNO BEE 


SACRAMENTO BEE 
OMAHA WORLD HERALD 


MODESTO BEE 
COLUMBUS DISPATCH- 
OHIO STATE JOURNAL SAN JOSE 
MERCURY - NEWS 
BIRMINGHAM NEWS AND 
POST - HERALD SEATTLE TIMES 


i/NOW 1951 DATA FOR 1951 USE 


In the new 


BUYING HABITS AND BRAND PREFERENCE 


OF 2,000,000 FAMILIES 
ACROSS THE NATION 


Consumer Analysis surveys of The Milwaukee Journal type 
were conducted by newspapers in 15 markets in 1951. All 
surveys were co-ordinated on a close time schedule to bring 
you the Consolidated Analysis early this year with current data 
from all markets. 


All information has been gathered and compiled since January 
1, 1951, except in one market. All surveys used identical 
questions and methods to obtain comparable data on buyirig 
habits, brand preference and product usage in 125 product 
classifications. More than 1,250 brands are listed. The survey 
sample included 40,000 families in the 15 markets where retail 
sales exceed seven billion dollars. 


One convenient 150-page digest gives you this timely informa- 
tion, with side-by-side tabulations for the 15 markets, showing 
comparative brand position and product use in cach market. 


Subjects covered include grocery products, soaps and deter- 
gents, drugs, toiletries, foundation garments, home ownership, 
home heating, painting, appliances, television receivers, alco- 
holic beverages, cigars, cigarettes, gasoline, oil, tires. 
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EAQUUTE. Says: 
“it’s SO nice 


to have 


around 


the man” 


build man-sized sa 


————=_ 


Lo oe ce | eo ee = i a Ae! _. = ny oa 
a eae: a | |. eh tare “aa ae 7 io a 4 oh : mas 
; as be eae eo oe iy yh Me oh ase a Da me . ae Me re ES wis 
: ad ee t le 
Ms +f | 
ai 
she i 
W 
: | 
' 
a 
; fy 
ty > } 
ite 3 ‘ i | 
+ au 2 ‘ é , 
po — iiss PS at : 
| # 
. eS x23 oe ee ¢ a 2 bai 
~ , a\- oo, Pe : i 
- 4 le bel o> a a } 
: ? a eet i. Ey u*d 
ey: 3 +) 
De ; 
J \ . Paar pao wa a 4 
tte é ° i \ ee _ 
; ) ; —— > 
— Bet vr Be } 
e*, i | f -* - Bhs | 
; < i ; 
4 | iN 
; | : | ) OuSe | 
4 | = ) 
| er | 
3) . “ 7 gt Darn / 
4 eee! pe 
: a ) 
ali 8 Pa ae 
5 | aes =~ — Ve : © Sd we 
rie ~~ #3 - BE ohn = 2. ge eee al 
7 é —_ =. a per « - es 
_* ~ — € . é ¢ , as ace ‘ 
; : . wid af ne 
. ES a i" A 
a) PIS 27 ook vi 
“a é ae — . : 
be : : Py a til ; 
7 1? a foe 
* : ; por mer 
: eae _— am » ( 
peed oo en it 
ot | ae ; 
: i. . 3 = <a i 
; ‘ a % “a tie q P iv <i ae, a a 
ou ; a _ % a8 di as, a a 
: Ly Be i ‘ ae ae i ay ; I Pal , a €< : 
7 ‘ ah ee oe pe sae 
ae al oe. , ——— 
+ . se 3 : | ” tie ~ ’ tra 4 ae. 
ie \ . ace dite: oe ——r ae “ss 
t » a “ia : <5 ee j ‘ 
: y = ir - ~ va oe f ’ 
. et ie 
> AT iy Dat? fe 
2» ae ro. F 
t t a? eh. hy “i i. 
‘oe Fee 
: ve y Sei eae 
A: 4 a ie 
. Se aes we 
_# 
| | 
Be 
ae ¥ 


SO ee ————— 


ng 


Bee 
er oe 


... and that’s why home building products and furnishings 


are being blue-printed in Esquire, issue after issue! 


Give a man a house he can live in and it’s six-two-and-even he has a constant 
urge to turn his home into a castle. He furnishes and fixes, installs and 
improves, plans and putters. In short, the man of the house always has a 


natural desire to better the living that goes on under his roof. 


Esquire’s editors have long been aware of this fact—and they’ve been doing 
things about it for—lo!—these many months. To satisfy reader-demands. 
Esquire has impressively launched a continuing series of features devoted 
toa man’s home . . . sound, practical monthly articles about what's what 


in a comfortable world. 


As an example, take the full color, 4-page June feature 

shown on'this page in greatly reduced, black and white size. 
Describing such varied essentials as a masculine living room, bed. 
bar and bathroom, this “how-to” article is designed to hit the 
typical Esquire reader right where he lives—in a self-owned, 


upper-income home just aching for your product. 


HOME is for husbonds too: 


Walk right in, advertisers, the door is open! With floor plans 
in one hand and checkbook in the other, the man of the house 


in 795,000 Esquire families is waiting for your message. 


Planning Note: The 4-page June feature 
you see here was prepared under the 
supervision of Esquire’s Architectural 
Editor, Jule R. von Sternberg, R. A. 
Part of Esquire’s year-round 
editorial housing program, it %e,. 
is typical of the full color WS 
articles that will appear _ 
each month on such major subjects 

as The Garage; The Porch; Heating; 
The Attic; Insulation; The Basement and 


Wiring, to mention but a few coming up soon. 


* 
UUTE. the magazine for men 
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Available Market Data—National 


To secure copies of data listed, use the handy coupons 


and Screen Stories, includes data No. 1100. The Market Everybody 
on reader age, marital status, edu- Wants 

cation, reading habits, life insur- Market facts pertaining to read- 
ance, income, home ownership and ers of screen magazines, prepared 
purchase plans for home appli- by Modern Screen. The study 
ances and home furnishings. shows comparison figures on 


HIGH QUALITY 


AS? 


Cleveland 14, Ohio 
HEnderson 1-4444 


monthlies, 
magazines 
neous” magazines. 


No. 1101. Brand Habits of Ameri- 
can Families. 


Dell-National 


The 
beverages, 


and other household equipment. 


No. 
Readers...Who They Are. 


Weekly, this report covers the na- : 
ture and distribution of reader au- ness and news magazines. 
diences for some of the most wide-| 

magazines, and includes N°. 1104. Very Important Pur- 
data on the influence of income, chasers. 
family size, sex, age, and occupa- A pictorial breakdown of all 
tion on buying habits. The report 
attempts to relate reader charac- 
teristics to purchasing power and 


ly read 


screen magazines and four week-| spending habits. 
lies, four shelter magazines, three 

four women’s service No. 1103. Exhibits A, B, C, D, E. 
four “miscella-| prepared by U. S. News & World 
Report, each “exhibit” is printed 
on a Single page. These factual 
exhibits cover the following: 
Circulation growth; (B) non-dup- 
survey com- lication; (C) family incomes of 
paring brand habits of Modern Ro- subscribers; (D) “most 
mances families and U. S. families. survey made among five groups 
covers baking goods, with 100% of each group sub- 
canned foods, frozen) scribing to both USN&WR and one 
foods, packaged goods, soaps and Other of the business and news 
cleansers, toilet goods, appliances magazines. The question asked 
each person in each group was— 
“Which one is most useful to you 
America’s} Magazine in your work?”; (E) comparative 
chart showing the percentage of 
Puck—the Comic Subscribers obtained “direct 
mai] to publisher” among six busi- 


subscribers to U. S. News & World 
Report based on guarantee of 350,- 
000: 275,570 subscribers are pic- 
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PENOBSCOT BUILDING ° 


PRESIDENT 


YES, YOU'RE IN with the important buy- 
ing factors when you're in AUTOMOTIVE 
NEWS. These two important groups 
specify, order, and influence the purchase 
of more goods and services than all other 
automotive groups combined. 


HERE'S WHERE YOU'RE IN — 
AUTOMOTIVE NEWS gives you com- 


plete coverage of the vehicle manufacturers 
and reaches all of the top management 
men — the men who shape the policies 
and make the buying decisions. No other 
single trade publication can give you this 
complete coverage. 


The largest paid passenger car and truck 
dealer circulation — and keenest read- 
ership — ever was reached in 1950 by 


AUTOMOTIVE NEWS. 
HERE'S WHY YOU'RE IN — 


The men in the industry who want and need 
news most turn to the publication that gives 
them the mos? news fastest and authentic- 
ally. They pay $8 per year (highest sub- 
scription rate in the industry). The renewal 
rate is consistently the highest in the 
industry — currently 84.2%. No wonder, 
then, that in 1950 AUTOMOTIVE NEWS 
hit new highs in circulation, advertising 
linage, and number of advertisers. This is 
clear — both advertisers and readers are 
following the trend to AUTOMOTIVE 
NEWS. 


—AND FOR YEAR-ROUND SELLING 
THE REFERENCE BOOK OF THE 
INDUSTRY — 


AUTOMOTIVE NEWS 
ALMANAC FOR 1952 


@A buyer's quide for those who make 
the buying decisions. 


@ Standard source of complete, authentic 
industry information. 


@ Referred to all year long for statistics, 
charts, graphs, and historical data. 


@ Delivered to all AUTOMOTIVE NEWS 


subscribers in April. 


THE WEEKLY NEWSPAPER OF AMERICA'S NO. 1 INDUSTRY 


DETROIT 26, MICHIGAN 
REPRESENTATIVES 


New York — Edward Kruspak, Advertising Manager, 51 E. 42nd St., Murray Hill 7-6871 
Chicago — J. Goldstein, Western Manager, 360 N. Michigan Ave., State 2-6273 
les Angeles —R. H. Deibler, 2506 West Eighth Street, Dunkirk 3-0303 
Detroit — Dick Webber, 2666 Penobscot Bidg.. Woodward 3-0495 
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tured according to the titles they 
hold in business and industry; 74, - 
430 subscribers are broken down 
by professional occupations such 
as editors, educators, doctors, gov- 
ernment officials, etc. Also a 
breakdown showing the various 
industries and businesses in which 
the 275,570 “business subscribers” 
are engaged. “V.I.P.” also shows 
the non-duplication of subscribers 
to USN&WR with each of the other 
five business and news magazines. 


No. 1105. Study of Department 

Store Charge Accounts. 

A study of department store 
charge accounts made of U. S. 
News & World Report families in 
nine major cities. This folder gives 
breakdowns by incomes, and the 
percentage of subscribers iden- 
tified as charge customers in the 
leading department stores of typi- 
cal cities such as Boston, Chica- 
go, Cleveland, Detroit, Houston, 
Philadelphia, St. Louis, San Fran- 
cisco and Washington. This study 
shows also the percentage of USN- 
&WR families with charge ac- 
counts in all stores listed. 


No. 1106. A Five Billion Dollar 

Market. 

In this booklet six basic speci - 
fications are set up under which 
magazines can be compared as 
most suitable for the advertising 
of quality consumer merchandise. 
Each specification is answered in 
detail by U. S. News & World Re- 
port. A complete list of class con- 
sumer advertising appearing in 
the magazine in 1949 is presented 
Results of three independently 
made income studies also are 
given. Also percentage of pur- 
chases made by men and women 
in seven categories of consumer 
merchandise 


No. 1107. New High for Business 
News. 

More than 406 manufacturing 
executives were interviewed in a 
project of U. S. News & World Re- 
port, conducted by Benson & Ben- 
son Inc. Purpose of the study was 
to determine how much impor- 
tance major executives attach to 
the news of things that take place 
outside their plants and offices, 
and to what extent such news to- 
day makes an impact upon opera- 
tions. 


No. 1108. How Do They Buy? 

How much influence do man- 
agement men exercise on corpo- 
rate purchases? This report, pre- 
pared by U. S. News & World Re- 
port, is designed to suggest the 
answer to that question, and con- 
tains data on the type of corpo- 
rate expenditures requiring exec- 
utive approval, details of execu- 
tive participation, and degrees of 
influence of various types of exec- 
utives. 


No. 1109. The Armed Forces Mar- 
ket. 

This folder, prepared by Post 
Exchange, indicates the makeup of 
the Armed Forces market, and lists 
products which are authorized for 
sale in post exchanges. It defines 
the scope of operation of post ex- 
changes and also distinguishes be- 
tween limited and unlimited pur- 
chasing privileges 


No. 1110. Maybe There’s a Reason 

This folder, prepared by The 
American Weekly, is a chart pres- 
entation of data on television sets 
in use and TV set purchases by 
individual magazine markets cov- 
ered by The American Weekly, 
Life and The Saturday Evening 
Post. 


No. 1111. Cosmetic Sales: 1947, 

1948 and 1949. 

A three-year analysis of cos- 
metic sales in the U. S. with com- 
parison figures of The American 
Weekly’s coverage of the market, 
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continues to outsell every other magazine in the world! 
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Available Market Data—National 


To secure copies of data listed, 


use the handy coupons 


arranged by states in order of 


1949 sales 

No. 1112. Chain and Syndicate 
Store Studies 
The American Weekly has pre- 


pared separate studies for each 


ROCKY MOUNT 


NORTH CAROLINA 


One Of The Nine Largest oo In 
North Carolina Reached 


The Evening & Sunday Geteem 
A modern industrial city, largest 
east of Raleigh and north of Wil- 
mington, offering a field rich in 
Agriculture, Manufacturing, To- 


bacco Culture & Marketing. 
SEND FOR OUR STANDARD MARKET DATA BOOK 


Nationally Represented hy 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

in oll principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


of the following store chains, com- 
paring family coverage for The 
American Weekly, Ladies’ Home 
Journal and Life: Peoples Drug 
Stores Inc.; United Cigar-Whelan 
Stores Corp.; Walgreen Drug 
Stores; Sun Ray Drug Co.; J. C. 
Penney Co.; H. L. Green Co. (in- 
cluding H. D. Kittinger Co.); W. 
T. Grant Co.; S. S. Kresge Co.; 
G. C. Murphy Co.; McLellan Stores 
Corp.; S.H. Kress & Co.; McCrory 
Stores Corp.; J. J. Newberry Co.; 
Montgomery Ward & Co., and Kro- 
ger Co 


No. 1114. Radio Listening in Home 
Town America. 
Published by the Mutual Broad- 
casting System, this is a detailed 


report on the First Nationwide 
Audit of actual tune-in by radio 
listeners in 116 markets in 42 
| states where the only network sta- 


tion in the town is a Mutual af- 
| filiate. The report tabulates both 
| ratings and share-of-audience da- 
|ta for each of the four networks 


and for “all other” stations by 
quarter-hour periods. 
No. 1115. Mister Plus Adds Up. 


Five specific marketing advan- 
tages of the Mutual network, de- 
scribed in brief and documented in 
detail with actual case histories 
from clients’ files. The report in- 
cludes homes-per-dollar compari- 
sons, hookup flexibilities, one-sta- 
tion markets, local cut-in an- 


nouncements and broadcasting 
analyses. 
No. 1116. Welcome to Home Town 


America. 

An illustrated analysis of one 
of the biggest market research 
projects ever conducted in home 
town radio listening habits in the 
U. S. This Mutual network study 
summarizes ratings and share of 


audience by day and night, among | 


four networks and independent 
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states whose receipts from re- 
tailers’ excise taxes in 1949 were 
$5,000,000 or over. The data in- 
cludes figures for furs, jewelry, 
luggage and toilet preparations, 
plus the number of families in the 
states covered. 


stations. 


| No. 1113, Facts on Parade. 

| A statistical analysis, in five 
parts, of 143 cities with over $100,- 
000,000 in annual retail sales, com- 
|piled by Parade and designed to 
show various breakdowns relating 
to all Sunday magazine publica- 
tions. 


No. 1127. 


ket. 

Ebony has published this study 

No. 1117. Book Buying Habits of| of its market, with facts and fig- 
Atlantic Subscribers. ‘ures on what Negroes buy, and 
This report on the book buying what quality; mistakes salesmen 

habits of Atlantic subscribers and| sometimes make in approaching 

the 30,000 additional book buyers | the Negro trade, etc. A manual for 


Selling the Negro Mar- 


who receive the Atlantic Book- salesmen. 

shelf is available to publishers. 

Data includes information on the 

amount of money spent on books, SOON TO BE PUBLISHED 
the types purchased, sources) No. 1119. 17th Survey of Beauty. 


where purchased, and the sources! To be published this summer, 
on which buyers rely for informa- this report by Dell Modern Group 
tion about books. | will cover cosmetics buying ha- 
|bits of the more than 7,000,000 
Revenue Re-|readers of Modern Romances, 
| Screen Stories and Modern Screen. 


No. 
| ceipts, 


1118. Internal 

1949. 
This statistical chart, offered by 

The American Weekly, shows No. 


1120. 4th Survey 
Preferences. 


of Brand 
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YOU'VE GOT TO ACT BIG 


“ABC City Zone based upon 1950 


census 


A HEARST NEWSPAPER — REPRESENTED NATIONALLY BY 


The sales drive you used in Baltimore 10 
years ago won't give you the yardage you 
need today To reach your current sales po- 
tential in bigger Baltimore you've got to 
use the most powerful club in your bag — 
Baltimore's biggest evening circulation, 


the Baltimore News-Post 


Baltimore's family population 1 


1 RRR eno 


Baltimore News -Post 


fet & eae Coverage in the 6th Largest City 


HEARST ADVERTISING SERVICE WITH OFFICES IN PRINCIPAL si 


is < 
“a 


SE AT NG EO ma 6 OG 


Also scheduled for summer pub- 
lication is this Dell Men’s Group 
(Inside Detective and Front Page 
| Detective) report covering brand 
preferences of the: group’s readers 
in more than 50 product classi- 
| fications. In addition there will 
|be information on reader charac- 
| teristics and the recreations and 
|sports engaged in by Dell Men’s 
Group readers. 

No. 1121. Today’s Woman Reports 
on Cosmetics. 

This study, scheduled for re- 
lease during the summer, investi- 
gates the use, place of purchase, 
price, and number of unit pur- 
chases of some 58 toiletry prod- 
ucts among purchasers of To- 
day’s Woman. An identical ques- 
tionnaire was addressed to a cross- 
section of adult U. S. women seek- 
ing comparable information. 


No. 1122. Mechanix Illustrated 


Readership Study 1951. 


For release this summer is this 
up to date version of Mechanix 
I!lustrated’s biennial studies of its 
readers, giving age, income, edu- 
cation and occupations data and 
other family characteristics. 

No. 1123. 
tion Picture 
teristics 1951. 

This report, for summer release, 
is a record of income, age, occu- 
pation, marital status, homes with 
children, etc., of True Confessions 
|and Motion Picture families. The 


True Confessions—Mo- 
Reader Charac- 


TO 


SELL BIG 


|respondents will later serve as 

members of a panel which can be 
queried in detail about their con- 
sumption or use of food, cosmetics, 
home equipment, etc. 


IN BIGGER BALTIMORE 


bigger than 
richer, too — with 


net effective famil 


reach 196,795 City Zone families* at a 
single cost (total net paid, 226,467) 


s not only 


i ae ae ae 


the country’s mayor cities. With the News- 
Post you get the greatest coverage of any 
single daily newspaper (585%). You 


| No. 1124. Pathfinder Bicycle Sur- 
vey. 


among Pathfinder subscribers 
with information on place of pur- 
chase. This survey will be avail- 
able by June. 


in 1940, but it’s much 
the greatest increase in 


y buying income of all No. 


1125. Woman’s Home Com- 
panion Biennial Survey of Cos- 
metics in Use by Its Readers— 
1951. 


This study, to be issued in June, 


SALISBURY 
NORTH CAROLINA 
MARKET 
: MEDIUM 
CcosT 
Sell the heart of the rich and prosper- 
ous Carolina market through its only 


newspaper—THE SALISBURY POST. 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

in all principal advertising centers 
GET OUR CITY ZONE FOLDER 


A study of bicycle ownership . 
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will show information on the ex- 
tent of use and brand popularity 
of about 100 cosmetic and toiletry 
products, including comparative 
data for 1949. 


No. 1126. Survey of Members of 
the Belleville, Ill., Lodge of 
Elks. 


Published by Elks Magazine, 
this report, to be available short- 
ly, reports on some 685 members| 
of the Belleville, Ill, Lodge of 
Elks, selected by the magazine as” 
a typical small American city.’ 
Data will include retail outlets, | 
buying power, number of families, 
income levels, etc. 


FARM 

MARKETS | 

| 

Note: Most items listed here are | 

available without charge, but not) 

all. Those requesting material) 

which bears a price will be billed 
by the publishers. 


No. 2001. Handy Reference File 
on the Arkansas Farmer and 
the Arkansas Farm Market. 


This folder contains a wide vari- 
ety of data on the Arkansas Far- 
mer’s audience coverage and on} 
the state. Sales volume in various) 
farm product classifications, gains 
in retail sales and in electrifica- 
tion of homes are among data 
shown. 


} 
No. 2002. Kentucky Leads the! 


Southeast. 


The Kentucky Farmer shows 
1949 production figures of live- 
stock and chickens in each of 12 
southeastern states. 


No. 2003. Kentucky Farmer Pure- 
bred Livestock Directory. 


This report by Kentucky Farmer 
is a directory of all members of 
Kentucky associations concerned 
with the principal breeds of pure- 
bred livestock. 


No. 2004. Facts about Capper’'s 

Weekly Families. 

Characteristics of Capper’s 
Weekly families and their homes 
are reported in this booklet, is- 
sued by Capper Publications. Data 
include number and type of auto- 
motive units owned and farm and 
non-farm residence of subscriber 
families. 


No. 2005. Power and Fuel for Ap- 


pliances and Heating. | 

Capper Publications has issued 
this booklet, which gives informa- 
tion on the types of power and 
fue] used in major appliances by 
Capper’s Weekly subscribers and 
the availability of electricity in| 
their homes. 


No. 2007. Selling Seasons for 


Twenty Farm Equipment Items. | 


The April, 1951, issue of Farm) 
Equipment Retailing, copies of 
which are available to advertisers 
and agencies, contains tabulations, 
charts and other data showing, 
nationally and _ regionally, the 


months when farm equipment, 


dealers sell different types of 
equipment. 


SHEBOYGAN 
WISCONSIN 


The LARGEST DAIRY CEN- 
TER in the WORLD, producing 
more than 55°% of the World’s 
AMERICAN CHEESE. Go 
after sales with your advertis- 
ing in the SHEBOYGAN 


PRESS. We will COOPERATE! | 


SEND FOR QUE SHEBBYGAN MARKET FOLDER 
walenatis Reowrwrerrioe wy 


WARD-GRIFFITH CO. 


The Ward-Griffith Co maintains off ces 


in all princupot advertising centers 
GET OUR CITY ZONE FOLDER 
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It’s a farm market, the richest on earth. It's a mass market, 
dominated by farmers. You can’t sell Mid-America without the farmer 
—nor the magazine that concentrates on him alone. 


pers Farmer 


Sells Mid ‘AN 


the richest Farm market on earth! 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


1949 Cost- 
Survey and 


No., 2006. The NRFEA 
of-Doing Business 
Study 
A report in full by Farm Equip- 

ment Retailing on the third an- 

nual findings of National Retail 

Farm Equipment Assn, and affil- 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Richest 

Province Having One-Third of Canada’s 

Total Population and 42% of Retail Sales— 
Bianketed by the 


TORONTO DAILY STAR 
— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
—50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Represented In United States By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


centers 
ZONE FOLDER — 


in all principal 
— GET OUR CITY 


iated state and regional groups on 
trends of sales, costs, margins, ex- 
penses and profits of the retail 
farm equipment industry. 


No. 2008. Production and Income 
Figures. 

American Poultry Journal gives 
the state-by-state figures on pro- 
duction and income in the poultry 
field. This covers number of hens 
on farms, number of pullets, 
pounds of chickens produced, eggs 
produced, turkeys produced, in- 
come figures for these classifica- 
tions, etc. 


No. 2011. Products Purchased by 
County Agents and Vo-Ag 
Teachers. 


Seventeen tables have been pre- 
pared by Better Farming Methods 
based on replies from more than 
one-third of its 2,000 county agent 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Ill. 
Please send me the following market data (insert number of each item wanted): | | 


CRRMD co ccr desi ccceecccccccesesetsesececece: teeececeeness PRUE aneaneepaeysesennsaseseneeee 
OND 005s cacenvhwkneessonsete 

BEBIOUD nies asccercscvccsenceseesss - 

hh ca i cas cirsacncsiceueessscss ..Stote .. 


and “vo-ag” teacher readers to purchases and use of visual aid| tory equipment. 
a questionnaire concerning their equipment, shop tools and labora- 


a red 


AES BM 


Represented Nationally by WARO-GRIFFITH CO. Inc. 


— No. 2009. 


Farms 


Hogs on lowa State 

A map showing the number of 
farms and number of hogs in each 
county of Iowa as of Jan. 1, 
1951, prepared by Wailaces’ Farm- 
er & lowa Homestead. 


No. 2010. Cattle on Iowa Farms. 
A map similar to No. 2009 above, 


by Wallaces’ Farmer & Iowa 
Homestead. 
No. 2012. The Door to the Golden 


Egg. 

This 20-page booklet published 
by American Poultry Journal con- 
tains a wide variety of statistics 
on the poultry industry, including 
state income and production fig- 
ures on eggs, chickens, chicks, etc. 


; 
} 
' 
; 


No. 2013. New England Agricul- 
tural Data Folder. 


Information on all phases of 
New England farming is compiled 
in this folder by New England 
Homestead. It contains latest data 
on acreage, production and value 
of leading farm crops, county fig- 
ures on number of poultry and 
dairy farms, value of farm ma- 
chinery by counties, etc. 


No. 2014. Some of the Things Mon- 
tana Farm Families Plan to 
Buy in 1951. 

This is the latest annual sur- 
vey of its kind by Montana Farm- 
er-Stockman. It covers farm 
equipment, electrical household 
appliances, foods, autos and trucks, 
etc., showing the number of farm 
families planning to buy the prod- 
ucts this year. 


a= 


Frucnovy, neighborly acceptance is the foundation of 
business. Such acceptance is further strengthened when 
you can "shake hands” with a large percentage of your 
customers. 


A survey by Nebraska Farmer 
of buying habits of Nebraska far- 


q 
No. 2015. Mineral Feed Survey. | 
mers as they affect mineral feeds 


WARD-GRIFFITH CO. 


for various livestock and poultry. h { 
‘ When you tell your advertising story in the Providence Journal- 
Quick Facts Bulletin, you have Rhode Island in the palm of your hand. The high No. 2016. Crop Sprayer Survey. 
reader interest and reader influence of these papers are positive Implement dealers’ replies toa = 
: ed ane 5 - A . Nebraska Farmer survey concern- H 
Population: 791 5896* forces in maintaining high effective buying power in Rhode Island. ing prospects for sales of crop | 
. sprayers in Nebraska. : 
Families: 232,100 It's a BIG market in a small package, and the Providence Journal- ——— ee re 
Retail Sales: Bulletin offers the most effective, most responsive and most eco- pie a 5 dleiggorabiacsat inl b i 
stionnaires were sen y 
$737,795,300 nomical coverage of Rhode Island. yo : 
Effective Buying Income: : . 
$1,147 aan ra Combined Journal-Bulletin, 188,886 HA® L ESTO Be 
’ ’ Providence Sunday Journal, 177,245 WEST VIRGINIA Hi 
Charleston — Vir — ‘s =1 Market, 
nketed 
*U. S. Census Other figures, Survey of Buying Power Estimates bar CHARLESTON. DAILY MAIL i | 
. Charleston, in the Magic Valley, is 
the Chemical Center of The World 
2. 1949 Average Family Income $6,087 
3. 1949 Effective Buying Income for 
Charleston & Kanawah County 
$317 ,184,000 
4. The Daily Mail Offers Effective 
PROVIDENCE JOURNAL-BULLETIN examinee | 
Lone 


The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
GET OUR CITY ZONE FOLDER — 
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Nebraska Farmer to rural route 
subscribers to obtain data on kinds 
and specific brands of dog foods 
they buy. 


No. 2018, Refrigeration Equipment 
in Farm Homes. 

In this report, Nebraska Farmer 
summarizes the replies to a ques- 
tionnaire it sent to subscribers in 
which it asked what kind of re-| 
frigerators and food freezers they 
owned, where they bought them) 
and their brand preferences. 


No. 2019. Motor Vehicles by Coun-| 
ties—Colorado. 


This is a list of the number of | 
passenger cars, commercial ve-| 
hicles, trucks, tractors and com-| 
bines in each county of Colorado, | 
prepared by Colorado Rancher & 
Farmer. 


No. 2020. Monthly Record, Colora- 
do Farm Cash Receipts. 
Colorado Rancher & Farmer has) 
prepared a report showing receipts | 
of farmers for livestock and for | 
crops in 1950. 


No. 2021. Cut Yourself a Slice of| 
the Arkansas Valley Sales Mel- 
on. | 
This folder by the Arkansas | 
Valley Journal gives populations, 
sales figures and other data on 
the 15 counties in Colorado served 
by the publication 


| 


No. 2022. U. S. Gross Farm In-| 
come from Production, 1915- 
1950. 

This year-by-year tabulation, by 
the Poultry Tribune, gives live- 
stock, crop, grain and hay, and 
poultry and egg income figures 


No. 2023. Eggs, Chickens, Turkeys, 

Broilers. 

Watt Publishing Co. has pre- 
pared a 24”-wide tabulation on 
production, prices and consump- 
tion of these products for each 
year since 1930. 


No. 2026. Corn, Oats, Soybean, 
Wheat, Hay. 

Bushels (or tons) of these prod- 
ucts produced in its own territory 
and other states are shown in 
separate three-color reports by 
Prairie Farmer. 


No. 2027. Acreage in Prairie Far- 
mer Land. 

Acreage given over to corn, oats, 
soybean, wheat and hay in the 
area served by the Prairie Far- 
mer are shown in reports by the 
publication. 


No. 2028. Location of Milk Receiv- 
ing Plants in the Chicago Milk 
Supply Area and Location of 
Surplus Milk Manufacturing 
Plants. 

Prairie Farmer has prepared a 
map and tabulation of figures 
covering this subject. Figures for 
1939 and 1950 are given. 


No. 2029. 1951 Buying Intentions | 
of Farm Families in Illinois 
and Indiana. 

Prairie Farmer, in this four- 
page folder, has reported the buy- 
ing intentions of Illinois and Indi- 
ana farmers concerning buildings, 


DAYTONA BEACH 


FLORIDA 
Florida's Year "Round Resort Reached By 
THE DAYTONA BEACH NEWS-JOURNAL 
1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. 
. Over $55,000,000 effective buying in- 
come. 
. Over $38,000,000 retail sales. 
. A quality market index of 140. 
. 1949 total advertising 10,066,667 lines. 
. National advertising gain 20.58%, 
compared to Nation's average 14.80%. 
SEND FOR QUR ADVERTISERS’ MERCHANDISING PLAN 
Represen By Vv. 2 


Obvenaver Jr. In Jacksonville 
And Nattonaliv Represented Rv 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


tractor equipment, general 


ing equipment. 


equipment and sprays and spray- 


plumbing, heating, cooking, house- No. 2030. Cattle, Hogs, Poultry, 
hold furnishings, vacation plans, 
electrical goods, automotive and 


Sheep. 

In separate reports, Prairie Far- 
mer gives state-by-state produc- 
tion figures on these subjects, as 
well as county-by-county data for 


its own area. 


No. 2031. Estimated Livestock Ex- 
penditures for Animal Health 


Products. 


This is a county-by-county re- 
port by Prairie Farmer on the 
amount of money expected to be 
spent this year separately and to- 
taly for animal health products 
by those dealing in cattle, hogs, 


THIS IS “ARNIE” HARKLOW — (Another W-G Salesman) 


Arnold N. Harklow pepe his newspaper work 12 years ago in the Credit Department ¢ 
Journal-Bulletin, later transferring to Merchandising Service| Report of a survey among deal- 
“Arnie”, a seasoned advertising sal 
well acquainted with all contacts in the Boston area, joined our Boston O: 
like any of our salesmen, will | help wae 
and work with you to get the most out of your advertising dollar 


Please note individual advertisements of our newspapers throughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 
. Plaza 5-7028 
... Superior 71-2485 
.. Trinity 3-6365 


of the Providence, R 
and then to National Advertising Sales 


year. Popular, able and energetic “Arnie”, 


Park Lexington Building 
Wrigley Building 
General Motors Building 


Statier Office Building .. Liberty 2-5669 

22 Marietta Street ...Walnut 1231 

215 Builders Building . 5-8020 

Russ Building Yukon 2-6028 
GET OUR city ZONE 


poultry and sheep, in the area 
covered by Prairie Farmer. 


No. 2032. Refrigerator and Home 

Food Freezer Survey. 

Report of a mail survey by 
Prairie Farmer among farm wom- 
en in its area concerning their 
refrigerators and home freezers, 
where they bought them and the 
brands they prefer. 


| 

No. 2033. Spray Equipment and 
Chemicals Survey. 

n-|ers in the Prairie Farmer area by 
the publication, concerning deal- 
ers’ estimates of 1951 sales vol- 
ume in this line. 


vey. . 
This gives results of a survey 
conducted by mail among farm) 


seed corn. 


Alliance Review 


Athens Messenger 


. Bellefontaine Examiner 
| 


Bellevue Gorette 


Ra Bucyrus Telegraph-Forum 


Celina Stendard 
Chillicothe Gazette 
Circleville Herald 


Coshocton Tribune 
Nox: Delaware Garette 


bs East Liverpool Review 
‘ Elyria Chronicle-Telegram 
Findlay Republican-Courier 


Be - Fostoria Review-Times 


) Geneva Free Press 


Ironton Tribune 


logan News 
Marietta Times 
Marion Star 


WR ere eM 


Marysville Tribune 


Mt. Vernon News 
Newark Advocate 


Piqua Call 
Portsmouth Times 


Rovenna-Kent Record 


Solem News 
Sidney News 


Trey News 


Ubrichsville Chronicle 
= 


Urbona Citizen 


Van Wert Times-Bulletin 

Warren Tribune Chronicle 
* Washington C. MH. Record-Herald 

Wilmington News-Journal 


; Wooster Record 
' Xenia Garette 


Zanesville Times-Recorder & Signol 


: Ashland Times-Gorette 
Ashtabula Stor-Beacon 


Bowling Green Sentinel-Tribune 


~ Cambridge Jeffersonian 


Conneaut News-Herald 


} Fremont News-Messenger 
b Hamilton Journal News 

5 

; 


Kenton News-Republican 
Lancaster Eagle-Garette 


Martins Ferry Times-leader 


Middletown Journal 


New Philadelphia Times 


©) 


Tiffin Advertiser-Tribune 


44 


Painesville Telegraph 


lo a job 


Ohio is the 5th largest market in the United 
. if you reach it all! Retail sales total 
$6,622,697,000.* The important part from cities 
and towns of less than 100,000 population, 
beyond the influence of metropolitan papers on your 
list, exceeds retail sales in such states as Kentucky, 
Tennessee, Oklahoma and Kansas. Retail sales 
in the area covered by Ohio's home-town 
dailies exceeds that of 34 states. And 
these sales are where good distribution 
and dealer organizations mean 
excellent service to the consumer 
and rapid turnover. WRITE, PHONE 
OR WIRE AND ASK THE OHIO SELECT 
LIST MAN TO CALL AND EXPLAIN 
THE EASY ‘ONE ORDER-ONE CHECK" 


WAY OF COVERING OHIO. 


No. 2034. Hybrid Seed Corn Sur-| 
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No. 2035. Milk Pasteurization Sur- 
vey. 

A survey among 1,500 Illinois 
and Indiana farm families by Prai- 
rie Farmer to determine the ex- 
tent to which farm families pas- 
teurize milk consumed in their 
own homes. 


No. 2024. Number of Vehicles and 
Oil Consumption in Prairie 
Farmer Land. 

Prairie Farmer has compiled 
figures on the number of tractors, 
Passenger cars and trucks, and on 
the amount of oil each group uses, 
in the area it covers. 


No. 2025. Tractors. 

The county-by-county total of 
tractors in the area served by the 
| Prairie Farmer are shown in a 
| map prepared by the publication. 


TBORTON families in Illinois and Indiana by No. 2036. Bakers’ Yeast Survey. 
‘cuamerse | Prairie Farmer to secure infor- 
SAN FRANCISCO | mation on the purchase of hybrid) tells results of a survey among its 


In this report, Prairie Farmer 


“research panel” of farm women 
|}concerning their use of baker's 
yeast. 


No. 2037. Buying Intentions of 
Farm Families in Wisconsin. 
The research department of 

Wisconsin Agriculturist & Far- 

mer shows the 1951 buying plans 

of Wisconsin farmers for build- 
ing material products, household 
furnishings, electrical goods, 
plumbing, heating and cooking 
products, auto and tractor equip- 
ment, and farm and spraying 
equipment. Reports are also avail- 
able on separate products, show- 
ing farmers’ opinions about speci- 
fic types, brand preferences, etc. 


No. 2038. Buying Intentions of 
Farm Families in Iowa. 
This report is comparable to 

that on Wisconsin, described above 

as No. 2037. Individual reports are 

also available (as in No. 2037) 

|\from Wisconsin Agriculturist & 

| Farmer concerning brand pref- 
| erences, etc., by lowa farmers. 

No. 2039. Character Study of the 
Record Stockman Reader. 

The Record Stockman has com- 
pleted a second survey among live- 
‘stock producers in the Rocky 
|Mountain area containing infor- 
mation on the incomes, buying 
habits (personal and business) and 
plans of its readers. 


| No. 2040. Colorado Motor Vehicle 

Listings. 

Colorado Rancher & Farmer 
lists passenger cars, commercial 
vehicles, trucks, tractors and com- 
bines by counties. 


No. 2041. Colorado Ten Year Cash 
Farm Income Record. 
This report by Colorado Rancher 
& Farmer gives income from crops, 
livestock and government bene- 
fits. 


No. 2042. 1950 Monthly Record of 
Colorado Farm Cash Receipts. 
Colorado Rancher & Farmer lists 
income from livestock and crops. 


No. 2043. Colorado Crop Sprayer 
Survey. 

Compilation of opinions of Colo- 

rado dealers on farm sprayer sales 


| NEW JERSEY 
| A Wealthy } For Your Product 
| Covered By The 


ELIZABETH DAILY JOURNAL 
1. Metropolitan high spot of New 
Jersey. 
2. Union County market indez 115. 
3. Net buying income $634,201,000. 
4. Retail sales $330,948,000. 
ASK FOR ADDITIONAL MARKET FACTS 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward Griffith Co. maintains offices 

in oll pencpal advertising centers 
GET OUR CITY ZONE FOLDER - 
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and equipment are included in 
this study issued by Colorado Ran- 
cher & Farmer. 


No. 2044. Colorado: A Leading 

Agricultural State. 

1950 agricultural production and 
Colorado’s rank among states for 
each item are tabulated in this 
pamphlet issued by the Colorado 
Rancher & Farmer. Also shown are 
figures on livestock, farms and 
acreage of crops. 


No. 2045. Survey of Brand Pref- 
erences of Domestic Food Prod- 
ucts. 

Colorado Rancher & Farmer has 
compiled rural preferences for 
brands of yeast, flour, coffee, 
baking powder, breakfast food and 
pancake flour products. 


No. 2046. Automotive Dealer Spot 
Check. 

A breakdown by counties of ve- 
hicle preferences in Colorado, in- 
cluding type of payments, com- 
piled by Colorado Rancher & Farm- 
er. 


No. 2047. 1951 Buyina Require- 
ments of Colorado Ranch and 
Farm Families. 

Colorado Rancher & Farmer 
presents proposed 1951 purchases 
by Colorado farmers, compiled 
from questionnaire data. 


No. 2048. Progress Bulletins on 
Western Canada. 


The Country Guide, Winnipeg, 


publishes, periodically, these Pro- | 


gress Bulletins, containing a vari- 
ety of information about the west- 
ern Canadian rural market. They 


include such data as farm income, | 


crops and livestock, value of pro- 
duction, etc. 


No. 2049. Corn and Hay. 
Breeder's Gazette lists acreage 

and yield of corn and hay, devel- 

oped from a nationa] survey. 


No. 2050. The Power Farmers. 
This collection of tables and 
articles on the advantages of pow- 
er-driven farm machines is avail- 
able from the Breeder's Gazette. 


No. 2051. Facts and Figures and 
Market Data File. 

This booklet, published by Farm 
Implement News, describes the ex- 
tent of the farm equipment indus- 
try and trade, and its tabulations, 
charts and editorial material an- 
swer the question, “What’s the 
farm equipment dealer?” 


No. 2052. List of Farm Equipment 
Jobbers and Manufacturers’ 
Agents. 

This list of farm equipment job- 
bers and manufacturers’ agents 
serving the farm equipment indus- 
try gives names and addresses of 
jobbers, types of lines handled, 
facilities offered, etc. Prepared by 
Farm Implement News. 


No. 2053. 1950 Buyer's Guide Is- 
sue with Implement Repair In- 
formation. 

Farm Implement News’ April 
25 issue contains its still-avail- 
able annual section devoted to list- 
ing manufacturers’ names and ad- 
dresses, listed by classifications of 


HAVERHILL 


MASSACHUSETTS 


A Key City Of 60,696 City Zone 
Population Reached By The 


» HAVERHILL GAZETTE 
1. World shoe making center. 
2. Western Electric Co. manufac- 
turing center. 
3. Effective merchandise help. 
4. Business is good in Haverhill. 
REQUEST MORE FACTS—ADVERTISE IN HAVERHILL 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 

in all principal advertising centers 
— GET OUR CITY ZONE FOLDER - 


farm equipment they make. 


No. 2054. Vacation Travel by Ru- 
ral America. 

Curtis Publishing Co.’s second 
vacation travel survey shows 
method of traveling, distance cov- 
ered, and the like, by rural mem- 
bers of the Curtis research panel. 


No. 2055. 
Richer. 
Wildrick & Miller, New York 

agency, has prepared this booklet 

to show how the farmer has be- 
come better off in the past ten 
years. 


Fewer...Larger... 


'No. 2056. Automotive Equipment 


& Supplies. 
This 64-page booklet by Capper 


Publications, based on a study of 
Missouri Ruralist subscribers, 
shows ownership of automotive 
equipment and the use of fuel, 
lubricants and accessories for the 
equipment. 


No. 2057. Dixie Data. 


A collection of current informa- 
tion on the southern and national 
farm market, in loose-leaf form, 
is offered by Progressive Farmer. 
It lists data on number of farms, 
farm income, crops, livestock, 
automotive and farm machinery, 
farmers’ assets, mortgage debts 


compared with farm income, elec- 


trification and running water 
service, livestock, poultry produc- 
tion and feed buying in separate 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


In CANADA 


THE STAR WEEKLY 


sheets. Particular interests should 
be specified when ordering, as the 
material is not sent out as a whole. | 


No. 2059. Recreation, Arms & — reaches more Canadians 
munition Survey of Southern 


Farm Families. than any other publication 
Progressive Farmer sampled its 
subscriber list about vacations and| It Can Help Your Company 
transportation used; hunting, 
camping and fishing activities; Increase Sales in Canada 
type of hunting; type and brand 
of gun owned; type and brand of 
ammunition bought; familiarity 
with flashlight and battery, and 
gun and ammunition ads. 


WARD-GRIFFITH CO. 
The Ward Griffith Co maintains offices 


in all principal advertising centers . 
-~ GET OUR CITY ZONE FOLDER 4 


Retail Sales Reach $665,000,000 in 1950 


Busy, bustling Miamians didn’t even pause to catch their 
breath when the U.S. Census counted 495,086 residents 
in Metropolitan Miami in 1950. They went right on 
building 25,000 family and apartment units during the 
year to care for the continuing influx of new residents. 


By year’s end Miami's population reached 501,400*, and 


has kept right on soaring ever since. 


Retail sales zoomed to a new record of $665,000,000 
in 1950, a 26% increase over the year before. Effective 
buying income reached an all-time high of nearly 700 


million dollars. 


The facts all prove that Florida’s Gold Coast is now 
more than ever one of the nation’s prime markets. And 
The Miami Herald is the prime medium that delivers 
this great buying power...the newspaper that’s First in 
Florida for circulation, coverage, and results. See your 


SB&F man today for all the details. 


*1951 Survey of Buying Power 


MIAMI -- An International Market 


JOHN S. KNIGHT, Publisher 

STORY BROOKS & FINLEY, Notional Reps. 
A. S. GRANT, Ationto 

Affilicted Stations - WQAM, WQAM-FM 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


No. 2060. Baking Survey. 

Figures are given in this samp- 
ling of Progressive Farmer sub- 
scribers on baking habits—fre- 
quency, and type; amounts of can- 
ning and freezing; electrification 
and ownership and brand of food 
mixers. 

2058. Survey on Powdered 
Skim Milk. 

The results of a poll of subscrib- 
ers to Progressive Farmer, giving 
figures on dry milk users, brand 
preferences and specific uses to 
which the product is put. are con- 
tained in this booklet. 


No. 


No. 2061. What Cosmetics Do You 

Use? 

Progressive Farmer has com- 
piled data on types of cosmetics 
used, where purchased last, where | 
purchased formerly and brands | 
preferred, from a random samp-| 
ling of its subscribers 


No. 2062. Survey on Use of Cotton 
Feed Bags. 

This pamphlet summarizes a 
survey Progressive Farmer made 
of a part of its subscribers for the 
National Cotton Council. It in- 
cludes data on bag preferences, 
@isposition of emptied bags, opin- 
i@ns about cotton bags, home utili- 

value of bags and opinions 
abo packing fertilizer in cotton 
gs. 


2063. Survey of Dog Food. 

A sample of Progressive Far- 
r’s subscribers gives dog owner- 
ip per family, use of dog food 
+ these families, type of packag- 
used, quantities of individual 
chases, brand preferences and 
h@w often and where dog food is 
- hased. It also estimates aver- 


a@fe monthly and annuaij purchases 
of families for each type of pack- 


agin g 


| 
N@. 2064. 1 have SEEN the South. | 
Progressive Farmer has 


re-| 
printed an address by Dr. Paul W. | 
Chapman of the University of) 
Géorgia, which contains figures on 
thé amount and sources of south- 
erm farm income, electrification, | 
industrial expansion, mechaniza- 
tion and crop concentrations in the 


South. 
No. ..2065. 1950 Estimated Texas 
Cash Farm Income. | 


Progressive Farmer collaborated 
with the University of Texas in| 
preparing these tables on Texas) 
farm income trends since 1940; 
1950 farm income broken down 
into products; monthly income by 
districts; and estimated 1950 in- 
come by counties and districts 


No. 2066. Counties of the U. S. 
Classified by Farm Income 
Quality Groups 
Capper Publications presents 


tables and graphs of the number of 
farms with over $3,000 incomes; 
their radio, electricity, running 
water and telephone service; auto, 
truck and tractor ownership; and 
income, as compared with the 


LYNCHBURG 


VIRGINIA 
An Industrial Center, A Virginia Key 
City Reached Through 


THE LYNCHBURG NEWS & ADVANCE 
1. Effective buying income 
$66,994,000. 

Quality of market index 113. 
City zone population 47,241. 
Lynchburg cannot be sold from 
the outside. 

ADVERTISE IN LYNCHBURG-GET OUR MARKET FOLDER 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


inal! principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Cote 


complete farm population. Also, 
automotive ownership in counties 
with varying proportions of $3,000 
income farms, and maps showing 
the location of these counties, for 
each percentage range. 


No. 2069. Farm Craftsmanship. 

In this study of Capper’s Farmer 
subscribers are lists of farm main- 
tenance jobs and types of new con- 
struction, giving for each item the) 
proportion of jobs done by the| 
farmer himself. | 


No. 2070. Laundry Equipment and 
Cleaning Supplies on Farms. 
Capper’s Farmer polled a sam- 


|ple of its subscribers on owner- 


ship, use, type, brand preference | 
and age of their washing machines, | 
irons and water heaters. Figures 
are shown on water hardness and 


laundry supplies used; use of de- 
tergents; brand preferences for 
wall, floor and woodwork cleaners, 
glass, dairy equipment, metal and 
other cleansers and polishers. 


No. 2067. Farmers are the Most 
Likely Cash Customers. 
Capper’s Farmer engaged the 

University of Michigan to make 

this comparison of cash buying 

habits of the farm and non-farm 
population. 

No. 2068. Counties Reached by 

Television. 

This folder presents a U. S. map 
showing counties reached by tele- 
vision as of January, 1951, and an 
estimate of the percentage of farm 
families owning television sets as 
of April, 1950. 


No. 2071. If You Are in the Auto- 
motive Industry... 
Comparative figures on automo- 

bile ownership and use for the U.S. 

and other countries with data on 


type of softener used: brands of|the percentages of car ownership 


in various population concentra- 
tions within the U. S. is offered 
by the Farm Journal. Also, a 
comparison of percentages of car 
ownership for U. S. urban and 
rural dwellers on different income 
levels, of automotive sales in small 
and large communities and speci- 
fically among farm families. 


No. 2072. 1,390,000 Southern Ru- 
ral Families. 

Farm and Ranch-Southern 
Agriculturist, from a poll of 1% 
of its subscribers, presents figures 
on farms with electrification, re- 
frigeration, radios, running water, 
available gas, automobiles, trucks 
and tractors; projected purchases 
of appliances, sewing machines, 
linoleum, carpets, vehicles, and 
bathroom equipment; and pro- 
posed installations of running wa- 
ter and gas. 


No. 2073. Cash Receipts from Farm 
Marketings. 
Farm & Ranch-Southern Agri- 
culturist compares 1949 and 1950 


Advertising Age, May 14, 1951 


farm income for 


States. 


15 southern 


No. 2074. Automotive Equipment 
and Supplies. 

This study tells of the ownership 
of automotive equipment and use 
of fuel among Kansas Farmer sub- 
scribers. Data include makes of 
equipment owned, brands of gaso- 
line, oil and accessories use, place 
of their purchase, quantity of oi] 
purchases and distribution by 
months and frequency of lubrica- 
tion. There are supplementary fig- 
ures on the size of farms and 
tenancy. 


No. 2076. The Capper’s Farmer 
Automotive Market. 
Subscribers were polled on own- 
ership of automobiles, tractors, 
trucks and mounted engines, and 
the numbers on each farm, year 
of manufacture, year of purchase 
and type or model. On piston rings, 
data are furnished on who makes 
the installation for each type of 
engine and the months in which 


HELIUM PLANTS 


Everyone will agree that a Texan’s first love is TEXAS. He is conscious of his 
neighbors (Mexico to the south, the United States to the north and east), but his 
principle interest lies in the lusty, gusty doings of the Lone Star State, where 
men are men and frequently millionaires as well. 


Yes, and that’s the reason Mr. Texas (and Mrs. Texas, too) is attracted by what 
he finds in his own Locally-Edited Magazines. In Texas or Missouri, New 
Jersey or South Carolina, people are just naturally interested most in persons, 


places and events that are closest to them . 


.. and readers get what they want 


in each of the twelve Locally-Edited Magazines. Result: our leadership in 
Readership . . . and your greatest advertising value.* 


2% Make us prove it! Contact any of the following i Branh 


Jann & Kelly, John Budd Co., Kelly-Smith Co., 


) Mare & Ormsbee, 


Co., Cresmer and Woodward, 
Osborn, Scolaro, Meeker & Scott. 


GAS FIELDS 


CATTLE 
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they are purchased; and preferred 
months of purchase for accessories 
are tabulated. 


No. 2077. Combining Farm Maga- 
zines for the Most Effective 


Coverage. 

The report, published by Cap-| N 
per’s Farmer, contains tables 
showing how effectively farm| 


magazines, singly and in combina- | 


tion, cover farms by counties. Cov- 
erage of high income quality coun- 
ties, counties in each of which 
30% of the farms have income 
above the U. S. average, and low 
income quality counties, where 
less than 30% of the farms have 
income above the U. S. average. 
Tables permit the user to build 
his own magazine list by com- 
bining publications: by counties, | 
states and regions; by income | 
groups, and by degrees of cov-/ 
erage. 


No. 2075. Beverages, Use and' 
Brand Preference 
Capper’s Farmer sampled _its| 


| ment 


subscribers and reports on the 
number of persons drinking, 
amount and brands preferred for 
the following items: Regular and 
instant coffee, tea, juices, milk, 
flavored syrups and powders and 
bottled soft drinks 


o. 2078. It Pays to Advertise. 
Data published by Farm Jour- 
nal, for the most part based on 
findings of Industrial Surveys, 
which compare service magazines’ 
coverage with that of Farm Jour- 
nal. 


No. 2079. 1951 Buying Intentions | 


of Farm Families in Minnesota. 

Data compiled by The Farmer 
on the buying intentions of 1,500 
Minnesota farmers. Information 
covers buildings, plumbing, heat- 
ing, cooking, household furnish- 
ings, vacation plans, and electrical 
appliances as well as other elec- 
trical devices. Also included are 


figures on automotive and tractor | 
equipment, general farm equip-| 


and and 


equipment. 


sprays spraying 


COTTON BOWL 


OIL REFINERIES 


TRUCK FARMING 


Twelve weekly newspaper 


Touch for highest reader interest, greater advertising valve. 
TOTAL CIRCULATION: OVER 2,750,000 COPIES WEEKLY 


The Loca! Touch in Sen Antonio 


No. 2080. 1951 Buying Intentions 
of Farm Families in the Da- 
kotas. 

The Farmer has published data 
similar to that indicated in the 
preceding item, for 1,500 Dakota 
farmers. 


No. 2081. Brands of Coffee Used 


and Preferred by Upper Mid-| 


Families. 

Complete figures on brands used 
and brands preferred have been 
compiled by The Farmer to indi- 
cate the coffee buying habits of 
farm families in Minnesota, North 
and South Dakota. Information 
listed includes data on more than 
20 brands of coffee. 


west Farm 


No. 2082. Survey on Autos, Trucks 
and Tractors and the Products 
Used for Them. 

This study, prepared by The 

Farmer, covering farm families in 


Minnesota, North and South Da-| 


kota, offers a wealth of informa- 
tion on the size of farms in the 


Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


area, type of tenancy, ownership | No. 2083. Consumer Survey on the 


of automobiles, trucks and tractors, 
and engines, years in which the 
various vehicles were purchased, 
brands of gasoline or fuel used 
most, plus the use of additional 
brands of gasoline and fuel. Also 
| covered is information on the place 
of purchase of fuels, replacement, 
and brand names of tires, batter- 
ies, etc., and allied data. 


No. 2084. Mineral Feed Survey. 

A survey of mineral feed buying 
habits of subscribers to The Farm- 
er. Data includes per cent buying 
minerals for feed, where purchases 
were made, seasons in which min- 
erals will be fed to hogs, beef 
cattle, dairy cattle, turkeys, chick- 
ens and sheep. Also includes in- 
formation on number of brands of 
minerals usually fed and sources 
| of best information for planning a 
| feeding program 


Foreign Kings and far-off potentates are all right for 


history books . . 


but in San Antonio their King 


Antonio is much more interesting. This year's Fiesta 


COTTON MARKETS 


magazines featuring The Local 


King is loske’s president, J. H. Calvert. 


The Local Touch in Houston 
This issue of The Houston Chronicle Magazine 
joined with all Texas—and Houston in particular — 
to celebrate the 115th anniversary of General Sam 
Houston's victory over Santa Anna. 


THE NASHVILI E 


SALT 
— DESERE] 


HOUSTON 
CHRONICLE 


TENNESSEAN 


LA 


KE Crry 
NEWs 


Farm Use of Peanut Butter. 

This study is a report prepared 
by The Farmer on the use of pea- 
nut butter by its subscribers in the 
Upper Midwest. Information in- 
cludes favorite methods of using 
the product in cooking, preferred 
container sizes, brand preferences 
and more than four pages of “com- 
ments” by families 


No. 2085. A Farm Mattress Survey 

This report on the farm mat- 
tress market was prepared by The 
Farmer, and covers such informa- 
tion as the number of mattresses 
in the home, features most looked 
for when purchasing a new mat- 
tress, sources depended upon for 
information about mattresses, and 
preferences for box or coil springs 
as a mattress foundation. 


No. 2086. Dog Feeding Survey 
The Farmer's report on dog 
ownership of its subscribers covers 
number of dogs owned by each 
farm, the dogs’ ages, breeds, prin- 
cipal item in the dogs’ diet, plus 
supplementary food, preferences 
for dry or canned dog food, and 
statistics on brands usually pur- 


jee (both dry and canned). 


| cludes types used, 


No. 2104. Buying Intentions S@r- 
vey. : 
Pacific Northwest Farm Quad, 

Spokane, offers its annual st@dy 

(1951) of farm residents’ buying 

intentions, brands and amountg to 

be bought by farmers in Wagh- 
ington, Oregon, Idaho and Ut@h. 

The survey covers 145 differg@nt 

types of products from food to 

farm equipment. Comparisons with 
actual purchases for 1950 and 

1949. 

No. 2087. A Crop Sprayer Survey. 
This survey, conducted by The 

Farmer among 1,594 Minnes@ta 

implement dealers, reports on the 

number of sprayers sold in 1949 

and 1950, the number of sprayé@rs 

in stock at the time of the survé@y, 
number of high clearance wu 
sold in 1950, estimate of sprayer 
sales prospects for 1951, and types 
of sprayers preferred by brafid 
and mounting : 


No. 2088. A Survey on Chains for 
Autos, Trucks and Tractors. 
This report, by The Farmer, 

covering farm families in Minne- 

sota, North and South Dakota, of- 
fers information on tractor, pas- 
senger car and truck ownership, 
plus ownership of chains for each 
type of vehicle. Data on chains in- 
and for what 
purposes at what seasons of the 
year. Also reported on are re- 
spondents’ estimates of improved 
efficiency in traction of tractor 


| tires in the past two years 


No. 2089. A Survey on Refrigera- 

tors and Home Food Freezers. 

This survey, conducted by The 
Farmer, covers refrigerator equip- 
ment in farm homes, and includes 
data on brands, storage capacity, 
place of purchase, and “comments” 
on both home freezers and refrig- 
erators 


NORTH CAROLINA 
A Self Contained, Isolated Market 
Reached Through The 
NEW BERN SUN-JOURNAL 
We will help you merchandise your 
campaign in the Sun-Journal to 
reach the $19,249,000 effective buy- 
ing income of New Bern. Test your 
campaign in the New Bern market. 
REQUEST MORE FACTS—ADVERTISE IN NEW SERN 


x 2 


» hepresented uy 


WARD-GRIFFITH CO. 
The Word Griffith Co maintains offices 


in all prncipal advemtiung centers 
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Available Market Data—Farm 


To secure copies of data listed, use the handy coupons 


No. 2092 
Shortening by 
Farm & Ranch 
culturist 
This study 


Survey of the Use of on the families using shortening, 
Subscribers of shortening purchased at stores and 
Southern Agri- produced on the farm, brands in 
use, size of packages preferred and 
average amount used per month 


covers information 


and per year, per family. 


No. 2093. The Ohio Farm Market 

This analysis of Ohio agricul- 
ture, prepared by The Ohio Farm- 
er, offers data on farm income and 
buying power, population, facili- 
ties and equipment, feeds, live- 


stock, livestock products, fertilizer 


and crops. 


Loyal Phillips is General Manager of 


represented by the 


THIS IS LOYAL PHILLIPS — (General Manager) 


THE FASTEST GROWING NEWSPAPER 
IN UNITED STATES—THE LAKE CHARLES, 
LOUISIANA, SOUTHWEST CITIZEN 


Starting from “scratch” on August 14, 1949, the Sunday Southwest Citizen 
gained leadership in local, general and classified advertising and the daily 
Citizen is right up there too. Lake Charles is the 4th market in Louisiana. 
Schedule your advertising in the growing newspaper, the Southwest Citizen, 


WARD-GRIFFITH CO. 


With Offices In All Principal Advertising Centers 


No. 2090. Consumer Survey on the 
Farm Use of Bleach-Disinfect- 
ants. 

Data in this report by The Farm- 
er covers brands of bleach-disin- 
fectants, bottle size usually pur- 
chased, place purchased, and uses, 
both around the house and on the 
farm. 


No. 2091. Farm & Ranch—Southern 

Agriculturist Fact Sheets. 

Farm & Ranch—Southern Agri- 
culturist has compiled statistics on 
farm income, purchasing power, 
use of automotive equipment, farm 
cash income, farm electrification, 
etc., of farms in the South. 


No. 2094. The Michigan Farm Mar- 
ket. 

An analysis of Michigan agricui- 
ture, prepared by The Michigan 
Farmer, covering data on farm in- 
come and buying power, popula- 
tion, facilities and equipment, 
feeds, livestock and livestock prod- 


| ucts, fertilizer and crops. 


| NEED MORE FACTS.. 


i TO HELP YOU SELL INDUSTRY’S BIGGEST MARKET? 


r} + 

; ¢ 
.§ ; If you need additional information about FACTORY’s market — the plant oper- 
: N ating group in the manufacturing industries — there's plenty of it waiting for you. 
. Your FACTORY representative will be glad to give you copies of the literature 


described at the right. And he has plenty of other material that you'll be inter- 


2 | ested in, too. 
q 
§ 
: 


FROM THE MANUFACTURING INDUSTRIES?” 


ag “FACTS ABOUT FACTORY” 
of (NIAA Presentation) 


FACTORY DATA SHEETS 


“HOW TO HELP YOUR SALESMEN GET BUSINESS 


A 42-page book which describes organ- 
ization and buying practices in manufac- 


turing plants. 


Publisher's sales presentation prepared in accordance with the 
NIAA sales outline. 


Up-to-date sheets describing FACTORY’s Market, Circulation, 
Editorial, Advertising Effectiveness. 


, Handy form to illustrate how industry buys. Your FACTORY repre- 


your product. 


“LET THESE FACTORY-MINDED MEN TELL YOU 
; WHY THEY READ FACTORY” 


“ACTION” 


sentative will show you the buying influences that are interested in 


Typical readers tell how FACTORY helps 


them in their jobs. 


Editorial history of an industrial magazine in the period 1945-1950. 


You should have a copy of each of these. Be sure to ask for it. 


In the meantime, remember these facts: 

1. The manufacturing industries is the largest 
single market for most industrial equipment. 
2. The plant operating group is the most influ- 
ential in the buying of most industrial mate- 
rials, tools, equipment and supplies. 

3. FACTORY has more circulation and more 


® ® 


A McGRAW-HILL PUBLICATION 


330 W. 42nd ST., NEW YORK 18, N.Y. 


readership among the plant operating group 
than any other industrial magazine. 


That's one reason why FACTORY carried a 
greater dollar volume of advertising in 1950 
than any other monthly industrial magazine, 
and carried substantially more pages of adver- 
tising than any other magazine in its field. 


FACTORY 


MANAGEMENT AND MAINTENANCE 
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No. 2095. The Pennsylvania Farm 
Market. 

This analysis of Pennsylvania 
agriculture, published by The 
Pennsylvania Farmer, covers farm 
income and buying power, popula- 
tion, fertilizer and crops, feeds, 
livestock, and livestock products. 


No. 2103. Hog Population Map. 
National Livestock Producer of- 
fers this map of the U. S. which 
indicates distribution of hogs 
throughout the country. 


SOON TO BE PUBLISHED 


No. 2096. Brand Preferences of 
Progressive Farmer Readers. 
A new food and food products 
brand preference report of read- 
ers of Progressive Farmer will be 
available about Sept. 1. A report 
also will be available on cosmetics, 
drugs and household products. 


No. 2097. Farm Facts Charts 
Available in the near future, 
these charts, published by Farm & 
Ranch—Southern Agriculturist, 
cover a variety of subjects, from 
the number of farms in 1950 (by 
state) to 4H enrollment, television 
coverage, and Future Homemakers 
of America enrollment 
No. 2098. 
Story. 
Scheduled for future publication 
is this brochure describing Dakota 
resources and crop and livestock 
production, published by The Da- 
kota Farmer. 


1951 Dakota Wealth 


No. 2099. Colorado Cash Farm In- 
come 
A ten year record of the cash 
farm income for Colorado is sched- 
uled for future publication by 
Colorado Rancher & Farmer. 


No. 2100. Cost of Doing Business 

Survey. 

An annual study, made for Farm 
Equipment Retailing, this report 
will be available in reprint form 
after June 1. 

No. 2101. County Breakdowns for 
Montana and Wyoming. 

A study of farm families in Mon- 
tana and Wyoming, covering major 
classifications such as farm trac- 
tors by counties, as well as break- 
downs with reference to other 
farm equipment, is scheduled for 
publication toward the end of 1951 
by Montana Farmer-Stockman 
No. 2102. Midwest Brand Prefer- 

ence Survey. 

The Nebraska Farmer and all 
papers in the Midwest Farm Pa- 
per Unit plan an extensive brand 
preference survey on all grocery 
products some time this spring 
The survey will be made among 
every 100th farm home in the en- 
tire eight-state area covered by the 
Midwest Unit. After tabulation, it 
will be available free to advertis- 
ers upon request 


Use The Coupons 
in Requesting Data 


PATERSON 


NEW JERSEY 
3rd City in New Jersey Covered With 
THE PATERSON CALL 
In 1949 the Morning Call carried 
more than 7,000,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 
REQUEST MORE FACTS—ADVERTISE IN THE CALL 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principol ing centers 
— GET OUR CITY ZONE FOLDER — 
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Note: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
at the stated price by the publish- 
ers. 


REGIONAL 


No. 3600. Directory of Floor Cover- 
ing Lines. 

Priced at 25¢, this Journal of 
Commerce directory lists major 
manufacturers of floor coverings, 
including linoleum, felt base lines, 
asphalt tile, linen, cotton, wool and 
wool blends. Names of lines, sizes 
and construction data is included. 


No. 3691. New Products and Serv- 
ices. 

This is the sixth annual Journal 
of Commerce survey of new prod- 
ucts developed during the preced- 
ing year. Full descriptions of each 
of the products are listed in the 80- 
page booklet, and they are classi- 
fied in 53 categories. Names and 
addresses of manufacturers are in- 
cluded. The price for the booklet 
is 50¢. 


No. 3602. Directory of U. S. Import 
Concerns. 

The 1951 edition of this direc- 
tory, priced at $5, contains a com- 
plete list of all companies import- 
ing goods through the Port of New 
York during the three years prior 
to publication, with addresses of 
each. The companies have been 
classified according to the kind of 
goods imported. The Journal of 
Commerce also has these names on 
stencils, available for rental. 


3603. The Double Decade of 
Decentralization. 

A four-page folder published by 
Ralph R. Mulligan, New York, 
which shows for each of the ten 
biggest cities the percentage each 
city showed in 193 and in 1950 of 
its own state’s total in population 
and retail sales. A companion sheet 
shows for all U. S. cities over 500,- 
000 a comparison between those 
cities’ percentage of their own 
state’s total retail sales volume and 
gasoline service station volume. 


No. 


No. 3604. Burgoyne Test Cities. 

Burgoyne Grocery and Drug 
Index, Cincinnati, has issued this 
folder, which briefs the Burgoyne 
group of test cities, summarizes the 
markets and store panels, and 
shows examples of the way the 
test city program has been used by 
national advertisers and brands 
that have been market tested by 
Burgoyne 


No. 3605. Grocery Product Distri- 
bution in 12 Scripps-Howard 
Markets. 

The fourth survey by the 
Scripps-Howard organization of 
the distribution of grocery prod- 
ucts in Cleveland, Pittsburgh, Co- 
lumbus, Cincinnati, Indianapolis, 
Denver, El Paso, San Francisco, 
Knoxville, Memphis, Fort Worth 
and Houston. Shows percentage of 
distribution for hundreds of indi- 
vidual grocery store items. 


PEORIA 


ILLINOIS 
Buying Center For The Rich 13 County 
PEORIArea Market Blanketed With 
THE PEORIA JOURNAL STAR 
1. First metropolitan market in 
Illinois (except Chicago). 
2. Metropolitan pop. 250,000. 
3. “Best TEST newspaper in U.S.” 
4. Per capita income—51% above 
Nat'l Ave. 
SEND FOR “PEORIAREA FACTS FOR FIFTY” FOLDER 


ationally Represented 
WARD-GRIFFITH CO. 
The Word-Griffith Co maintains offices 
in all principal advertising centers 
- GET OUR CITY ZONE FOLDER 


No. 3606. Everybody Reads the 

Color Comics. 

An unusual booklet published by 
the John Budd Co., New York, on 
behalf of the Progress-Index, 
Petersburg, Va.; Press-Chronicle, 
Johnson City, Tenn.; and the fol- 
lowing North Carolina papers: 
Burlington Times-News; Fayette- 
ville Observer; Gastonia Gazette; 
High Point Enterprise; Rocky 
Mount Telegram; and Salisbury 
Post. Gives market and popula- 


tion data singly and in combina- 
tion 


ALABAMA 
No. 3000. Consumer Analysis of 
the Birmingham News and 


Post-Herald, 1951. 

Covers approximately 200 prod- 
ucts in the food, soap, toiletries, 
beverages, home equipment, auto 
and tobacco classifications. In- 
cludes data on percentages of fam- 


85 
Available Market Data—Local 
To secure copies of data listed, use the handy coupons 
ilies using, usership by income lished by the Birmingham News 
groups, and brand preferences. and Age-Herald containing data 
Plastic bound, more than 200 on new plants, industrial and busi- 
pages. ness expansion in the Birmingham 
area, industrial and agricultural 
No. 3001. Birmingham—No. 1 Test figures for the entire state, and 


Market of the South 
A 28-page file-size booklet pub- 


seo* 


latest 1950 Census information on 


sources of income, population, 


Salesmaker to the Central South 


“e, 


During 1950, a work garment 
manufacturer with one WSM half-hour 
program a week increased his Central 


entertainers . 


... with a talent staff of 200 top name 
.. production facilities that 


South sales by 21 percent! 


Radio Stations Everywhere 
But Only One... 


,. aa \ 
NASH ie 


Ake Rk PERERA Re Nm ee 


Ca RR ee eT et ay 


originate 17 network shows each week 
... & loyal audience of millions that sets 


its dial on 650... and leaves it there! 


CLEAR CHANNEL 


50,000 WATTS 


IRVING WAUGH Commercial Manager 


ee a 


EDWARD PETRY & CO. Notional Rep 
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manufacturing, sales, utility meter 
installations, bank debits and trac- 
Also contains data on radio, 

magazine and newspaper coverage 
és in northern and central Alabama 


tors 


No. 3002. Pacing the Nation. 
t A four-page folder published by 
; the Mobile Press Register with 
retail, food and drug sales for the 
Mobile retail trading zone 


MICHIGAN 
Retail sales INCREASED 480°‘; 
3 in the last 10 years. Your ad- 
vertising in the PORT HURON 
TIMES-HERALD will cover 
that market! Our MERCHAN- 
DISING DEPARTMENT will 
help you! 
SEND FOR QUR PORT HURON MARKET FOLOER 


attonally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


No. 3003. Sure, The Eagles Fly 

High in Mobile! 

A four-page folder including 
maps of the area, population and 
income figures, and circulation 
data. Published by the Mobile 
Press Register. 


No. 3004. 1950 Census Data. 
Data on _ population, 


buying} 


ket and other information on 
KPHO-TV, Phoenix. Published by 
Edward Petry & Co. 


ARKANSAS 
No. 3005. Basic Data on the Little 
Rock Market. 
The Arkansas Gazette has put 
together a packet of material, in- 
cluding reprints, containing basic 


power, retail sales, etc., from the) data on the Little Rock market, 
1950 Census has been put into a/ and giving retail sales figures in 


folder by the Tuscaloosa News. 


No. 3715. Circulation Book. 

The Birmingham News and Age- 
Herald plans publication, early 
| this summer, of an up-to-date cir- 
culation book which will not only 
provide a_ detailed circulation 
breakdown for the papers, but will 
also include complete market in- 
formation, with population, retail 
sales, income, and similar figures. 


ARIZONA 
3832. Petry Data Sheet 
KPHO-TV. 
A single data sheet giving mar- 


| 


No. 


on 


| a number of categories, population, 
| and circulation data. 


No. 3006. The Big Plus in Little 
Rock. 


A folder on coverage and costs, 


with supplementary data on popu- | 


lation and retail sales, published 
by KARK, Little Rock. 


No. 3007. Filable Facts on KWHN 
and Its Market. 


This is a file folder of data on’ 


the Fort Smith and surrounding 
market, published by KWHN, Fort 
Smith. It includes data on popula- 
tion, families, retail sales and out- 


lets in a number of categories, 
wholesale volume, taxable pay- 
rolls, volume of new construction, 
etc. 
No. 3008. Little Rock as a Test 
Market. 

The Arkansas Democrat has put 
together a packet of material deal- 
ing with Little Rock’s advantages 
as a test market, and including in- 
formation on retail sales, popula- 
tion, buying power indexes, etc. 


No. 3847. Arkansas Liquor Sales. 
A report on liquor case sales in 


Arkansas for the year 1950, based | 


on stamp purchases, showing sales 
of individual companies. Also a 
tabulation of liquor linage carried | 
by members of the Arkansas| 
Dailies Inc. group, which pub- 
lished the tabulation. 
No. 3848. Brewery Shipments Into | 
Arkansas. 
A report of brewery shipments | 
into the state, broken down by key 
cities, by brewers, and by size of 
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Away 
Out Front 
in Boston 

Out-of-Home 

Summer 


Listening 


your market 
walks out 


on you ? 


What to do when 


big 


The 
WHDH... 
slump in selling power. 


Because WHDH gives you a 


re’s no summer hiatus on 


no summer 


corner on the free- 


spending, Boston out-of-home 
audience. Don’t let your 


summer market melt away... 


. with WHDH 


itoniwe.. 


WHDH Ist 
19% 


of all rated 
Va hours 


a 
° 


of oll rated 
Ve hours 


BOSTON Out-of-Home LISTENING 


JULY-AUGUST 1950 


ofte 


work stations. 
Sometimes it eX- 


thru SATURDAY 


MONDAY 


thru FRIDAY (or tied for first) 


of all rated 
va hours 
t-home audience 


£ two Boston net- 


he at-home 


WHDH Ist 


(or tied for first) 


work stations. 
of cll rated 
Va hours 


- 86% 


> 83%, 


Reach | 
602,496 ~~ 


more 


s 
rospects Pf 
perday _—*The hottest 
in the WHDH for Summer 
0.5 m/v 
contour area 
during the 


July-August 
period than 
during the 
other ten 
months of 
the year. 


Sellt 


BOSTON - 50,000 WATTS 


Represented Nationally by John Blair & Compony 
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package, for the year of 1950. Pub- 
lished by Arkansas Dailies Inc., 
Memphis. 


CALIFORNIA 
No. 3009. Fact Sheets on the Ven- 
tura Market. 

A series of single-page fact 
sheets published from time to time 
by the Ventura County Star-Free 
Press which report on economic 
changes in the market, payrolls, 
retail sales, etc. 


a ee 


tis 


No. 3010. Map of Ventura Trade »! 

Area. 

A file-size map of the Ventura ‘if 
trade area with population, home 
and circulation data, published by 
the Ventura County Star-Free ; 
Press. i 


No. 3011. 1950 Business Directory { 
and Guide Book. 

A 64-page printed business di- ah: 
rectory of Ventura County, includ- ' 
ing basic industrial and business : 
facts and information about the 
community, published by the Ven- 
tura County Star-Free Press. } 


No. 3012. An Inside View of the iW 

Station of the American Home | 

This printed booklet, published 
by KGER, Long Beach, contains 
much data about the station, its 
audience and personalities, and al- 
so information on radio families, 
auto sets, etc., in its area. 


No. 3013. Distilled Spirits Excise ; 
Tax Payments—Northern Cali- 
fornia Counties. 

An eight-page booklet providing 
a guide to liquor distribution in 
northern California for the year 
1950. Lists monthly distilled spirits 
excise tax payments by companies, 
tabulated by city and county 
breakdowns. Published by the San 
Francisco Call-Bulletin. 


oy or. 


No. 3014. California’s Distilled k 
Spirits Excise Tax Payments. 
A four-page folder listing 
monthly payments of distilled . 
spirits excise taxes and additional ‘ 
levies by 14 California board of 
equalization districts during 1950. 
Published by the San Francisco ’ 
Call-Bulletin. 
No. 3015. Francisco 
Data. 
A bound folder of mimeographed 
data on the San Francisco market | 
published by the San Francisco i| 
News. Contains complete basic in- j 
formation on population, dwelling \ 
units, daily traffic flow, occupa- i 
tions of residents, incomes and re- 
tail sales. 


; 
San Market i 
' 


No. 3016. Analysis 1949 Southern 
California Distilled Spirits 
Market. 

A study of the sale and distribu- 

tion of liquor in 11 southern Cali- 

fornia counties, showing stamp 

payments by month and by brand i 

for the entire year. Published by 

the Los Angeles Herald-Express. 


No. 3017. 1949 New Car Sales in 
Southern California. 

A complete tabulation of all new 
passenger cars sold during the cal- 
endar year 1949 in 11 southern 
California counties, broken down 
by counties and by the economic 


PORTSMOUTH 


A Rich Industrial Center Of 66,270 
Population Reached Only By 


THE PORTSMOUTH STAR 
Per family buying power $4,046 
Effective buying income $90,220,000 
City circulation coverage 112% 

An ideal test market. 

WE WILL COOPERATE—ASK FOR INFORMATION 
Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 
in oll principal ising centers 


L advertising 
— GET OUR CITY ZONE FOLDER — 
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areas in the Los Angeles metro- 
politan district. Sales are shown 
by make and by quarter. Pub- 
lished by the Los Angeles Herald- 
Express. Included also are sales 
of commercial cars, total car regis- 
trations for the counties, and gaso- 
line sales. 


No. 3018. 1950 Beverage License 
Handbook. 

A detailed analysis, with maps, 
of all beverage licensees in 11 
southern California counties, show- 
ing on-sale and off-sale licensees 


be 


KFI-TV, Los Angeles. Published 


by Edward Petry & Co. 


No. 3810. Los Angeles County Mar- 
ket Data. 

A collection of current Los An- 
geles county data including a map 
defining the market, population 
and dwelling unit growth and dis- 
tribution; per cent of population 
increase and per cent of dwelling 
unit increase in each of the 16 
major economic areas; retail trade 
outlets, etc. Published by the Los 
| Angeles Times. 


for beer, wine and liquor. Also in- | 


cludes population figures for each 


area. Published by the Los Ange-| 


les Herald-Exrpress. 


No. 3019. Market Data Sheets on 
the Southern California Mar- 
ket. | 

A series of single mimeographed 
market data sheets on a variety | 
of subjects, including distribution | 
of wholesale trade; retail trade in | 
standard metropolitan areas; dis- | 
tribution of total retail trade by 
counties; major components of re- 
tail trade in Los Angeles County; 
population by county; and a va-| 
riety of others. Note: These data 
sheets are not available as a pack- | 
age, and readers are advised to! 
write direct to the business re- 
search division, Los Angeles Her-| 
ald-Express, indicating what par-| 
ticular type of data interests them. | 


No. 3020. San Diego: Most Impor- 
tant Corner in the U.S.A. | 
A four-page file folder published | 
by the San Diego Union and Eve- 
ning Tribune which provides basic 
market data, including population, 
retail sales, etc., for the area cov- 
ered. 


No. 3712. 1951 

Handbook. 

The Los Angeles Herald-Express | 
will publish its 1951 edition of the 
Beverage License Handbook about 
July 15. The brochure gives com- 
plete information on the distribu- 
tion, by types, of beverage licen- 
sees in the 11 southern Califor- 
nia counties, the Los Angeles met- 
ropolitan area and the L. A. ABC | 
city zone. 


Beverage License 


No. 3713. 1950 New Car Sales in 
Southern California. | 
A printed brochure providing 

complete information on 1950 new 

car sales in the 11 southern Cal- | 
ifornia counties and in the Los An- | 
geles metropolitan district. Infor- | 
mation is broken down by brand, | 
and is shown by quarters for the) 
counties, and by economic areas 
for the metropolitan district. To | 
be published Aug. 1 by the Los) 
Angeles Herald-Express. 


No. 3714. Analysis 1950 Southern | 


California Distilled Spirits | 
Market. 

The sale and distribution of | 
liquor in the 11 southern Califor- 
nia counties, as shown by state 
excise tax stamps, 
1950. Shows individual excise tax 
payments by companies, by 
months. 


To be published Aug. 1) 
by the Los Angeles Herald-Ex- | 


| No. 3811. Summary of Retail Sales 
Data for 10 Southern Califor- 
nia Counties. 
A three-page statistical sum- 
mary, in detail, of 1948 and 1950 


census data on population, dwell- 
ing units and a wide variety of 
retail sales, by counties. Published 
by the Los Angeles Times. 


No. 3812. Los Angeles Department 

Store Sales Analysis. 

Monthly reports on department 
store sales (by merchandise de- 
partment) in the area, available 
separately for downtown and 
westside stores. Figures for the 
past five years are also available. 
Published by the Los Angeles 
Times. 


No. 3813. Point of Purchase Traf- 
fic—Ready to Wear. 
A brochure showing the relative 
importance of each of the 16 major 
economic areas as found by the 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


Los 
Home Audit for women's dresses, 
suits, hats, shoes, bras, girdles, 
hosiery; men’s shoes, hats, socks, 
suits, shirts, sportswear; 


Angeles Times Continuing) 


boys’| Published by 


No. 3814. Point of Purchase Traf- 
fic—Cosmetics and Toiletries 
Data sheets similar to the above, 

covering cosmetics and toiletries 

the Los Angeles 


wear, girls’ wear, and yard goods.! Times. 


We at 
industry 


more 


| 
| in the United States among ai) 
| No relative newcomer in 


KPIZ 


Some’s Born With It, Some Gets It Later, Some Never Gets It . 
KFIZ. Fond du Lac. Wisconsin, were born with it 
way back in 1922 Fond du Lac County has retell sales totaling in excess of 
sixty-eight million dollars. Within the approved coverage range of KFIZ there are 
than forty-nine thousand radio homes. Fond du Lae County ranks fifty-second 
counties in 
broadcasting has made even o small dent in the loyal 
audience KFIZ has been building for the past 29 years 
for your regular year-round campaign or your trial cam: 

POND DU LAC 
Represented by Ha! Holman 


virtually born with the 


total farm income 
So, KFIZ is « sound investment 
WISCONSIN 


“An Excellent Medium for Introducing a New 
Product to the Rich Missouri Farm Market!” 


Yes, the Thurston Chemical Company used 2 pages 
in MISSOURI RURALIST to introduce a new 
fertilizer to the Missouri farm market—and it paid 
off! Every issue for the last three years has 


The experience of the Thurston Chemical Company 
is typical for MISSOURI RURALIST advertisers. 

For results, place YOUR ad in MISSOURI 
RURALIST and join the advertisers who say: 


for the year) 


says William R. Thurston, president 
Thurston Chemical Company «+ Joplin, Mo. 


company will use more space than ever! 
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WERE ARE SHORTAGES - $0 
SETTER ORDER TARY 


press. 
No. 3831. Petry Data Sheet on “WE LIVE IN MISSOURI... WE'VE BEEN SHOWN.” 
: KFI-TV. 
' A single data sheet giving mar- 
j ket and other information on Flash! ee 
saa ‘ THURSTON 
LIST hos shown @ gain of more than HEMICA 
QUINCY 32,000 lines over the corresponding pene sme 
MASSACHUSETTS period of last yeor! ~ 
Fourth (4th) —-, 4 In pies | JOPUMTULSA- LAWRENCE Ram 
Covered By 


QUINCY PATRIOT-LEDGER 

$109,695,000 Effective buying 
tncome 

$85,616,000 Retail Sales 

Quality of market index 104 

Advertise and sell in Quincy 

ASK FOR OUR RETAIL oisTRiesTion SURVEY 


Nationally 


MISSOURI RURALIST 


Published by CAPPER PUBLICATIONS 
Office, FAYETTE, MO. _ Business Office, TOPEKA, KANS. 


WARD-GRIFFITH CO. 
The Word Griffith Co ma ~airs offices 
in all principal advertising centers 
GET OUP CITY TONE FOLDER 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3815. Point of Purchase Traf- 
fic—Home Appliances and 
Home Furnishings. 

Data sheets similar to the above, 
covering refrigerators, washing 
machines, gas stoves, vacuum 


Money in Dixi 

THE SOUTH IS GOING MODERN 
with a bang! The wise boys are push- 
ing blue chips into this market, and 
cashing in. SOUTHERN FARMER 
reaches the ‘‘cream of the crop’’ in 
the Southland at a lower cost-per- 
thousand than any other farm publi- 
cation, Get the facts and figures today. 
They're exciting if you're looking for 
ad-action. Send your letterhead. 


SOUTHERN FARMER 


737 N. Michigan Ave., Chicago 11, lil. 


cleaners, small electric appliances, 
kitchen utensils, television, radio, 
phonograph records, furniture, 
heusehold furnishings and towels. 
Published by the Los Angeles 
Times 


No. 3816. Relative Usage of Food 


Store Items in Los Angeles 
County. 
Data sheets showing relative 


usage of grocery store items and 
toiletry and cosmetic items in the 
Los Angeles County market for 
ten months of 1946, 1947, 1948, and 
1949-50, as determined by the Los 
Angeles Times Continuing Home 
Audit. 
No. 3817. Index of Los Angeles 
Times Research Material. 

A multiple-page index of re- 
search material published by the 


Los Angeles Times, revised as of 
March 8, 1951. 


No. 3819. 1950 Publishers’ PEN. 
Report of a research project co- 
operatively sponsored by paid and 
free newspapers in Los Angeles 
County. Shows newspaper cover- 
age of 120 daily and weekly papers 
in the county by areas, home own- 
ership, car ownership, age of 
housewife, race of housewife, etc. 
Available from Los Angeles Times. 


No. 3820. The Growth of a Mar- 
ket. 

A ten-year study of the factors 
which have results in Los Angeles’ 
growth, along with a study of the 
growth of the city’s newspapers. 
Published by the Los Angeles 
Times. 

No. 3821. Monthly Competitive 
Positions of New Passenger Car 
Registrations, 

A detailed study of the automo- 

bile market in Los Angeles Coun- 


ty, showing new automobile regis- 
trations by month, by area, and by 
make of car, since January, 1948. 


Published by the Los Angeles 
Times. 
No. 3822. Characteristics of Los 


Angeles County TV Homes. 

A study of Los Angeles TV 
homes by occupational groups; 
standard of living; ages of chil- 
dren; size of household; type of 
occupancy, etc. Published by 
the Los Angeles Times. 


No. 3823. Current Market Data on 
Population and Retail Sales. 
A resume of data taken from 
Sales Management covering Los 
Angeles County, the 11 
states, and subdivisions, published 
by the Los Angeles Times. 


No. 3824. Relative Importance of 
16 Major Economic Areas in 
Food Sales. 

An analysis of the food store 
sales in each of the 16 major econo- 


. If You're Looking 


“Sales in Washington, 


te 


“WASHINGTON, | 
1 Representative Geo, A, McDevitt 


FIRST IN CIRCULATION FOR 13 STRAIGH 


for 
D.C. 


T YEARS _ 


western | 
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mic areas in Los Angeles County, 
based on Sales Management esti- 
mates and published by the Los 
Angeles Times. 


No. 3825. Relative Importance of 
16 Major Economic Areas in 
Drug Sales. 

An analysis of the drug store 
sales in each of the 16 major eco- 
nomic areas in Los Angeles Coun- 
ty, based on Sales Management 
estimates and published by the Los 
Angeles Times. 


No. 3826. Mailing Data for the 11 
Western States and Hawaii. 


A booklet published by Blum's 
Advertising Agency, San Francis- 
co, containing a tabulated sum- 
|mary of the 5,280,952 families re- 
| ceiving mail in the 11 western 
| states, shown by counties, and 
| divided into rural and city car- 
rier delivery. Rural delivery is also 
subdivided to show rural routes, 
post office box holders and star 
routes. Provides a quick key to 
the number of names available for 
| mailings in any section of the West 


| No. 3827. How to 
| 1951 Ad Dollar. 


| A report of about 100 mimeo- 
|}graphed pages, published by the 
Southern California Broadcasters 
| Assn., Hollywood, which gives a 
wealth of data on the southern 
California market and a mass of 
listening and cost data. A coopera- 
tive study covering the area, it 
does not mention any specific sta- 
tions or networks. 


Stretch Your 


No, 3828. Distilled Spirits Excise 
Tax Payments—Northern Cali- 
fornia Counties 
An eight-page booklet providing 

a guide to liquor distribution in 

northern California for the year 

1950. Lists monthly distilled spir- 

its excise tax payments by com- 

panies, tabulated by city and coun- 
ty breakdowns. Published by the 

San Francisco Call-Bulletin. 


No. 3829. California Distilled Spir- 
its Excise Tax Payments. 

A four-page folder listing 
monthly payments of distilled 
spirits excise taxes and additional 
levies by 14 California board of 
equalization districts during 1950. 
Published by the San Francisco 
Call-Bulletin. 


No. 3818. Los Angeles Times Con- 
tinuing Home Audit. 


A study of the movement 
branded merchandise in the Los 
Angeles County market. Reports 
are available on a restricted basis 
to manufacturers producing a spe- 
cific product or brand, and to 
agencies actually handling a spe- 
| cific product or brand included in 
the study. Published by the Los 
Angeles Times. 


of 


No. 3853. Are You Walking Out on 
Your Audience in Southern 
California? 

A brochure published by KNX, 
| Los Angeles, which contains de- 
| tailed figures on retail, expendi- 
| tures, by three-month periods, for 
| food, drugs, household furnishings 
;}and appliances, and gasoline, to 
|show that there is no noticeable 
summer sales slump in its terri- 
tory. 


CANADA 


No. 3021. A Penn McLeod Research 

Radio Audience Report. 
A series of five market studies of 
various segments of the territory 
covered by CKNW, New Westmin- 
ster, B. C., which contains maps 
of the area, data on size of farms, 
composition of the population, lis- 
tening habits, etc. 


No. 3022. Vancouver Area Listen- 
ing, February, 1951. 
A file-size four-page folder re- 
porting research by Elliott-Haynes 
on the listening to stations in the 
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Vancouver area, and including 
some data on radio homes in the 
area. Published by CKNW, New 
Westminster, B. C. 


No. 3023. A Survey of the Char- 
acteristics of Readers of Satur- 
day Night. 

A 37-page bound booklet pub- 
lished by Saturday Night, Toronto, 
giving detailed results of a survey 
of the magazine’s readers. Contains 
data on family characteristics, 
automobile ownership, economic 
level, home ownership, invest- 
ments, size of households, and a 
host of other data. 


No. 3807. Reader Advisory Board 
Cosmetics Survey. 

A study by the Canadian Home 
Journal on cosmetic usage and 
brand preference, giving data on 
frequency of use of various prod- 
ucts, frequency of visits to beauty 
shops, and factors which influence 
the purchase of cosmetics. 


COLORADO 
No. 3024. Pueblo, Steel City of the 
West. 

A file-size mimeographed, bound 
data book on the city, produced by 
the Pueblo Chamber of Commerce, 
and available through the Pueblo 
Star-Journal and Chieftain. Gives 
the history of the city, basic data 
on population, income, chief indus- 
tries, etc. 


No. 3025. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and Non-City Mar- 
kets of America—Covering the 
State of Colorado. 

A printed booklet giving basic 
data on population, buying power 
and weekly newspaper coverage of 
the state of Colorado. Published 
by American Press Assn. 


CONNECTICUT 
No. 3026. Brand Preferences of 

Connecticut Non-Metropolitan 

Families. 

A study conducted for Greater 
Weeklies and American Press 
Assn. to analyze brand preferences 
of non-metropolitan families in 
areas served by weeklies in the 
state of Connecticut. Based on mail 
questionnaires and personal inter- 
views, it contains the usual data on 
brand preference and percentage 
of market on nationally branded 
merchandise 


3027. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and Non-City Mar- 
kets of America—covering the 
State of Connecticut. 

A printed booklet giving basic 
data on population, buying power 
and weekly newspaper coverage 
of the state of Connecticut. Pub- 
lished by American Press Assn. 


No. 


No. 3028. Coverage Map of WONS, 
Hartford. 
A map of the Hartford area, 
showing coverage by WONS, and 
including data on population, 


households, radio homes, retail 
sales and the farm market. 
No. 3029. BMB Station Audience 


Report on WTIC, Hartford. 
Gives data from BMB study No 
2 on the audience of WTIC, and al- 
so includes two pages detailing re- 
tail sales, population, sales in var- 
ious retail categories, etc. 


DELAWARE 
No. 3868. Evaluation Study and 
Rating Reports on Weekly 


Newspapers and Non-City 

Markets of America—Covering 

Delaware. 

A printed booklet giving basic 
data on population, buying power 
and weekly newspaper coverage 


of Delaware. Published by Amer- 
ican Press Assn. 


DISTRICT OF COLUMBIA 
No. 3275. New Passenger Car Sales. 

The Washington Times-Herald 
has published an analysis of new 
passenger cars sold in each of the 
96 Census tracts in the District 
of Columbia, by individual makes 
of cars, for the vear 1950. It con- 
tains a breakdown of new pas- 
senger cars sold in each of the 
counties in the metropolitan area, 
with this information further bro-| 
ken down into sales by makes of 
cars in the various economic levels | 
in the District. 


FLORIDA 
No. 3030. Tampa Facts. 

A 10-page booklet published by 
the Greater Tampa Chamber of 
Commerce which gives basic econ- 
omic and statistical data on the 
Tampa market. Available from 
the Tampa Daily Times. 


No. 3031. This Is Greater Miami, 
Land of Sales Opportunity. 


An eight-page folder produced 


8&9 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


Neme . OO” Si cccendinaescinsdsdneuacnen 
Company 
Address 
City & Zone. GUD sacccs costcbeccanssen canes 


by the Miami Herald which con- data on retail sales, population and No. 3032. Growth 
tains a map of the area and basic coverage of the newspaper A detailed presentation of the 


.« something missing... 
;  ¢ 
Nal 


like California without the 


Are you angling for a whopping-big mar- 
ket? One with twice the buying power of 
Boston . . . twice the retail sales of Pitts- 
burgh?® If you are, then try your luck in 
the inland part of California—the Billion 
Dollar Valley of the Bees. 

One caution, though. Rich inland Cali- 
fornia is independent of coastal California. 
And you miss it if you use the wrong bait 
—Los Angeles or San Francisco papers. 
You need to use the strong /ocal papers. 

They are the three McClatchy papers— 
The Sacramento Bee, The Modesto Bee 
and The Fresno Bee. Each one reaches 9 
out of 10 families in its ABC city zone. . . 
half of all families in its ABC trading area 
And together, they cover the whole Valley 
as does no other newspaper combination. 


*Sales Management's 1950 Copyrighted Survey 


THE SACRAMENTO BEE THE MODESTO BEE THE FRESNO BEE 


s, 


National Representatives ... O'MARA & ORMSBEE, INC. 


New York * Los Angeles * Detroit * Chicago * San Francisco 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


industrial, population and agricul- 
tural growth of Florida's west 
coast and the St. Petersburg-Tam- 
pa market, including a wealth of 
statistics, maps and charts. Avail- 
able through the St. Petersburg 
Times 


ADVERTISERS SPENDING UNDER $50,000 
eeoeeee ARE OUR BREAD AND BUTTER 


A nuisance to a large departmental 
ized agency, these so-called ‘‘small 
accounts get the kind of strong sell 
ing aid they deserve from us. If you're 
looking for a personalized agency 
service to build your sales with mini 


mum advertising expenditure, please 
write 

ROOT-MANDABACH 

jj ADVERTISING AGENCY 


677 N. Michigan Ave. 


Chicago 11, Il. 


3830. Climate—The 
Resource of All 

A 28-page attractively printed 
file-size brochure published by the 
Broward County Economic Devel- 
opment Commission, Ft. Lauder- 
dale, Fla. Provides an unusually 
complete picture of the county, its 
climate, resources, population, etc. 


GEORGIA 
No. 3033. Facts and Figures on the 

Columbus Market. 

A series of reprints giving data 
on sales gains, population in- 
creases, volume of retail sales, etc., 
on the Columbus, Ga., market. 
Published by the Columbus Led- 
ger-Enquirer 


No Greatest 


No. 3034. Coverage and Market 


Data, Augusta, Ga. 
A four-page file folder published 
by WRDW, Augusta, Ga., giving 


basic market and media informa- 
tion on the area covered by the 
station. 


No. 3035. The Savannah Story 

A four-page file folder and sup- 
plement giving basic data on radio 
homes, buying power, population 
and coverage of the Savannah 
area, published by WSAV, Savan- 
nah. 


No. 3036. Market Data on Augusta, 

Ga. 

Basic market data on the Aug- 
usta market, and a special analy- 
sis of the “Hydrogen Bomb Site,” 
explaining what the new plant 
of the Atomic Energy Commission 
will mean in terms of market op- 
portunities. Published by the Aug- 
usta Chronicle and Herald. 


No. 3037. Marketing Data for Ma- 
con, Ga. 

Folders giving population and 
retail sales figures for the city and 
area, and including lists of lead- 
ing retail and wholesale outlets. 


Published by the Macon Telegraph 
and News 


No. 3843. Atlanta. 


A folder, similar to the usual 
“where to go and what to see” 
city folders, which includes a 


large scale map of the city and 
much information about it. Pub- 
lished by the Atlanta Journal and 
Constitution. 

No. 3844. '50. A Record-Breaking 
Climax to a Decade of Progress. 

A plastic-bound booklet pub- 
lished by the Atlanta Journal and 
Constitution giving statistics on 
market changes in Atlanta and 
the state of Georgia during the 
1940-1950 decade. 

No. 3845. Georgia's Chain of Food 
Baskets. 

A single-sheet, printed tabula- 
tion showing families and the 
number of A & P, Big Apple, Colo- 
nial, Kroger and Red Dot grocery 
stores in each of 94 cities account- 
ing for 88% of Georgia's food 


DID YOU EVER LOOK INTO) 
A SOUTH DAKOTAN’S BILLFOLD? 


; 1. IT CONTAINS 12% MORE MONEY THAN THE AVERAGE AMERICAN’S BILLFOLD. 


2. it DISPENSES 22% more At THE RETAIL LEVEL. 


3. t PAYS OUT 23% more in prus stores. 


4. i PAYS tue sitts to PLACE SOUTH DAKOTA FIRST IN INCREASED REGISTRATION OF MOTOR 
VEHICLES. 


5. TCARRIES HOME tue pay coecks AND PRODUCE CHECKS THAT PLACE SOUTH DAKO- 
TANS IN THE TOP 15% IN FAMILY INCOME, THE TOP 8% IN RETAIL EXPENDITURES. 


A SOUTH DAKOTAN’S BILLFOLD OPENS EASIER AT THE 
RECOMMENDATION OF THE LOCALLY EDITED SOUTH DAKOTA DAILIES! 


Yes, 85% of both the rural and urban families in South Dakota read and rely on the 


South Dakota Dailies. No other newspaper or combination of papers comes close 


to the 130,000 circulation delivered by the South Dakota Dailies. No other papers 


reach this healthy, statewide market at such /ow cost. Add the exclusive dealer tie-in 


service and powerful merchandising offered by these newspapers and you see at 


once why the South Dakota Dailies are an unequalled sales force! If you want to 
open South Dakota's big billfold—advertise in the South Dakota Dailies! 


From May 10, 1950, Sales 
Ma 


Survey of Buying Power 


S S & NSN 


Comprise Six Locally Managed and Locally 
Edited Newspapers Serving The Six Primary 


Markets of South Dakota.. 


. Rural and Urban. 


FOR COMPLETE, HELPFUL INFORMATION, 
WRITE TODAY! 


SOUTH DAKOTA DAILIES 


BOX 1278 


HURON, SOUTH DAKOTA 
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sales. Published by the Atlanta 
Journal and Constitution. 


No. 3846. Macon, Ga., Metropolitan 
Area. 

A single sheet giving basic pop- 
ulation and sales figures on the 
area, published by the Macon 
Telegraph and News. 


No. 3840. Petry Data Sheet on 

WSB-TV. 

A single data sheet giving mar- 
ket and other information on 
WSB-TV, Atlanta. Published by 
Edward Petry & Co. 


ILLINOIS 
No. 3038. Where in the World 
Would You Find Another Place 
Like This? 

A broadside published by the 
WHBF stations (AM, FM and TV), 
Rock Island, Ill., giving basic data 
on population, income, sales etc., 
of the area covered by the stations, 
including a descriptive aerial map. 


No. 3039. 4 Three-Zone Approach. 
A brochure published by Chi- 
cago Car Advertising Co. analyz- 
ing the metropolitan Chicago mar- 
ket on the basis of city, commer- 
cial and suburban zones, with 
maps and data on population and 
economic status, changes and 
trends. 
No. 3040. Illinois Consumer An- 
alysis—Rockford. 

A 24-page analysis of a con- 

sumer survey of food products, 
soaps and cleansers, soft drinks, 
dog food, toiletries and home 
| equipment, one of the 37 Illinois 
| Daily Newspaper cities so analyzed. 
Published by the Rockford Morn- 
ing Star and Register-Republic. 
No. 3041. Illinois Consumer An- 
alysis—Aurora. 

A study similar to the one above, 
_made in cooperation with Illinois 
| Daily Newspaper Markets, and 
| published by the Aurora Beacon- 
| News. 


| 

| No. 3042. Illinois Consumer An- 

| alysis—Alton. 

| A study similar to the above, 
published by the Alton Evening 

| Telegraph. 


| No. 3043. Illinois Consumer An- 
alysis—Bloomington. 


A study similar to the above, 
published by the Bloomington 
| Pantagraph. 


No. 3044. Illinois Consumer Analy- 
sis—Cairo. 
A study similar to the above, 
| published by the Cairo Citizen. 


| No. 3045. Illinois Consumer Analy- 
sis—Canton. 

| A study similar to the above, 

published by the Canton Daily 

Ledger. 


No. 3046. Illinois Consumer Analy- 
sis—Centralia. 
A study similar to the above, 
published by the Centralia Senti- 
nel. 


No. 3047. Illinois Consumer Analy- 
sis—Champaign-Urbana. 
A study similar to the above, 
published by the Champaign-Ur- 
bana News-Gazette. 


Ne. 3048. Illinois Consumer Analy- 
sis—Charleston. 
A study similar to the above, 
published by the Charleston Cour- 
ier. 


No. 3049. Illinois Consumer Analy- 
sis—Danville. 
A study similar to the above, 
published by the Danville Com- 
mercial-News. 


No. 3050. Illinois Consumer Analy- 
sis—DeKalb. 
A study similar to the above, 
published by the DeKalb Chroni- 
cle. 
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No. 3051. IMinois Consumer Analy- 
sis—Diron. 

A study similar to the above, 

published by the Dixon Telegraph. 


No. 3052. Illinois Consumer Analy- 
sis—Elgin. 
A study similar to the above, 
published by the Elgin Courier- 
News. 


No. 3053. Illinois Consumer Analy- 
sis—Freeport. 

A study similar to the above, 
published by the Freeport Journal- 
Standard. 
No. 3054. Illinois Consumer Analy- 

sis—Galesburg. 

A study similar to the above, | 
published by the Galesburg Regis- 
ter-Mail. 


No. 3055. Illinois Consumer Analy- 
sis—Harrisburg. 
A study similar to the above, 
published by the Harrisburg Reg- 
ister. 


No. 3056. Illinois Consumer Analy- 
sis—Jacksonville. 
A study similar to the above 
published by the Jacksonville 
Journal Courier. 


No. 3057. Illinois Consumer Analy 
sis Joliet. 


A study similar to the above 
published by the Joliet Herald- 
News. 


No. 3058. Illinois Consumer Analy- 
sis—Kewanee. 
A study similar to the above, 
published by the Kewanee Star- 
Courier. 


No. 3059. Illinois Consumer Analy- 
sis—West Frankfort. 
A study similar to the above 
published by the West Frankfort 
American. 


No. 3060. Illinois Consumer Analy 
sis—La Salle. 
A study similar to the above 
published by the LaSalle News 
Tribune 


No. 3061. Illinois Consumer Analy 
sis—Lincoln. 
A study similar to the above 
published by the Lincoln Evening 
Courier 


No. 3062. Illinois Consumer Analy- 
sis—Macomb. 
A study similar to the above 
published by the Macomb Journal 


RAPID CITY 


Serving 


HILLS 
ond WEST RIVER 


es . 
Market Includes 
ONE-SEVENTH 
Of State's Population 


1959 25,179 


Census 
- 7 
Home of Rapid City B-36 
AIR FORCE BASE 
e * 
MILLION AND HALF TOURISTS 
SPEND $35,000,000 IN AREA 
. . 


Retail Sales $48,000,000 
Write for Jan. 1951 


MARKET GUIDE 


* RAPID CITY « 
DAILY JOURNAL 


CIRCULATION 20,700 


No. 3063. Illinois Consumer Analy- 
sis—Mattoon. 
A study similar to the above, 
published by the Mattoon Journal- 
Gazette. 


| No. 3064. Illinois Consumer Analy- 


sis—Moline-Rock Island. 

A study similar to the above, 
published by the Moline Dispatch 
and Rock Island Argus. 


published by the Olney Daily Mail. 


No. 3067. Illinois Consumer Analy- 
sis—Ottawa 
A study similar to the above, 
published by the Ottawa Republi- 
can-Times. 


No. 3068. Illinois Consumer Analy- 
sis—Paris 
A study similar to the above, 
published by the Paris Beacon- 


No. 3065. Illinois Consumer Analy- News 

sis—Monmouth. 

A study similar to the above, No. 3069. Illinois Consumer Analy- 
published by the Monmouth Re- sis—Pekin. 


view-Atlas. A study similar to the above, 
published by the Pekin Daily 
No. 3066. ILlinois Consumer Analy- Times. 
sis—Olney. 


A study similar to the above, 


No. 3070. Illinois Consumer Analy- 


IN ILLINOIS 
Wholesalers and retailers of 
SEER + WINE . WHISKEY * SOFT DRINKS 

are prosperous 
They need — con poy for — modern equipment and merchandising. Trucks 
worehouse equipment, cooling and heating equipment, furniture, store fixtures 
bor ond restaurant fixtures. They also sell food, cigars, home bar accessories, 
cigorettes, candy, etc. A rich market available to you through the publication 
they vse as a complete buyers guide every month. Wholesale LIQUOR and 
BEER DIRECTORIES in each issue. 

Recent independent survey asked question: “If you could only receive one 
beverage publication, which ONE would you want? More than nine out of 
ten (94.8%) replied: ILLINOIS BEVERAGE JOURNAL. Few publications in any 
field can claim such dominant market position. Send for o sample copy today 


Illinois Beverage Journal 
One N. la Salle Street Chicago 2, Iilinois 


BIGGEST SLICE! 

WGAR still delivers the largest slice of 
pie. WGAR leads a// Cleveland stations in 
share of audience (Hooper, October '50 — 
February '51)... more than the two next- 


best stations combined! Further proof of 
WGAR's popularity is the winning of the 
Cleveland Press Radio Poll for the fifth 
consecutive year. WGAR has the listeners. 
WGAR is the best buy. 


Council. 
ized the 


SAFETY FIRST! 
“So Help Me 


It's The Truth”... WGAR has won another 
award for its series of programs by that title. Mr. ].C. Hiestand 
(right) presents WGAR script writer Jim Orgill (left) with 
the Outstanding Achievement Award of The Ohio State Safety 


In the interest of public service, WGAR has author- 
production of these shows over 14 Ohio stations. 


DONALD C. HYDE? 

The man with the pipe is Donald C. Hyde. 
Two men? Two pipes? Two Donald C. 
Hydes! WGAR’s special events director 
(right) conducts “Ask City Hall”. He is 
well versed on public issues and current 
local problems. In this instance, Donald 
C. Hyde (left) of the Cleveland Transit 
System is answering queries on public 
transportation. The similarity of these 
names is as synonymous as WGAR and 
PUBLIC SERVICE! Ask anyone. 


WGAR Clevelond » Bf 
50,000 WATTS ... CBS Nt 


en 


/\ yb 
4g) RADIO... AMERICA’S GREATEST Vi “= - 
9) EATEST ADVERTISING MEDIUM ie % 


‘ CAPITAL BUY! 

WGAR makes capital of 
news in the nation’s capital 
with two fully accredited 
Washington correspondents 
and reporters. Kay Halle 
(right) and Gunnar Back 
bring Northern Ohio listen- 
ers the reactions of their 
legislators to significant 
events, often in their own 
voices, plus human interest 
stories. This exclusive feature 
is available for sponsorship. 


. erttc, 
 ¢ % Represented Nationally by 
Edward Petry & Company 
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Yours for the Asking! 


3rd MARKET 


Complete, current facts on the Press- 
Gazette Grocery Store Audit for test 
campaigns are included in a recently 
published folder. 

Along with the original Test Market sum- 
mary and Standard Market and Media 
data forms it offers a variety of in- 
formation on Green Bay—an ideal 
market for any purpose. 


GREEN Bay PREss-GAZETTE 


Green Bay, Wisconsin 


THREE IMPORTANT BROCHURES 
ON GREEN BAY... WISCONSIN'S 


sis—Quincy. 

A study similar to the above, 
published by the Quincy Herald- 
Whig. 


No. 3071. Illinois Consumer Analy- 
sis—Robinson. 
A study similar to the above, 
published by the Robinson Daily 
News. 


No. 3072. Illinois Consumer Analy- 
sis—Springfield. 
A study similar to the above, 
published by the Springfield Jour- 
nal and Register. 


No. 3073. Illinois Consumer Analy- 
sis—Sterling. 

A study similar to the above, 
published by the Sterling Gazette. 


No. 3074. Illinois Consumer Analy-| 
sis—Streator. | 
A study similar to the above, | 
published by the Streator Times-_| 
Press. | 


No. 3075. Illinois Consumer Analy- 
sis—Waukegan. 
A study similar to the above, | 


RE 


HALF OF CANADA'S 


Advertising Age, May 14, 1951 


Sun. 


No. 3076. Illinois Consumer Analy- 
sis—Statewide, Vol. 1. 

An analysis of the use and pref- 
erence of flour, pie crust mix, cake 
mix, pancake and waffle mix, hot 
roll mix, and soda crackers, cov- 
ering 37 markets in the state of 
Illinois. Published by Illinois Daily 
Newspaper Markets Inc., covering 
1950. 


No. 3077. Illinois Consumer Analy- 
sis—Statewide, Vol. 2. 


An analysis of the use and pref- 


} erence of coffee, soft drinks, tea 


and rice, covering 37 markets in 
the state of Illinois. Published by 
Illinois Daily Newspaper Markets 
Inc., covering 1950. 


No. 3078. Illinois Consumer Analy- 
sis—Statewide, Vol. 3. 

An analysis of the use and pref- 
erence of frankfurters, bacon, pork 
sausage, oleomargarine, potato 
chips, chili, dog food and cold cere- 
als, covering 37 markets in the 


| state of Illinois for 1950. Published 


by Illinois Daily Newspaper Mar- 


| kets. 


| No. 3079. Illinois Consumer Analy- 


sis—Statewide, Vol. 4. 
An analysis of the use and pref- 


published by the Waukegan News- 


RETAIL SALES 


ARE MADE IN 15 CITIES 


AND THE STAR WEEKLY IS READ BY 43.3% 
OF THE ENGLISH-SPEAKING FAMILIES IN THOSE CITIES 


. 
” Per Cent 
e Retoil Sales Star Weekly 
Cities °, of Canada Coverage « 
yMontreal 11.9% 28.8%, 
Toronto "3 14 
Suan ry sStar Weekly coverage of Eng- 
Hamilton 24 635 lish families based on Post 
Ottawa 2.0 416 Office records. Adequate cov- 
Edmonton 2.0 #2 erage of the French market 
Calgary 9 4 would require the addition of 
«Quebec 7 846 a French language publico- 
Windsor ’ 37.2 tion. 
London it 436 
Victoria 13 39.8 
Halifax is 32.4 
Regina 13 395 
Saint John s 26.2 

50.3% 43.3% 


The Star Weekly Actually Covers Ali Canadian Centres, Large and Small 
Alike. The Following Figures show our Coverage in Relation To Retail 


Sales Throughout All Canada. 


Retail Sales Star Weekly 
®, of Canada Coverage 
32 Cities 25,000 and Over 57.78% 4.2%, 
72 Cities 10,000 and Over 67.28 a) 


And In All Centres 2500 and Over The Star Weekly 
Covers 4.2% Of The English-speaking Families 


This is why Canadian advertisers spend more money in the Star Weekly alone than in the next two 


oti 1 blicoti | 


When Canadian advertisers make the Star Weekly the basic medium on their national list they know 
they are buying the largest circulation in Canada, concentrated in the richest and most populous 
regions—the market where sales are high and the cost of obtaining them low . . . toke the gamble 
out of your advertising by selling your product through the Star Weekly. 


the STAR WEEKLY 


Montreal Othce: University Tower 


PUBLISHED AT 80 KING STREET, WEsT, TORONTO, CANADA. 


US. Representatives) Ward-Griffith Co., Inc 


erence of canned milk, frozen 
| foods, frozen orange juice, white 
| bread, ice cream and milk, cover- 
ing 37 markets in the state of 
Illinois for 1950. Published by 
| Illinois Daily Newspaper Markets. 


No. 3080. Illinois Consumer Analy- 
| sis—Statewide, Vol. 5. 

| Same as above, covering fruit 
| cocktail, sugar, mayonnaise and 
| salad dressing, catsup, macaroni 
| and spaghetti, and salt. 

} 
| No. 3081. Illinois Consumer Analy- 
| sis—Statewide, Vol. 6. 

| Same as above, covering bluing, 
| bleach, starch, soap, cleansers, 
| cosmetics, permanent wave kits, 
| deodorants. 


No. 3082. Illinois Consumer Analy- 
| sis—Statewide, Vol. 7. 

Same as above, covering wash- 
ing machines, refrigerators, floor 
wax, household deodorants, bug 
and fly killers. 
| 
| No. 3083. Market Data Relating to 
the Chicago Negro Market. 

A file folder of material based 
'on a survey made by the Chicago 
| Defender during that publication’s 
/annual home service exposition 
in October last year. Shows con- 
| centration of Negro population 
| within the city, occupation, num- 
| ber of wage earners per family, 
| marital status, etc. and brand 
preference and distribution of a 
wide variety of merchandise. 


No. 3084. WDZ Data Sheet. 

A mimeographed data sheet giv- 
ing population, retail sales, etc., 
| for 28 counties in the listening 
| territory of WDZ, Decatur. 


|No. 3085. When We Say Quad- 
Cities. 

An eight-page brochure present- 
j}ing marketing facts about the 
Quad Cities (Rock Island-Moline- 
East Moline, Ill., and Davenport, 
Ia.) Includes an aerial view of 
the area; 1950 census population 
figures for the metropolitan area; 
late retail and wholesale dollar 
volume; and a circulation area 
map of the Rock Island Argus and 
Moline Dispatch 


No. 3086. WMBD, First in the 
Heart of Illinois. 

A six-page folder and supple- 
ment giving marketing and pro- 
gram data on the listening area 
covered by WMBD and WMBD- 
FM, Peoria. 


No. 3087. 1950 U. S. Census Facts 


and Figures. 
An attractive 16-page booklet 
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published by the Peoria Journal | 
Star, which digests pertinent data | 
from the 1950 census, including the | 
population of all metropolitan | 
areas, alphabetical lists of cities) 
over 15,000 in population in the! 
country, a map of the U. S., popu- | 
lation and rank of the states and 
population of foreign countries, 
with other data. 


No. 3803. WHBF Coverage of the 

Quad-Cities Market. 

Station WHBF, Rock Island, II1., 
has issued a new data folder con- 
taining statistics on retail sales, | 
population and buying power, and 
facts about the station's audience 
in the four-city market made up 
of Rock Island, Moline and East) 
Moline, Ill., and Davenport, Ia. 


No. 3849. The Quality Market of) 

Chicago. j 

An unusual brochure including 
results of a questionnaire to thea- 
tergoers on income, occupation, | 
car ownership, etc. Also contains | 
a variety of figures on Chicago and | 
Chicago theatergoing. Published! 
by Chicago Stagebill. 


No. 3871. Evaluation Study and | 
Rating Reports on Weekly | 
Newspapers and Non-City 
Markets of America—Covering | 
Illinois. | 
A printed booklet giving basic 

data on population, buying power 

and weekly newspaper coverage 
of Illinois. Published by American 

Press Assn. 


| 


No. 3088. PeoriArea Facts and Fig- 
ures for ’Fifty. 

A four-page factual data folder, 
containing information on popula- 
tion, retail sales, crop values, auto- 
mobile registrations, and newspa- 
per circulation breakdowns, with 
a color map of the area. Published 
by the Peoria Journal Star. 


INDIANA 
No. 3089. Indiana’s Golden Zone 
Market. 

A 28-page printed file-size book- 
let with maps and charts, giving 
a comprehensive picture of the Fort 
Wayne retail trading area, includ- 
ing names of principal industrial 
establishments, manufacturing and 
farming income, general merchan- 
dise sales for 1949, lisis of whole- 
salers, comparisons with other 
markets, etc. Published by the Fort 
Wayne News-Sentinel and Jour- 
nal-Gazette. 


No. 3090. The Calumet Area. 

A data sheet giving basic popu- 
lation, radio homes and retail sales 
figures on the Gary, Hammond, 
East Chicago and Whiting areas. 
Published by WWCA, Gary. 


No. 3091. South Bend Tribune Bul- 
letin. 

A monthly bulletin published by 
the South Bend Tribune which 
gives comparable business indexes 
for the preceding month of the 
current year and for the same 
month of the year before. Also 
includes news on economic and 
business changes in the market. 


No. 3092. Test Town, U. S. A. 

A 42-page booklet which gives 
complete data on population, in- 
come and buying power, various 
categories of retail sales, newspa- 
per and magazine circulations 
(with percentages of family cover- 
age), industrial employment and 
distribution. Published by the 
South Bend Tribune. 


No. 3800. Thorough Analysis of 

Fort Wayne Market. 

Showing that Fort Wayne is 
right up there among the first 15 
U. S. cities in effective buying 
power per family, “Indiana’s Gold- 
en Zone Market” is a new book 
offered by the News-Sentinel and 
the Journal-Gazette. It is a thor- 
oughgoing study, containing use- 
ful marketing data and informa- 
tion on test campaigns. 


Use the Coupons 
in Requesting Data 


No. 3711. Data on the Calumet 
Area. 

Station WWCA, Gary, Ind., will 
publish, prior to Sept. 1, a revised 
and up-to-date market data bro- 
chure, including a breakdown of 
population in its area by nation- 
ality groups and industrial work- 
ers, as well as other basic statistics. 


No. 3876. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and Non-City 
Markets of America—Covering 
Indiana. 

A printed booklet giving basic 
data on population, buying power 
and weekly newspaper coverage 
of Indiana, Published by American 
Press Assn. 


No. 3950. Consumer Analysis 1951. 
The Indianapolis Star and News 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following market data (insert number of each item wanted): 


City & Zone. 


Tithe 


Stote 


have published their sixth annual | metropolitan market, which pro-) brand preferences, dealer distribu- 
consumer study of the Indianapolis | vides an analysis of buying habits, tion, family housing. The material 


While the fight haswt made front 
page headlines, the cornbelt farmers war 
since 1944 has resulted in billions of 
casualties... with the missing in action 
at an all-time high in 1951! 


The chief casualties have been the 
farmers’ formidable foe Chief 
weapon has been 2,4D, with labs now 


weeds. 


giving reinforcements in TCA, 2,4,5-T, 
the pentachlorophenate compounds. 
Where chemicals haven't killed — the 
farmers’ ingenuity has! Today the best 
farmers are avoiding future wars by not 
planting weeds, cleaner cultivation, better 
preparation, better rotation, better seed! 


Farming is business... linked closely 
to advances in chemistry in the fields of 
fungicides and fertilizers, to biology by 
the antibiotics with their spectacular effect 
on herd growth and health, to engineering 
through increased technical proficiency of 
mechanical tools and cost-cutting devices, 
giving higher vields and profits. 

Farm living similarly meshes with all 
modern advances in homemaking. . . the 

development of new materials 

Peg: al and plastics for furniture and 
furnishings, fresh designs in 
wallcoverings and draperies, 
a wide range of appliances 
constantly improved in 
efliciency, utility and 
performance. Standards 


of farm living have never been higher! 

And the best class market in the US 
today are the nation’s best farmers...with 
a decade of the most productive years 
in agricultural history, big backlogs of 
spendable cash. 


Mostly missed by vencral media, 
today’s choicest market needs SUCCESSFUL 
Farmine for its potent 

/ 


penetration, deep 

influence based 
on almost 50 years 
service tosubscribers, 
. selective content and 
editing, resultful readership and response 

SUCCESSFUL FARMING concentrates 
more than one million of its 1,200,000 
subscribers in the 15 agricultural Heart 
states... with the best farms, best brains, 
best methods, largest investment in land, 
buildings, and machinery, top yields and 
cash incomes. The average SF subscriber's 
earnings easily exceeds the average US 
farmer's by more than 50°, 

No advertiser overlooking this market 
gets his full potential of national sales. For 
maximum advertising delivery, you need 
this market and medium! Call any SF 
otlice for full facts 


Meredith Publishing Company, Des 
. New York, Chicago, Detroit, 
Aulanta, Cleveland, San Francisco, and 


Moines 


Los Angeles. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


covers foods and household prod- 
ucts, toiletries, electric appliances, 
etc 


IOWA 
No. 3093. The 1950 lowa Radio Au- 
dience Survey 
The 13th annual study of radio 
listening habits in the state of 
lowa, conducted by Dr. Forest L. 


we 


\ 


; AH - 
: 


menos GE Be 


ROI en OP, 


Best Spot Newsstory 
TEXAS ASSOCIATED 
PRESS 


tar 


Best News Feature 
TEXAS ASSOCIATED 
PRESS 


These. 


Chronicle for outstanding journalistic 
reasons for its long-time preference by 


of life. and the fact that it is so widely 


other 


Whan of the University of Wichita 
and included in a 102-page book. 
In addition to listenership data, in- 
cludes a wealth of information 
on set ownership, automobile sets, 
portable radio sets, etc. Published 
by WHO, Des Moines 

No. 3094. Drug 
Distribution Survey 


Products Brand 
1950 


A shelf check of 50 drug stores 


Distinguished 


Serv ice 


Award 


Excellence in Food Coverage 
AMERICAN DAIRY 
ASSOCIATION 


Distinguished 
Service 


Award 


Outstanding Food Reporting 


DAIRY PRODUCTS INSTITUTE 


OF TEXAS 


innumerable recognitions 


achievement, 


great family Newspaper. 


You can sell the South’s Number One Market 


Houston's Number One Newspaper! 


ree eived 


Houstonians in 


al 


in 40 towns in Iowa, Kansas, Mis- 
souri and Nebraska, showing the 
number of stores stocking a wide 
variety of drug store products, and 
the percentage of distribution in 
the area, for individual brands. 
Published by KMA, Shenandoah, 
la. 


No. 3095. Food and Grocery Store 
Products Brand Distribution 
Survey, 1950 
A shelf check of 

stores in 34 towns in 

braska, Missouri and 
showing the number 


75 grocery 
Iowa, Ne- 
Kansas, 
stores 


of 


Awards for Editorial Excellence and 


Achievement won by The Chronicle in 1950... 


Best Page One Make-up 
TEXAS ASSOCIATED 
PRESS 


Best Short Feature 
TEXAS ASSOCIATED 
PRESS 


The 
real 


walk 


by 
the 


every 


indicate 


recognized as Houston's one 


lowest cost w ith 


The Houston Chronicle 


R. W. McCARTHY 
Advertising Director 


M. J. GIBBONS 
National Advertising Manager 


THE BRANHAM COMPANY 
National Representatives 


FIRST IN HOUSTON IN CIRCULATION AND ADVERTISING FOR 38 CONSECUTIVE YEARS 


stocking a wide variety of grocery 
store products. The sample was 
identical with that checked in 1948 
and 1949, and comparisons among 
the three annual surveys are 
therefore possible. Published by 
KMA, Shenandoah, Ia. 


No. 3096. Map of Burlington, lowa. 

An exceptionally detailed map 
of the city of Burlington, la., and 
its environs, approximately 30x40”. 
Includes a directory of streets and 
basic population and marketing 
data on the city. Available from 
the Burlington Hawl:-Eye Gazette 
for 50¢. 


| eo 3097. KBUR Coverage Map. 
A coverage map published by 
KBUR, Burlington, Ia., which in- 
cludes data on population, house- 
holds, radio homes, retail sales, 
and farm statistics for the area 
| covered. 
| No. 3098. Circulation, Des Moines 
Register and Tribune. 

A detailed circulation break- 
down for the Des Moines Register 
and Tribune which also includes 
| information on the population and 

number of families in all lowa 
cities and towns. 


| No. 3099. Complete Market Infor- 
mation About Iowa. 

A three-color broadside with 
maps and statistical tables showing 
population, families, retail sales 
in a score of categories, and farm 
income, as well as Des Moines 
Register and Tribune circulation 
coverage. Also lists cities and 
towns in the state, by population 
groupings. 


No. 3802. 
Glance. 

“Complete Market Information 
About Iowa” is a new folder of- 
fered by the Des Moines Register 
and Tribune which provides buy- 
ing power maps giving retail, food, 
drug, furniture, and other sales by 
counties. 


Iowa Markets at a 


No. 3804. Food and Grocery Brand 
Distribution Survey. 

This survey, made by the mer- 
chandising staff of radio station 
KMA, Shenandoah, Ia., covers food 
and grocery store products handled 
by 75 grocery stores in 34 towns of 
Iowa, Nebraska, Missouri and 
| Kansas. It is the third consecutive 
study of its kind to be made by 
| the station 


Advertising Age, May 14, 1951 


KENTUCKY 


No. 3100. WLAP Market Data and 
Coverage Map. 

A market data and coverage bro- 
chure showing population, radio 
homes, retail sales, and farm in- 
come, county by county, for the 
area covered by WLAP, Lexington. 
Also includes wholesale data and 
buying income per family and per 
capita for Lexington-Fayette 
County. 


No. 3101. FM Survey of 23 Coun- 
ties. 

A check by Murray State Col- 
lege of FM homes in 23 counties 
in Kentucky, Illinois, Missouri and 
Tennessee, published by WPAD- 
FM, Paducah. 


No. 3878. There’s More Than Meets 
the Eye in Louisville. 

A brochure giving 1950 cen- 
sus population data, along with 
charts and photos showing popu- 
lation growth during the last de- 
cade. Published by the Louisville 
Courier-Journal and Times. 


No. 3879. Liquor Survey. 

A survey of sales and distri- 
bution of American and Scotch 
whiskies, gins and wines, taken 
among dealers in the Louisville 
area in February, 1951, and pub- 
lished by the Louisville Courier- 
Journal and Times. 

No. 3838. Petry Data Sheet on 
WHAS-TV. 

A single data sheet giving mar- 
ket and other information on 
WHAS-TV, Louisville. Published 
by Edward Petry & Co. 


LOUISIANA 


3102. Baton 
Facts, 1950. 

An eight-page printed folder 
giving complete historical, general 
and business and economic infor- 
mation on the Baton Rouge mar- 
ket. Includes 1950 population fig- 
ures, business indexes, employ- 
ment figures, retail sales, and a 
listing of important wholesale and 
retail establishments. Published by 
the Baton Rouge State Times and 
Morning Advocate. ' 


No. Rouge Market 


No. 3103. Baton Rouge 

A series of four-page folders on 
various economic and_ business 
aspects of the city, produced by 
the Baton Rouge Chamber of Com- 
merce and available through the 


Pantry 


Market Comparison 


1951 GRAND FORKS, N. D. - 


for North Dakota’s Second Market 
NOW AVAILABLE TO AGENCIES, MANUFACTURERS 


500 Greoter Grand Forks homes were scientifically sur- 
veyed by University of North Doakoto morketing students 
under the direction of the Grand Forks Herald. 


chandising service offered by the Herald 


Address Your Request to the 
GRAND FORKS HERALD 
North Dakota's Outstanding Newspaper 

or Contact Ridder-Johns, Inc. 


EAST GRAND FORKS, MINN. 


Survey 


Fourteen 


classifications used.) —Another 


mer. 
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Baton Rouge State Times and 
Morning Advocate. 


No. 3104. Mighty Sales Lubricator 
in Louisiana's Second City. 

A four-page folder including 
sales data on the Shreveport area, 
published by the Shreveport Jour- 
nal. 


No. 3105. Facts and Figures on 
Monroe and West Monroe. 

A series of data sheets published 
by the Monroe News-Star and 
World giving information on popu- 
lation, occupations, income, retail 
trade, etc. 


MAINE 
No. 3106. Waterville-Winslow. 

A pocket-size printed booklet 
giving local data on Waterville 
and Winslow, published by the 
Waterville Morning Sentinel. 
No. 3107. Maine Weekly News- 
paper Liquor Market. 

An analysis of state liquor store 

sales in 22 non-metropolitan towns 
in Maine where weekly newspa- 
pers are published. Includes a 
map and individual figures for 
each town. Published by Ameri- 
can Press Assn. 
No. 3108. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and Non-City Mar- 
kets of America—Covering the 
State of Maine. 

A printed booklet giving basic 
data on population, buying power 
and weekly newspaper coverage 
of the state of Maine. Published 
by American Press Assn. 


MARYLAND 
No. 3869. Evaluation Study and 
Rating Reports on Weekly 


Newspapers and Non-City 
Markets of America—Covering 
Maryland. 

A printed booklet giving basic 
data on population, buying power 
and weekly newspaper coverage 
of Maryland. Published by Amer- 
ican Press Assn. 

No. 3837. Petry Data Sheet 
WBAL-TV. 

A single data sheet giving mar- 
ket and other information on 
WBAL-TV, Baltimore. Published 
by Edward Petry & Co. 


MASSACHUSETTS 


3109. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and Non-City 
Markets of America—Covering 
the State of Massachusetts. 

A printed booklet giving basic 
data on population, buying power 
and weekly newspaper coverage 
of the state of Massachusetts. Pub- 
lished by American Press Assn. 


on 


No. 


No. 3110. Gear Your Advertising 
Dollar to a Great Sales Oppor- 
tunity. 

A 12-page two-color printed 
folder of pictures, maps and sta- 
tistics on the Worcester market. 
Published by the Worcester Tele- 
gram-Gazette. 


No. 3710. Annual Grocery Products 
Distribution Survey. 

The Worcester Telegram-Gazette 
will shortly publish its 1951 edi- 
tion of the annual distribution sur- 
vey of more than 500 retail grocery 
products, showing percentage of 
distribution attained by each. The 
material will be extracted from the 
New England Newspaper Advertis- 
ing Bureau’s annual survey. 

No. 3709. Worcester—The Food 
Market. 

A 16-page brochure soon to be 
published by the Telegram-Ga- 
zette, Worcester, Mass., which will 
describe and explain the impor- 
tance of the city as a food consum- 
ing market. Will include a com- 


plete description of the wholesale 
food distributing organizations, 
their buying hours, outlets serv- 
iced, etc. A map will also be in- 
cluded. 


No. 3839. Petry Data Sheet on 

WNAC-TV. 

A single data sheet giving mar- 
ket and other information on 
WNAC-TV, Boston. Published by 
Edward Petry & Co. 


MICHIGAN 

3111. Shopping Centers in 
Grand Rapids. 

A large-scale three-color 


No. 


map 


eY 


of the city of Grand Rapids, show- 
ing the downtown shopping center 
and 32 other primary and secon- 
dary shopping centers in the city. 
Published by the Grand Rapids 
Press. 


No. 3113. Drug Store Map of Grand 
Rapids. 

A large-scale map of the city of 
Grand Rapids, showing the loca- 
tion of drug stores in the city. Pub- 
lished by the Grand Rapids Press. 


No. 3112. Grocery Map of Grand 
Rapids 
A large-scale map of the city of 


95 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


Grand Rapids, showing the loca- 
tion of grocery stores in the city. 
Published by the Grand Rapids 
Press. 


3114. The Press Leads in the 
Billion Dollar Western Mich- 
igan Market. 

A 24-page, file-size printed 
booklet, with maps and statistics 
on western Michigan, showing 
population, income, sales, etc., for 


No 


25 Michigan counties, with sup- 
plementary data on newspaper 
linage and circulation. Published 
by the Grand Rapids Press. 
No. 3115. Coverage, Population, 
Market Data 
A four-page, two-color folder 
published by Station WOOD, 
Grand Rapids, giving population 
and market data for the area 
served, as well as coverage maps 


CANADA ...... 
65 major markets 


rr 
87 major markets 


in CANADA _.. distribution and 
advertising are DIFFERENT! 


CANADIAN DAILY 


If you are planning a campaign in Canada, you can’t just sit down and 


say, “Canadians are the same as we are, so let's follow our U.S. plan.” 


Individually, Canadians are much the same as Americans, but they 


live in a 3,000 mile long “corridor” mainly concentrated in 65 major 


markets, all of which are miles and miles apart. 


Securing distribution in Ohio, a state with 87 “easy-to-get-at” markets 
is “apple pie” compared with getting and maintaining adequate distribu- 
tion in all parts of Canada. 


In Canada, therefore, greater attention must be paid to selecting media 
which can “match up” to your distribution situation. If proper attention 
is not paid to media selection, an advertiser will find himself advertising 
to a vast number of people who can’t buy his goods . . . due solely to an 
unbalanced distribution condition . .. and one perhaps hard to control. 


TIMING 


NEWSPAPERS PROVIDE 


Break fast, change fast — gear 


selling. 


PACE 


The Canadian Daily Newspapers Association—through its continuing 


studies conducted by the Canadian Opinion Company—maintains a close 


check on the distribution of advertised goods. 


To United States firms selling in Canada, the CDNA offers this infor- 


SCOPE 


mation—in confidence—and will be glad to discuss any other problems 
of distribution and advertising in the Canadian market. 


Press reports of “Marketing's 1951 Forecast” say: “Sales territories will 
have to be microscopically scrutinized with a view to more efficient 
coverage by salesmen who will be required to do a more detailed job.” 


Canadian DAILY 
NEWSPAPER 


“Speedup” 
advertising frequency to match 
sales tempo in any market. 


your advertising to local market 


or “slow down” your 


whe: 


Take all or any part of any mar- 
ket. It's tailor-made. 


moncr Ger 


No other medium can “hit” so 
many people at once and so force- 


ably — including your dealers. 


|. H. MacDONALD, General Manager 
55 University Ave., Toronto, Canada 


Association 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


and similar information. 


No. 3116. The News of Detroit. 

A monthly four-page printed 
bulletin reporting on developments 
in Detroit from a business, eco- 
nomic and financial standpoint 
Published by the Detroit News and 


Kentucky's Rural Market is 
Kentucky's Greatest Market 


ulture is Kentuck 
pers, esieans "a 


i is comer 8 “j 
cond Occupation 
: oe. media dee _ 


408 McDowell Bidg., Louisville 2, Ky. 


its stations: 


WWJ-TV. 


WWJ, WWJ-FM and 


No. 3117. Primer for Time Buyers. 
A clever folder published by 
CKLW, Detroit, giving data on the 
market and including a discussion 
of relative TV and AM costs in the 
Detroit area 
No. 3118. BMB Report No. 2 
Flint, Mich. 

Standard BMB report for the 
Flint area, showing data on day- 
time and nighttime radio families 
in the area. Published by WFDF, 


for 


Flint, Mich 

No. 3119. Rocketing to New 
Heights. 

This four-page, two-color 


printed folder published by the 
Royal Oak Daily Tribune includes 
data on population, family units, 
income, a variety of retail sales 


categories, utilities, automobile 
registration and home construction 
in the area served by the paper. 


No. 3120. The Royal Oak Market 
Basic Traffic Flow Pattern. 

A large scale map in color show- 
ing the flow of traffic in the Royal 
Oak area. Published by Walker & 
Co 
No. 3121. 
Detroit. 

A large-scale map of the city of 
Detroit, showing the location of 
the city’s 155 bowling alleys and of 
the city’s various parks, stadia and 
recreation centers. Published by 
Walker & Co 


Recreational Map of 


No. 3122. Market Facts on Kalama- 
z00, Mich. 

A handsome 28-page 
booklet replete with pictures and 
statistics on the Kalamazoo mar- 
ket. Includes a list of principal in- 
dustrial plants, census data on 
manufacturing, wholesaling and 


| retailing. Published by the Kala- 


TOP 


50.1%. 


570 


ABC-TQN 


5,000 WATTS 


Martin B. Campbell, 


ucts. So buy the “top dog”. 


DOG 


MAJOR 
MARKETS 


Nothing puny about this fellow, the 
station or the Dallas-Ft. Worth market 
he reaches. Population increase here 

during the past 10 years was a booming 

And retail sales in the Dallas-Fort 
Worth area in 1949 amounted to $1,464 
per capita. That’s number one among 19 of 
America’s major markets with populations 

from 500,000 to 1,000,000 and over.* 

and WFAA-TV know how to reach this 


WFAA 


market. They have the talent, experience and 


facilities to ring up sales of the sponsors’ prod- 


. the Dallas-Fort 


Worth market and get proven performance with 
WFAA and WFAA-TV. 


“Standard Rate & Data 1950-51 Consumer Markets. 


. WFAA WFAA WFAA-TV 


820 


NBC-TQN 


50,000 WATTS 


CHANNEL 8 


NBC, ABC, DU MONT 


General Manager 


Radio and Television Services of 


THE DALLAS MORNING NEWS 


EDWARD PETRY & COMPANY, INC., National Representatives 


printed 


mazoo Gazette. 


No. 3123. Kalamazoo Market. 

A four-page folder just off the 
press which gives latest census da- 
ta on population, retail sales, pas- 
senger car registrations, etc. Pub- 
lished by the Kalamazoo Gazette. 
No. 3124. Your Best Bet—Both 
Ends of the Alphabet. 

A file folder published by 

WXYZ, Detroit, which includes a 
| wealth of data on population, 
| distribution of employment, family 

income, purchasing power, retail 
sales, etc., as well as daytime and 
nighttime coverage maps of the 
station, and program and listening 
information. 


No. 3125. Muskegon, 
City.” 


“The 


variety of material, including 
maps, views of the area, and mar- 
ket data. 
No. 3707. Market 
WFDF Market. 
Station WFDF, Flint, Mich., will 
shortly publish an up-to-date bro- 
chure providing basic market and 
population data on the area it 
covers 


Data on the 


No. 3708. An Economic Map of the 
City of Grand Rapids. 

The Grand Rapids Press expects 
to publish a large-scale map of 
the city, showing four levels of in- 
come, before Sept. 1. 


No. 3720. Wholesale Distributors of 
Major Appliances. 

The Detroit News is preparing a 
list of all major electric appliances 
distributed in the Detroit area. It 
will be published Aug. 15. 


No. 3721. State Liquor Book. 

On Sept. 1 the Detroit News will 
publish an alphabetical list by 
county, city and name of all liquor 
licensees in the state of Michigan 
outside metropolitan Detroit. 


No. 3722. Business Establishments 
and Volume of Business in the 
Detroit Metropolitan Area. 

The Detroit News will have 
ready on June 15 a folder showing 


Port | 


A file-size folder containing a. 
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tables from the 1948 Census of 
Business on retail, service and 
wholesale establishments for cities; 
retail sales by type of business for 
counties; and selected services and 
amusements by kind of business 
for the Detroit metropolitan area. 


No. 3719. Beer Book. 

The Detroit News will have 
available, about Aug. 1, a route 
list of all beer dealers in Detroit. 


No. 3654. A Study of Liquor Con- 
sumption and Sales in the 
Greater Detroit Market. 

An unusual! study comparing the 
distribution of expected consump- 
tion of packaged liquor and the 
distribution of actual sales by spe- 
cially designated distributors in 
the greater Detroit area. Published 
by the Detroit News. 


No. 3855. Growth. 

An analysis of Detroit newspa- 
per coverage which also contains 
a considerable amount of data on 
population and families in the De- 
troit area. Published by the De- 
troit News. 


No. 3856. Sales Patterns in Detroit. 

A series of four-page folders 
showing month-by-month sales 
patterns of automotive groups, 
general merchandise, apparel 
stores, furniture groups, food 
groups, building materials, and a 
number of other lines. Published 
by the Detroit News. 


No. 3857. Retail Sales in Wayne 
County—Year 1950. 

A folder giving retail sales, with 
percentage for each month, from 
1945 through 1950, for a variety of 
types of stores. Published by the 
Detroit News. 


No. 3858. Detroit Census of Busi- 

ness, 1948. 

A four-page file folder filled 
with 1948 Census of Business fig- 
ures covering the Detroit metro- 
politan area. Published by the 
Detroit News 


No. 3859. Population, Housing and 
Income in the Detroit Metro- 
politan Area, 1950. 

A four-page file folder packed 


In MADISON, WIS. no other advertising medium can do it! 


es Madison 
\g | Newspapers 


vy Reach 96% of the ABC City Zone 


Reach 65.2% of the 9-county 
ABC Trade Area 


Get top (96°) coverage 
of the 116,967 (based on 
‘50 Census) City Zone 
market both daily and 
Sunday. No more than 
19° of families take an 
outside paper exclusively. 


GET THE FACTS, WRITE: 


Top coverage again in the 
9-county trade area! In 
the past decade circula- 
tion has increased 42.1%— 
covers two-thirds of all 
families. Reached 79,219 
—anew high in Ist quarter! 


ANY OFFICE: JANN & KELLEY, INC. 


MADISON NEWSPAPERS, INC. 


The Capital Times 
Afternoon 


Madison 1, 


Wisconsin State Journal 
Moming & Sunday 
Wisconsin 
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with maps and figures on popula- 
tion, housing, and income in the 
Detroit metropolitan area, broken 
down by minor civil divisions. 
Published by the Detroit News. 


No. 3860. Salesmen’s Map of De- 
troit and Suburbs. 

A large-scale colored map show- 
ing merchandising routes, street 
numbering guides, approximate 
location of principal foreign na- 
tionality grovns and relative in- 
come areas. Published by the De- 
troit News. Price $1. 

No. 3861. Major Shopping Areas 
in Metropolitan Detroit. 

A loose-leaf book containing a 
separate sheet, with map, for each 
of 29 shopping areas in the De- 
troit area, giving an actual list of 
the principal stores in all areas, 
divided into business categories. 
Published by the Detroit News. 


MINNESOTA 


3126. The Sales-Rich 
Midwest Market 

A four-color broadside folder is- 
sued by the Minneapolis Star and 
Tribune containing basic market 
data, including census figures, on 
the 225 counties in Minnesota, 
North Dakota, South Dakota and 
western Wisconsin. Also includes 
circulation data. : 


No. Upper 


No. 3836. Petry 
KSTP-TV. 

A single data sheet giving mar- 
ket and other information on 
KSTP-TV, Minneapolis and St 
Paul. Published by Edward Petry 
& Co. 


Data Sheet on 


No. 3808. WEBC Has ‘Em Where 
You Want ’Em. 
A single data sheet and map 


published by WEBC, Duluth, 
giving basic market and coverage 
data on its area. 


No. 3809. Any Way You Look At 
ee 
A die-cut folder published by 
KDAL, Duluth, giving data on 
the area served. 


MISSISSIPPI 
3880. Meridian, Miss.—Test 
Market of the South 
A pocket-size folder published 
by the Meridian Star, giving es- 
sential data on population, sales, 
etc., of the Meridian market. 


MISSOURI 


No. 3127. Map of the St. Louis Re- 
tail Trading Zone and the Sur- 
rounding Area 

A file-size folder containing a 
large map of the St. Louis ABC re- 
tail trading zone and vicinity, and 
also a regional map showing cities 
over 10,000 population. The latter 
is also available in 17x32” size 

Published by the St. Louis Star- 

Times. 


No 


No. 3128 
Data 

A report showing shipments of 
wine and liquor by classifications 
and brands from distillers to Mis- 
souri wholesalers. Published 
monthly, with cumulative totals 
for the year to date and similar in- 
formation for the previous year. 
Published by the St. Louis Star- 
Times. The report costs $1 per 
month, or $10 per year. 


Missouri State Liquor 


No. 3129. Facts About the St. Louis 

Market 

Mimeographed data sheets con- 
taining data on the population, 
history, physical geography, indus- 
try, transportation, and other fac- 
ets of the St. Louis market. Pub- 
lished by Station KMOX. 


No. 3130. The Farmer is Big Busi- 
ness. 

A file folder giving a wealth of 
information on some 70 counties 
in eastern Missouri and southern 
Illinois lying within the KMOX 


listening area. Includes informa- 
tion on number and size of farms, 
value of selected crops, etc 


No. 3131. KFEQ and the Midwest 

Market. 

A file folder giving maps and 
complete market information on 
the area covered by KFEQ, St. 
Joseph. 

Hannibaland Market 


No. 3133. 


Data. 

A three-page gatefold sheet giv- 
ing complete data on 41 counties 
in Iowa, Illinois and Missouri on 
retail sales and stores, from the 
1948 Census of Business. Also in- 
cludes data on radio families and 
listening. Published by KHMO, 
Hannibal 


No. 3132. The Joplin, Mo., Market. | 

A single data sheet giving basic 
information on the market, includ- 
ing population, dwelling units, re- 
tail sales, etc.. by counties and 
principal cities. Published by the 
Joplin Globe and News Herald. 
No. 3850. Selecting the Right 
Newspaper Isn't as Simple as 
ABC. 

A booklet by the St. Louis 
Globe-Democrat devoted princi- 
pally to a discussion of the size and 
extent of the St. Louis metropoli- 
tan area and trading habits, but 
also including some data on buying 
power differences between “slum 
and blighted areas” within the ter- 
ritory and those areas in which 
“good customers” live 


Available Market Data—Local 


To secure copies of data listed, 


No. 3851. Once Upon a Time 

A booklet discussing the size and 
character of the market reached 
by the St. Louis Globe-Democrat 
in the metropolitan St. Louis area, 
and in a number of Illinois and 
Missouri counties 


No. 3852. Continuous Grocery 
Sales and Inventory Study 

A continuous study conducted 
by the St. Louis Globe-Democrat 
covering sales and inventories of 
62 retail grocery stores. Covers 


baby food, bleaches, cereals, coffee, 


97 
use the handy coupons 
desserts, dog food, flour, marga- 
rine, scouring powders, shorten- 


ing, and soaps, and provides de- 
tailed information on package and 
brand sales. Individual classifica- 
tions are available on a restricted 
basis only to advertisers who have 
a brand name in a classification, 
and to agencies handling an ac- 


count included in a_ particular 

classification 

No. 3862. Evaluation Study and 
Rating Reports on Weekly 


Newspapers and Non-City 
Markets of America—Covering 


Your Advertising Dollar in 


SYRACUSE, N. Y. 
NEWSPAPERS 


Buys Maximum Effectiveness 


This important market, strategically located at the Hub 


of the Empire State, continues to show consistent gains for sales 


promotion-minded management. Proof of this growth is indicated in 


the following figures compiled from the 1950 and 1951 issues 


of Sales Management Survey of Buying Power. 


TOTAL RETAIL SALES 
FOOD SALES 


FURNITURE-HOUSEHOLD-RADIO 


DRUG SALES 


1949 


$257,906,000 $295,804,000 — Up 15% 


59,894,000 
12,450,000 
6,653,000 


Whether you are launching a test campaign or planning 
expansion of your present sales program, this proven 


market assures maximum 


success. 


1950 ' 


70,590,000 — Up 18% 
16,049,000 — Up 29% 
6,830,000—- Up 3% 


ee anes tk mers 


Your Dollar in Newspaper Advertising Buys Complete Coverage 
of this Important Market at ONE LOW COST 


SYRACUSE NEWSPAPER CIRCULATION provides com- 
plete coverage of this key market. Today, more than 
215,000 daily and 333,000 Sunday circulation delivers 
the message of manufacturer and retailer to this great, 
ready-to-buy, able-to-buy audience. 


ALL BUSINESS 
'S LOCAL! 


a 


, GENERAL ADVERTISING REPRESENTATIVES 


HERALD JOURNAL— POST STANDARD 


(Morning) 


(Evening) 


HERALD-AMERICAN POST-STANDARD 


(Sunday) 


(Sunday) 


MOLONEY, REGAN & SCHMITT 


>! 
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the State of Missouri. 

A printed booklet giving basic 
; data on population, buying power 
4 and 


by KGEZ, Kalispell. 


weekly newspaper coverage NEBRASKA 

: nd ~~ ny gaat 7 No. 3136. 1949 Retail Sales in the 

2! - . ‘ns Lincoln, Neb., Market. 
MONTANA Data on this sheet, offered by 
No. 3134. KGES, Kalispell, Mont., the Lincoln Journal and Star, cov- 
A single data sheet and map on ers food, general merchandise, 
coverage, which also contains data| drug, furniture and total retail 

on Ts retail sales and the sales 


_ 


s 65s SEND:«-YOUR 
SALES MESSAGE 


HOME! 


8 out or 10 TriBUNES 
ARE Home-DELIVERED 


TOTAL CIRCULATION 
DAILY SUNDAY 


189,000 195,000° 


Based on average circulation from Sept 30, 
1950 to Mar 


records 


| Cabland shee Tribune 


31 1951 from publisher's own 


OF WIREPEETE CORE ORL GENTE CREED. Gmreeee BarLT BEwE —* 


vCRESMER a WOODWARD, INC. BA 


Jational Representatives Including Sunday Magazine Section 


ates 


Market 1949 Vehicle 

tions. 

The Lincoln Journal and Star 
offer this list of 20 counties in 
its circulation area with total ve- 
hicle registrations for each. 


Registra-| 


No. 3137. Retail Outlets and Fami- 
lies in the Lincoln, Neb., Mar- 
ket. 

A list of 20 counties, with 1949 
retail sales, number of families 
and Lincoln Journal and Star cir- 
culation data. (See list of materi- 
al to be published. New data will 
be available June 15.) 


3138. KOIL Hits Hard and 
Deep in Omaha. 

This presentation covers the 
size of the market and retail sales 
and includes coverage material 
and data on Station KOIL. 


No. 


No. 3139. KOIL Broadcast Meas- 
urement Bureau Data Review. 
Daytime and nighttime listen- 
ing figures and coverage maps, 
plus penetration percentages and 
radio families in the area are 
included in this KOIL folder. 


No. 3140. The World-Herald Sells 

Nebraska. 

The Omaha World-Herald of- 
fers this 24-page brochure with 
data and descriptive material on 
Nebraska and western Iowa. Re- 
tail, drug, food, general merchan- 
dise and furniture sales are in- 
cluded. The paper also has a sep- 
arate booklet containing a circu- 
lation analysis. 


No. 3801. Home on the Ranch. 

Radio Stations KMMJ and 
KXXX, Grand Island, Neb., and 
Colby, Kan., offer a new brochure, 
“Life in the Ranch and Farm 
Area,” which discusses the cur- 
rent situation on the hog crop, 
lamb feeding, corn, wheat, poultry, 
and the effects of irrigation in the 
area. 


NEW HAMPSHIRE 


3863. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and Non-City 
Markets of America—Covering 
New Hampshire. 

A printed booklet giving basic 
data on population, buying power 
and weekly newspaper coverage 
of New Hampshire, published by 
American Press Assn. 


No. 


farm market in the area. Pubiished No. 3135. 20-County Lincoln, Neb.,; 


| 


NEW JERSEY 
No. 3141. WFPG Data Sheet. 


Station WFPG, Atlantic City, 
has prepared this recapitulation 
covering population, retail sales 
and retail outlets (with break- 
downs by type of establishment), 
and dollar volume figures. 


No. 3142. Trentonian Market Data 
Sheets. 


The Trenton Trentonian, morn- 


ing daily, has prepared data sheets | 


showing per capita alcoholic bev- 
erage sales and food sales for the 
six largest New Jersey cities | 
(based on Census Bureau figures). 


No. 3143. Comparison of Six New 
Jersey Cities in Terms of All 
Major Divisions 
Trade. 


This eight-page folder showing | 


total sales volume and per capita 
purchases in all important divi- 


sions of retail trade for the six} 


largest New Jersey cities has been 
prepared by the Trenton Trento- 
nian, 
No. 3144. Ten-Week Continued 
Study of Instant Coffee Sales 
in Bayonne, N. J. 


Latest in the series of Bayonne | 


Times grocery inventory surveys 
covers weekly sales of instant 
coffee and tea in the Bayonne 
market over a period of ten weeks, 


beginning late in January, 1951. 


No. 3145. Ten-Week Inventory of 
Margarines in Bayonne. 

The Bayonne Times offers this 
brochure, which includes a chart 
and data showing the weekly 
movement of each brand of mar- 
garine by type of store, the varia- 
tion in distribution, advertising 
and point of sale promotion and 
window displays during a ten- 
week period. 


No. 3870. Evaluation 
Rating Reports on 
Newspapers and Non-City 
Markets of America—Covering 
New Jersey. 

A printed booklet giving basic 
data on population, buying power 
and weekly newspaper coverage 
of New Jersey. Published by 
American Press Assn. 


Study and 


No. 3146. Test Metropolitan 
York in Bayonne, N. J. 
This folder, prepared by the 
Bayonne Times, offers suggestions 


New 


-- - always first in Boston 


The Herald-Traveler has led all Boston papers in total advertising for 24 


“ consecutive years. And last year we hit an all-time high with 27,398,089 


lines. As surely as the bean and the cod, the Herald-Traveler is always first 


choice in Boston for local and national advertisers alike. 


The Boston Herald-Traceler 


Represented Nationally by George A. McDevitt Company 


of Retail) 


Weekly | 


Advertising Age, May 14, 1951 


for testing the metropolitan New 
York market in Bayonne, and 


| includes test market data, average 


market characteristics and a map 
of the city. 


. 3147. Newark News Market 
Data Sheet No. 314. 
| A worksheet of latest available 
data for Newark, Essex County, 
the city and trading zones and the 
state, plus comparisons with na- 
| tional figures, is being offered by 
|the Newark News. The material 
covers food, drug, eating and 
| drinking, general merchandise and 


| 
|other major classifications. 


NEW YORE 

No. 3148. This is Cortland, N. Y. 
This 14-page, illustrated bro- 
chure describes the diversified in- 
dustries in Cortland, N. Y., illus- 
trates the shopping center, and 
covers agriculture, transportation, 
education and recreation in the 
area. It was prepared by the Cort- 
land County Chamber of Com- 
jmerce and is available through 
the Julius Mathews Special Agen- 
cy. 
No. 3149. Rochester, 
WHAM-land. 
| Station WHAM, Rochester, has 
|published a market data folder 
which includes a coverage area 
‘map and data on the 23-county 
market potential. 


N. Y., and 


No. 3150. New York Market Gro- 
cery Merchandise Inventory. 
A bi-monthly publication, pub- 
lished by the New York World- 
Telegram & Sun, this inventory 
review covers all major classifi- 
cations of food store products. It 
is available to any agency or ad- 
vertiser operating in one of the 
classifications surveyed. 


| No. 3151. A Member of the Family. 

The results obtained via 18 new 
mail surveys among 40,909 homes 
in metropolitan New York (with 
10,989 completed questionnaires) 
have been included in this booklet 
; issued by the New York World- 
Telegram & Sun. Material covers 
department store charge accounts, 
commodity purchase habits, family 
composition, automobile owner- 
|ship, metropolitan newspaper 
readership and similar data. Local 
information will be presented in 
individual folders, three of which 
(Garden City, Peter Cooper Vil- 
lage and Scarsdale) now are avail- 
able to responsible advertising or 
marketing executives. 


No. 3152. The Pulse Survey of New 

York Housewives. 

This 24-page booklet, published 
by the New York Post, is based on 
interviews with 3,000 housewives 
in 12 counties in the New York 
metropolitan area, conducted by 
Pulse Inc. for the Post. Family in- 
come, ages of housewives, news- 
paper readership and duplication 
patterns in newspaper reading are 
examined in detail. 


No. 3153. Pantry Shelf Survey of 
WQXR and Non-WQXR Lis- 
tening Families. 

White bread, coffee, beer and 
ale, tea, frozen foods, floor waxes 
and cigarets are the items cov- 
ered in this pantry shelf (brand 
preference) study conducted by 
Pulse Inc. for Station WQXR, New 
York. Comparisons show the pref- 
erence differences between lis- 
teners and non-listeners. 


No. 3154. WQXR’s Listeners Spent 
Over $100,000,000 for Vacations 
Last Year. 

Data in this WQXR report show 
the vacation expenditures of 
WQXR families, the length of va- 
cation, mode of transportation, 
number of family members who 
made the journey, distance trav- 
jeled, etc. Comparisons between 
|listeners and non-listeners are 
‘shown for each question. 
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Available Market Data—Leccal 


To secure copies of data listed, use the handy coupons 


No. 3155. The Business Climate of | 


America. 
Although this 30-page booklet 
was designed primarily to help 


business men abroad understand 
the structure of U.S. business and 
industry, domestic officials will 
find it a concise exposition of the 
status of the American economy. 
It includes almost 15 pages of 
charts. Published by the New York 
Times. 


No. 3156. Survey Among Purchas- 
ing Agents. 

John Felix Associates surveyed 
5,057 purchasing agents through- 
out the U. S. to determine reading 
preferences in daily newspapers, 
Sunday newspapers, magazines, 
and all publications regardless of 
type. Results of the study are tab- 
ulated in this report, prepared by 
the New York Times. 


No. 3157. Survey Among Proprie- 
tors, Partners & Top Officers 
of Small Businesses in Metro- 
politan New York. 

Similar to the above, except 
that it is limited to daily and Sun- 
day newspapers. 


No. 3158. Survey Among Industrial 
Executives. 
Similar to No. 3156, except that 
4.579 industrial executives com- 
prised the basic sample. 


No. 3179. Facts from the Census of 
Manufactures, 1947. 

Data in this 30-page booklet 
prepared by the research depart- 
ment of the New York Times in- 
cludes Census Bureau data for the 
New York-northeastern New Jer- 
sey metropolitan area and the 15- 
state northeastern area (including 
Washington). Number of estab- 
lishments, size, employes, payroll, 
value of product, and expenditures 
for new plant and equipment are 
shown for all major product clas- 
sifications. 


No. 3180. Facts from the 1948 Cen- 

sus of Business 

The New York Times research 
department offers this recapitu- 
lation of Census Bureau data on 
retail trade, wholesale trade, se- 
lected service trades, hotels, tour- 
ist courts and camps and amuse- 


SEND FOR THIS 


BIG FREE BOOK 
About Premiums 


@ If it is novel, if it is new, if it is 
different—- Hausman has it! We 
are the fastest growing premium 
house in America and are happy 
to solicit your business and advise 
on your sales promotion and gift 
items (we are national distributors 
of the best and newest items in 
metal, plastic, wood, leather, glass 
and paper). 


To get the range of our offerings, 
we invite you to send for our cat- 
alog. It is a 50-page job, and covers 
everything from pencils to alarm 
clocks and plaid blankets. 


Please send for our catalog first 
and see what we have listed there; 
we are prepared to provide, how- 
ever, almost anything you may de- 


sire. Send your inquiry to Wm. building permits, ad linage, out- 


Hausman. 


HAUSMAN MFG. & SALES CO. No. 3193. WENE Market Data. 


(Not Inc.) 
1324 N. PULASKI ROAD 
CHICAGO Sl. ILL. 


} 


ments in New York and the New 
York market area. 


No. 3181. The Troy, N.Y., Market. 

This market data folder, pre- 
pared by the Times Record, Troy, 
N.Y., describes the Troy market, 
the size of the city zone, the extent 
of the retail trade zone, population 
and newspaper coverage, retail 
sales data, employment and wages, 
industrial and bank information. 


No. 3182. WMGM Market Data. 
These data sheets show popula- 
tion, total families and _ radio 
ownership in the counties of six 
states which comprise the WMGM 
area, as defined by Broadcast 
Measurement Bureau. 


No. 3183. WMGM Sales Data. 

Total families, total retail sales, 
drug sales and food sales in the 
six states served by WMGM are 
tallied in this group of market data 
sheets offered by the station. 
County breakdowns in each clas- 
sification are included. 


No. 3184. Suburbia-TDI 

Transportation Displays Inc., 
New York, has prepared this first 
in a series of booklets describing 
the various phases of the medium 
and its coverage of “Suburbia.” 
The booklet contains an over-all 
description of the market, with a 
map showing transportation ar- 
teries. 


Without benefit of any “force feeding” promo- 
tions, 20,611 MORE FAMILIES are reading The 
Free Press than a year ago, over and above 
an all time high for the period. 


No. 3185. Metropolitan New York 
Transportation Telephone 
Tickler. 

The New York Journal of Com- 
merce has issued this 224-page 
directory of personnel in the city’s 
transportation industry, including 


Net paid circulation of 436,675 WEEKDAYS 
and 477,119 SUNDAYS for the 6 months’ 
period ending March 31, 1951, is an increase 


titles. Ship lines, railroads, air- 
lines, trucking companies, cus- of 20,611 weekdays and 4,739 Sundays over 
toms house brokers and freight = ' . 
forwarders are included. The ~~ the corresponding period. 
price is 50¢. =_ 
we. 

No. 3189. Mexico Builds for the = When the members of 20,611 MORE 

Future. =n 

Published by the Journal of = ae FAMILIES than a year ago read The Free — 
Commerce Dec. 29, 1950, this 20- — R os ieee 
page booklet is a comprehensive — ‘ Press every day, we think it indicates that ' 
survey of Mexican business and = a 
industrial development. Separate ==" the people of the Detroit area like and prefer 
articles are devoted to government —_ ° 
policies on taxation and foreign 3 the kind of a newspaper we create. 
business investment, Mexico's po- a 
tential as a market and source of a a . 
imports, as well as analyses of ma- > Take advantage now of this expanding 
jor industries and the government- — 
organized Export and Import Cor- “=, NEW Free Press market — these Free Press 
| poration. The price is $1. > sale 2 

- families whose buying power assures hand- 

No. 3190. Worth St. Selling House —"s .“ 

Directory. — some results to Free Press advertisers every 

This Journal of Commerce di- f- 


rectory lists addresses, phone num- 
bers, officials, department heads, 
branch offices and branch man- 
agers of the selling houses on 
Worth St., New York, primary 
cotton goods market of the nation. 
Products handled and lines repre- 
sented also are included. The price 
is 25¢. 


business day. 


No. 3191. 
Sheet. 

WENT, Gloversviile-Johnstown, 
N. Y., has issued this sheet de- 
scribing the area served and in- 
cluding audience, retail and farm 
market data. 


WENT Market Data 


No. 3192. 
Data. 
The Union-Star, Schenectady, 
N. Y., is offering this material, 
which includes data on bank clear- 
ings and credits, employment, 


Schenectady Market 


door advertising, retail 


wholesale trade, etc. 


trade, 


Station WENE, Endicott, N. Y., 
has issued this coverage map (re- 
flecting its new 5,000-watt pow- 
er), giving 1951 market data 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
4 200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


Nome ee SD sid inuddtaecdaeakie ck mbeees 
Compony 
Address 
City & Zone PRA Gawie kiddenhaeschabe weped 
No. 3706. Coverage of Suburban A series of booklets to be pub- Inc., New York, next month, de- 
TDI lished by Transportation Displays scribing the over-all market and 
. = SS ea a ee ae mee 
New 1950 
> 


| 4 Census Figures 


Emphasize that... 


. —— 
ae th a a AE eA EEDA, AT 


: | 
can 
t 
<a = 
; 2-Fxamine 
7 
; ; 
Bes Metropolitan St. Louis today has 
; 241,379 more people than in 1940 — 
RS stands 9th in America with a census total of 


1,673,467. The gain alone is similar to the entire 
populations of Miami or Oklahoma City. 


You miss a lot unless you advertise adequately in 
huge urban St. Louis where the market quality is 
17% above the U. S. average and head and shoulders 
higher than all the surrounding territory.* It pays to 
concentrate adequate power where sales, super- 
vision and distribution are all best. 


To make rich St. Louis yield proper returns you 
need THE ST. LOUIS STAR-TIMES for concen- 
trated, low-cost coverage with minimum waste or 
duplication. 


Is YOUR advertising keeping pace with the new op- 
portunities in a changed St. Louis? Get the latest facts 
by asking a representative of THE STAR-TIMES 
or a member of The George A. McDevitt Company 
in New York, Chicago, Philadelphia or Detroit. 


"Sales Management, 
May 10, 1950. 


the St. Louis STAR-TIMES 


the various areas covered by each 
type of display—railroad station 
and terminal posters, car cards in 
suburban trains and ferries, etc. 


No. 3866. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and Non-City 
Markets of America—Covering 
New York 

A printed booklet giving basic 
data on population, buying power 
and weekly newspaper coverage 
of New Yorx. Published by Amer- 
ican Press Assn 


No. 3806. Characteristics of Read- 
ers and Non-Readers of the 
New York Mirror. 

An analysis of the New York 
Mirror’s metropolitan audience 
made by Alfred Politz Research, 
giving data on age, sex, occupa- 
tion, financial] status, family sta- 
tus, educational level, newspaper 
reading habits and buying habits. 
The sample used in the study in- 
cluded both readers and non-read- 
ers of the Mirror. and the results 
therefore reveal the characteristics 
of the adult population of the New 
York area. 


NORTH CAROLINA 
No. 3194. High Point, N. C., Data 

Sheet. 

The Enterprise, High Point, 
N. C., has prepared this brief re- 
view of food, drug, general mer- 
chandise and household sales fig- 
ures in the market. 


| No 3195. Burlington, N. C., Data 


Sheet 

Issued by the Burlington Times- 
News, this data sheet is similar 
to the above. 


No. 3196. Have You Discovered the 

State within a State? 

The Citizen and Times, Ashe- 
ville, N. C., have included vital 
statistics on industry and agricul- 
ture in the Asheville area in this 
folder. 


No. 3197. To Brief You on Ashe- 
ville. 

Population, food store sales, drug 
sales, total retail sales and effec- 
tive buying income figures for 
towns in the Asheville, N. C., mar- 
ket area are included in this fold- 
er published by the Asheville Citi- 
zen and Times. A state map also 
is included. 


No. 3198. Asheville Food Sales. 
The Citizen and Times offer this 
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breakdown of food sales in their 
19-county market area. 


No. 3199. Asheville Drug Sales. 

Similar to the above, but for 
drug sales. Published by the Ashe- 
ville Citizen and Times. 

No. 3200. The Asheville 

Market. 

A state map, county sales data 
and photographs of the area are 
included in this folder issued by 
the Citizen and Times, Asheville, 
oe 


Great 


No. 3201. A City Going Places. 

The Star and News, Wilmington, 
N. C., have compiled a list of the 
new plants and plant improve- 
ments in the area—with figures 
indicating increased purchasing 
power. 


No. 3203. The Golden Leaf Story. 

Tobacco, the golden leaf in the 
Wilmington, N. C., area, produced 
added income buying power last 
year. This Star and News folder 
tells the story 


No. 3204. North Carolina Weekly 
Newspaper Liquor Market. 
This American Press Assn. data 

sheet indicates the size of the state 

liquor market and suggests a 

method for covering it. A map and 

a list of the state’s weeklies are 

included 


No. 3205. Carolina Brands Pref- 

erence Survey 

Station WBT, Charlotte, N. C., 
has conducted the brand prefer- 
ence survey upon which the cur- 
rent report is based. The 90-page 
brochure (and the more compact 
booklet form) contains informa- 
tion showing the relative popular- 
ity of approximately 2,400 branded 
products in 89 categories. The sur- 
vey covers 50 counties in North 
and South Carolina 


No. 3206. Know Our Market. 

Latest in a series of ten releases 
published by the Piedmont Pub- 
lishing Co., Winston-Salem, N. C.., 
is this review of 1950 business 
gains, increases in phones, water 
meters, electric meters and gas 
meters, which includes data on the 
counties covered by the company’s 
newspapers. 


No. 3207. Monthly Grocery Inven- 
tory. 
The Winston-Salem Journal and 
Twin City Sentinel have issued a 


~ 


Facts 


for 
_ FREE! 


Atlantic states. 


. . about Rochester, N. Y., number 1 Test 
City in New York state and in the Middle 


Complete market data on this closely-integrated, 
unique combination of urban and rural population. 
Printed in convenient filing-folder form, ready to 
slip right into your market data drawer. Ask for 

the “WHAM-land Folder” from your nearest Hol- 
| lingbery representative, or write to WHAM. 


WHAM 


ROCHESTER 3, N. Y. 
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monthly report with data on 550 
grocery store products, grouped 
into 50 product classifications, 
since January, 1948. The reports 
show the average units sold per 
store, the total units sold, the per 
cent distribution and total units 
of stock on hand for Forsyth 
County, N. C. 


No. 3208. Chain and Independent 
Store Product Distribution 
Analysis. 


Published by the Winston-Salem | 
newspapers, this report shows the 
distribution of more than 450 dif- 
ferent brand names and gives the 
percentage distribution in chains 
and independent stores, with the 
Sales position of each product pin- 
pointed. 


No. 3209. Annual 
and Juices 
Analysis. 

This report, like the preceding 
one, deals with the Winston-Salem 
trading area and includes data on 
distribution for both classifica- 
tions, by chains, independents 
and independent-chains (coopera- 
tives); shows the average space 
allocated to the two classifications 
by all types of stores; discusses the 
type of equipment used in the 
stores, and the future of both food 
classifications as seen by the store 
managers or owners. 


Frozen Foods 
Distribution 


No. 3210. KCJB Market Data. 
Station KCJB includes in this 
folder a coverage map, data on 
retail sales in cities in the market 
area; figures on sales, income, 
cigaret and beer tax collections; a 
review of business conditions, and 
some radio listening study data. 


No. 3881. Important 
Raleigh, N. C. 

A brochure and other material 
prepared by the Raleigh News and 
Observer which gives a wealth of 
data on the market, including 
population, retail sales, various 
categories of sales, ete. 


Data from 


No. 3882. Market Information on 
Wilmington, N. C. 

A single sheet giving basic data 
on the Wilmington market, as ana- 
lyzed by Sales Management. Pub- 
lished by the Wilmington Star and 
News. ° 


No. 3872. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and Non-City 
Markets of America—Covering 
North Carolina. 

A printed booklet giving basic 
data on population, buying power 
and weekly newspaper coverage 
of North Carolina. Published by 
American Press Assn. 


OHIO 
No. 3211. Why is the Toledo Blade- 
Times Ohio’s Best Newspaper 
for Liquor Advertisers? 

The Toledo Blade and Times has 
compiled data from five sources to 
produce this 12-page booklet, 
which contains a map of the state’s 
warehouse districts and discusses 
the problem of promoting liquor 
district by district. 


No. 3212. The Toledo 

Grocery Inventory. 

The Toledo Blade and Times 
issues a monthly study of retail 
grocery activity in most prominent 
classifications and includes pro- 
ducts in those classifications with 
at least 5% distribution. 


Monthly 


No. 3213. Study of Ohio Liquor 
Markets. 

The Toledo newspaper (the, 
Blade and Times) also is offering 
advertisers and agencies the latest 
in a series of reports on liquor 
markets in the state of Ohio. 


No. 3214. 1951 Toledo Market Map. 
Retail sales in the Toledo ABC 
trading zone and other market 


data is included in the Toledo 
Blade and Times’ 1951 market map 
showing circulation. 


No. 3215. Greater Cleveland 
Transportation Advertising. 
Mitchell, McCandless & Klaus 

has produced this review of mar- 

ket information about the area 
served by the Cleveland metropol- 
itan transportation lines. Com- 
munities served and the number 
of passengers carried are in- 
cluded, in addition to the list of 
various types of retail stores and 
the number of outlets in each class. 


No. 3216. 
Sales. 
The Cleveland Plain Dealer 
issues this report on new car sales 
in Cleveland every six months. 


Cleveland New Car 


No. 3217. The Compact Cleveland 
Market. 
A review of the Cleveland mar- 
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Look How Appleton Has Grown! 


The A.B.C. City Zone: 1950—81,070 Pop. 
1945—50,000 1930—25,265 1920—19,561 
Helping you to reach this 4th Largest 
City Zone Market in Wisconsin — the 

ONLY NEWSPAPER OFFERING ALL THESE SERVICES TO 
ADVERTISERS: 

© 70% tie-in guarantee on Grocery and related products. 

® Twice weekly dealer contacts on all products 52 times a year! 

© Complete, up-to-date Grocery, Drug and Liquor Route Lists. 

Je Annual Consumer Buying Habit Study of the entire city zone includ- 


ing brand preferences, where people buy, and a complete store dis- 
tribution check on all products. Write Gen’l Advt. Dept. for details 
today. 


THE APPLETON POST-CRESCENT 


+ 


ty i) bet le 
Sells Boking Powder 


ee ed ee 


Consistent advertising 
in GRIT stirs up a 


17% 


sales gain for this 
baking powder, 


in 16,060 True Small Towns. 
Proof again .. . that 
GRIT sells for its advertisers. 


ato” 


Steady-income, smart-spending GRIT Families constitute a healthy market 


...97% buy regular flour, 81% buy cake flour, 95% buy coffee, 91° buy hor 


cereals, 90% buy syrup. 


Most important, they demonstrate their preference for GRIT-advertised 


brands where it counts the most ...at True Small Town Cash Registers! 


Ask the GRIT Representotive 
for the GRIT Reader Survey 


WILLIAMSPORT, PA 


Small Town America's Greatest Family Weekly 
— with more than 600,000 circulation 
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GRAND RAPIOS PRESS - FLINT JOURNAL - KALAMAZOO GAZETTE - SAGINAW NEWS 
JACKSON CITIZEN PATRIOT « MUSKEGON CHRONICLE - BAY CITY TIMES - ANN ARBOR NEWS 
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Our friend has no need to shout, really .. . the facts 
speak for themselves! The 8-paper Booth Michigan 
Market is a state within a state... a tremendous market 
in wself, larger than any one of 20 entire states. 


Addition of a Booth schedule to your Michigan adver- 
tising program, adds another third to your state retail 
sales potential. Latest gross weekly factory earnings 


average $74.60, 


A. H. Kuch, 110 E. 42nd Street, 
New York 17, New York, Murray Hill 6-7232 


For more information, ask for new market data sheets . 


The John E. Lutz Co., 435 N. Michigan Avenue, 
Chicago 11, illinois, Superior 7-4680 
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to all liquor accounts e 
advertising agencies) is divid 
into two sections. The first covers 
ollar and gallon sales by county, a 
district and state. The second product or pr 
covers gallon sales in 1950 of in- 

vidua] brands. and by types, 


sc ucts 
inventory f 
in 45 food 


store 


The Biggest Hunk of the U. S. 
27¢* will buy 
Covered Exclusively by 


Separate 
TWO Newspapers 


“ONE &f Low RATE buys both 


Send for this Market Data: 
"The Story of the Fabulous Southwest," 
something new in market information. 
C] "The $12,000,000 Case of Whiskey” — of 
special interest to the distilling industry. 
Oo Standard Bureau of Advertising “Market 
Data and Media" folder. 


The £1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


O 


El Paso Herald-Post 


A SCRIPPS HOWARD NEWSPAPER 
EVENING 


Represented nationally by Scripps-Howard General 
Advertising Department and Texas Daily Press League. 
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product classifications. The per- 
centage of distribution for each 
brand listed also is shown. Classi- 
fication desired and products han- 
dled must be mentioned when re- 
questing grocery inventory Gata. 
No. 3236. Grocery Distribution 
Study. 

More than 7,500 brands in 68 
classifications of grocery merchan- 
dise were surveyed to determine 
distribution in Cincinnati and 11 
other Scripps-Howard markets. 
This, the fourth study, is avail- 
able on request. 


No. 3237. Self Serve Groceries. 

The market survey department 
of the Cleveland Plain Dealer has 
issued this publication, which in- 
cludes graphs portraying the rela- 
tion of check-out stores to stores 
by class of neighborhood, by chain 
stores, by independent stores and 
by combined stores of chains and 
independents. Route lists of the 
stores are included in the study. 
No. 3238. 
Statistics. 

This Cincinnati Enquirer re- 
port on business indexes in 
the area is issued monthly and is 


Cincinnati Business 


available to advertisers. 


No. 3239. Cincinnati Market Map. 

This map of the area served by 
the Cincinnati Enquirer is issued | 
free to advertisers. | 
No. 3240. Lorain, O., Market Data. | 

The Lorain Journal and Times | 
Herald are offering a market da- | 
ta folder with retail sales statis-| 
tics, bank deposit figures, number | 
of various types of retail outlets | 
and descriptions of representative | 
Lorain industries. 


No. 3241. Dayton, O., Today. 

This 12-page market survey 
booklet, prepared by the Dayton | 
Journal Herald and News, includes 
a detailed analysis of the Dayton 
market—its industries, population, | 
buying power, sales and newspa- | 
per coverage. Ohio’s ten major): 
newspaper markets are compared | 
in terms of families, employment, 
wages, sales, car ownership, étc. 


No. 3242. In Toledo it Only Takes 
One. 

Station WSPD-TV has issued | 
this map of the area covered by its 
signal, together with information 
on Toledo and the “12-county 
chunk” served by the station. | 


No. 3243. The Voice of Toledo. 

Daytime and nighttime coverage 
maps, plus data on the counties 
covered by its signal are included | 
in this market data folder issued 
by Station WSPD, Toledo. Popu- 
lation and retail sales figures are 
included. 


No. 3244. WIMA Market Data. 
Station WIMA, Lima, O., is of- 
fering this folder, with figures on 
population, retail sales, food sales, 
automotive sales, drug sales, gross 
farm income and radio families in 
the counties covered by the station. 


No. 3245. FM Has Laid an Egg—a 
Golden Egg. 

Station WTRF-FM, Bellaire, O., 
has issued this folder on the sta- 
tion, the FM market and its de- 
velopment. 


No. 3246. WTRF Market Data. 
Station WTRF, Bellaire, O. (and 
Martins Ferry, O., and Wheeling, 
W. Va.), is offering this folder de- 
scribing the tri-city area served 
and containing basic market data. 


No. 3247. The Metropolitan Cincin- 
nati Market. 


Cincinnati market data, descrip- 
tive material, business indexes and 
their shift, principal communities 
and a map of the area are included 
in this Cincinnati Times-Star of- 

fering. 


No. 3249. Fourteenth Annual Pay- 
roll Poll. 

The Cincinnati Times-Star has 
issued this folder summarizing re- 
sults of its 14th annual payroll 
poll. Data shows the amount of 
payrolls for each day of the month 
and lists holiday and other special 
events scheduled for each day of 
the month. The folder also con- 
tains basic data so that readers 
may plan ahead. 


No. 3250. Cincinnati Growth Fold- 
er. 

The Times-Star also has pre- 
pared a folder designed to give an 
over-all picture of construction 
programs in industry, non-manu- 
facturing, housing, municipal gov- 
ernment and education in recent 
months, with the approximate in- 
vestments in each of the cate- 
gories. Current expansion is com- 
pared with that of the past decade 


all 


and 
phases of the manufacturing and 
distribution process 


statistics cover almost 


No. 3251. 
Growth 
This report, issued by the Day- 
ton Chamber of Commerce and 
available to advertisers and agen- 
cies through the Dayton Daily 
News, shows the increase in popu- 
lation and dwelling units in coun- 
ties and principal cities of the Day- 
ton trading area. 


Dayton Trading Area 


No. 3252. Dayton Manufacturing 
Earnings. 


The Dayton Chamber of Com- 
merce also prepared this report 
showing the average weekly earn- 
ings for wage earners in manufac- 
turing industries in Ohio and eight 
major Ohio cities from 1939 
through 1950. Available from the 
Dayton Daily News. 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3248. A Study of the $14,000,- 
000 Cincinnati Liquor Market. 
Liquor sales in Cincinnati, the 

Cincinnati liquor district and the 

state are shown in this booklet 

published by the Cincinnati Times- 

Star. Brand standings and liquor 

brand ad linage figures for papers 

in the city also are included. 


OKLAHOMA 


No. 3254. Daytime and Nighttime 
Coverage Maps for Station 
KVOO, Tulsa. 

This study presents Broadcast 
Measurement Bureau figures on 
intensity of coverage (in per cent 
by counties) and intensity of lis- 
tening (in days or nights per week 
by counties) for Station KVOO. 


No. 3883 


Data 

A folder giving essential data 
from the census on the Muskogee 
market, published by the Musko- 
gee Phoenix and Times-Democrat. 


1950 Census and Sales 


No. 3884. Facts About Tulsa and 
Its Magic Empire 
A four-page booklet giving basic 
population, retail sales and other 
figures on the Tulsa area, pub- 
lished by the Tulsa World and 
Tribune. 


No. 3253. 1950 Census & Sales Data 
for Muskogee, Okla, 
Prepared by the Muskogee Phoe- 
nix and Times Democrat, this fold- 
er contains data on population 


ILLINOIS 
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Advertising and Agency Executives say: 


“THE BEST TEST CITY IN THE MIDWEST : 
IS PEORIA, ILLINOIS.” 


In Sales Management's Test Market surveys, 
Peoria is ALWAYS Tops in the Midwest 
group. Also, First in the 75M to 150M Pop- 
ulation group. Peoriarea is a self-contained 
major market . . . not influenced by any out- 
side media. TEST in Peoria . . . Then, SELL 
THE NATION. 


Peoria is as far from Chicago 
vd St. Louis) as Baltimore is 
om New York City. 


Ward-Griffith Co., Inc. LA 7 National Representatives 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


food, drug and general merchan- 
dise sales and newspaper circula- 
tion for Muskogee and its seven- 
county area. 


OREGON 
No. 3255. Data on Station KERG's 
Coverage of the Eugene- 
Springfield, Ore., Metropolitan 
Area 
A large 
Springfield 


Eugene- 
data on 
food, 
merchandise and 


map of the 
area, with 
population, radio families, 
drug, general 
wholesale sales. 


No. 3256. Facts Describing Eugene, 
Ore., and Lane County. 

This folder contains a lot of sta- 
tistical information about the city 
of Eugene and the county in which 
it is located. Published by the 
Eugene Chamber of Commerce. 


PENNSYLVANIA 

3257. Norristown—The Coun- 
tu Seat of Montgomery County. 

This colorful, profusely illus- 
‘rated folder presents a statistical 
and historical review of Norris- 
town. Prepared by the Norristown 
Chamber of Commerce, it is dis- 
tributed by the Norristown Times 
Herald. 


No 


No. 3258. 
City, Pa 

This file folder contains a map 
of the western Pennsylvania trade 
area, which includes Oil City, 
Franklin, Titusville, Clarion, 
Knox, Tidioute, Tionesta and 
Emlenton. The map shows the 
number of homes in respective 
cities and towns in the area. Also 
included in the folder is a reprint 
of a successful newspaper adver- 
tising case history in Oil City. The 
folder was prepared by the Oil 
City Derrick-Blizzard. 


100,000 Market. . Oil 


No. 3259. An Economic Survey of 

Indiana County, Pa. 

A comprehensive, 94-page book- 
let, replete with graphs, charts and 
pictures, prepared by the bureau 
of business research at Pennsyl- 
vania State College. It contains 
chapters on Indiana County's pop- 
ulation, industry, labor and em- 
ployment, retail and wholesale 
trade, banking facilities, housing 
construction, newspapers, radio 


and TV, etc 
No. 3260. Pennsylvania 
Market Areas 
Cities—1948. 

Published in January, 1951, this 
17-page study made by the bureau 
of business research, Pennsylvania 
State College, ranks the state's 
cities on the basis of retail trade, 
gives per capita retail sales fig- 
ures, and also ranks cities on the 
basis of service trade. All figures 
are for the year 1948. In addition 
to several tables, there is a map 
showing the 20 cities with the 
largest retail trade. 


Retail 
Analysis by 


No. 3261. Pennsylvania Retail Mar- 

ket Areas by Counties—1948. 

A 47-page study, also made by 
the bureau of business research, 
Pennsylvania State College, which 
contains the same data for coun- 
ties as the above report does for 
cities. 


No. 3262. A Survey of Daily News 

Readers 

A 48-page booklet put out by 
the Philadelphia Daily News con- 
taining data based on a survey of 
1,409 reader families. Gives fig- 
ures on ownership and buying 
preferences and habits of the 5,498 
readers who took part in the sur- 
vey. 
No. 3263. Audience, Retail and 
Farm Market Radio Coverage 
of Central Pennsylvania 

This map gives population and 
retail and farm market expendi- 
tures for the area served by Radio 
Station WFBG, Altoona, Pa. 
No. 3264. Market 
Bradford, Pa. 


Published by the Bradford Era, 
this four-page folder contains a 
circulation and market map of Mc- 
Kean County and a breakdown of 
sales figures by different types of 
retail outlets in the Bradford tra- 
ding area. 


Statistics for 


No. 3265. 


tive 


Philadelphia 
Facts 

The 13th in a series of studies 
of automotive facts about Phila- 
delphia, made by the Philadelphia 
Inquirer. This booklet is a study 
of new car sales, and contains fig- 


Automo- 


ures for 1950, with 1949 compari- 
sons. 


No. 3266. Liquor Sales in Pennsyl- 
vania—Last Six Months of 
1950. 

This large, spiral-bound book- 
let, compiled semi-annually by the 
Pittsburgh Press, contains a com- 
prehensive tabulation of all whole- 
sale and retail liquor sales in the 
state from July to December last 
year. Figures are based on data 
supplied by the Pennsylvania Liq- 
uor Control Board. It also con- 
tains a record of how much liquor 
advertising was done in Pennsyl- 
vania during the entire year of 
1950. 


No. 3267. Pittsburgh Press Food & 

Grocery Report. 

The third grocery brand dis- 
tribution survey issued by the pa- 
per, this 69-page book gives dis- 
tribution figures for different 
brands based on a check of 100 in- 
dependent grocery stores in the 
Pittsburgh area, and warehouse 
order forms of big chain stores 


No. 3268. Plus Penetration. 

A booklet prepared by WCAU- 
TV comparing that station's cov- 
erage of the Philadelphia area 
with coverage of other stations in 
the area. The appendix contains 
data on total radio homes in each 
county in the four-state area that 
the station reaches, and gives to- 
tal income figures for these homes 
in each county 
No. 3269. Key to a $2,596,768,000 
Market 

Published by the Pittsburgh 
Post-Gazette, this booklet contains 
population figures and total re- 
tail sales figures for the different 


types of retail outlets in Pitts- 
burgh. 
No. 3270. A Market Analysis of 


the Norristown Trading Area. 
Thirty-seven mimeographed 
sheets containing a wealth of data 
on the Norristown area. In addi- 
tion to information on population, 
housing, labor force, industry, etc., 


| annual expenditures are given for 


such things as necessities, auto- 
motive items, drugs, appliances, 
tobacco products, jewelry, and a 
host of other items. The analysis 
was prepared for the Norristown 
Times-Herald by Standard Mar- 
ket Surveys. 


| population, 


| ucts 
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No. 3271. Pouring Facts on the 
Pittsburgh Market of Interest 
to the Liquor Industry. 
Published by the Pittsburgh 

Post-Gazette, this booklet gives a 

breakdown of the western Penn- 

sylvania liquor market, showing 
the number of state liquor stores 
and licensees in each county. It 
also contains dollar volume liq- 
uor sales figures for both the 

Pittsburgh ABC city zone and the 

districts outside the zone. 


No. 3272. You Can Increase Your 
Food Sales in the Pittsburgh 
Market. 

Also published by the Pittsburgh 

Post-Gazette, this booklet gives 


| population distribution breakdown 


for the Pittsburgh area, and lists 
the number of stores in each re- 
tail food store group in the area. 
No. 3273. A Market Analysis of 
the Harrisburg Trading Area. 

Fifty-one mimeographed sheets 
in a file folder give a comprehen- 
sive picture of the Harrisburg 
market. Included are figures on 
housing, labor force, 


industry, wholesale and _ retail 


| trade, and annual expenditures for 


drugs, appliances, tobacco prod- 
and numerous other items. 
The analysis was prepared for the 
Harrisburg Patriot and Evening 
News by Standard Market Sur- 
veys. 
No. 3274. 
KQV. 

Station KQV, Pittsburgh, has 
issued a folder containing daytime 
and nighttime coverage maps with 
data on population, radio homes, 
etc. 


Market Facts About 


No. 3867. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and Non-City 
Markets of America—Covering 
Pennsylvania 
A printed booklet giving basic 

data on population, buying power 

and weekly newspaper coverage 
of Pennsylvania. Published by 

American Press Assn. 


RHODE ISLAND 


3864. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and Non-City 
Markets of America—Covering 
Rhode Island. 

A printed booklet giving basic 
data on population, buying power 


No 


MON. THRU 
8 a. m.—12 


6 p.m— 8 


NBC *- 


12 noon— 6 p.m. 


FARGO, N. 
. 970 KILOCYCLES . . . 


“LOOKIT OUR HOOPERS!”’ 


Latest Hoopers (Oct.-Dee. °50) again prove 
that WDAY is far-and-away the top station in 
Fargo-Moorhead. 


Station 

FRI. WDAY B 
noon 66.2% 16.6% 
68.1% 15.5% 
p.m. 62.1% 20.9% 


An independent 22-county survey by students 
at North Dakota Agricultural College proves 
that WDAY is a 17-to-1 favorite among rural 
families within 90 miles of Fargo! 


Write direct or ask Free & Peters for all the 
fabulous facts! 


WDAY 


5000 WATTS 


FREE & PETERS, INC., Exclusive National Representatives 
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and weekly newspaper coverage 
of Rhode Island. Published by 
American Press Assn. 


SOUTH CAROLINA 


No. 3873. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and Non-City 
Markets of America—Covering 
South Carolina. 

A printed booklet giving basic 
data on population, buying power 
and weekly newspaper coverage 
of South Carolina. Published by 
American Press Assn. 

No. 3885. Market Information on 

Columbia, S. C. 

A fact sheet and other data on/| 
the Columbia market, published 
by the Columbia State and Rec- 
ord. 

| 
SOUTH DAKOTA | 

No. 3293. Rapid City, S. D. 

The Rapid City Daily Journal 
offers this 16-page 1951 market) 
guide to the Rapid City area. It) 
includes all types of information | 
on the area in easy-to-read form. | 
Statistics, descriptive material and | 
illustrations are used to tell the | 
story. | 


No. 3294. Big Aggie Land Market 
Facts. | 
A WNAX data sheet showing! 
population, income and retail sales | 
figures for the 267 counties in! 
the station’s Broadcast Measure- 
ment Bureau area. 


No. 3295. Big Aggie Land Farm 
Market Data. 
Similar to the above but devoted 
to agricultural statistics. 


No. 3296. Aberdeen Market Data. 

The Aberdeen American-News 
offers this folder with population, 
retail sales, food and drug data, | 
and other market facts. The paper 
also has prepared a newspaper 
coverage map of South Dakota, | 
compiled from Audit Bureau of 
Circulations figures. 


No. 3297. Survey of Buying Hab- 
its and Brand Preferences of 
Mitchell, S. D. 

Prof. A. R. Shoemaker of Dako- 
ta Wesleyan University supervised 
this up-to-date pantry poll of 
Mitchell families. Results are 
shown in an 18-page booklet of- 
fered by the Mitchell Republic. 


TENNESSEE 

3298. Memphis Consumer 
Panel Study. 

Report No. 12, in the series of 
consumer panel reports (covering 
the last six months of 1951), now 
is available from the Memphis | 
Publishing Co. (Commercial Ap- 
peal and Press-Scimitar). Three 
sections are available—drug, gro- 
cery and clothing-house-furnish- 
ings. In addition, the papers have | 
a combination report covering all | 
sections. 


No. 


No. 3886. Hub City of West Ten- 
nessee. 
A brochure giving facts and/| 
pictures on Jackson, published by 
the Jackson Sun. | 


No. 3887. Nashville ...City of Fi- 
nance, Manufacturing and Cul- 
ture. 

A story of Nashville’s industrial 
and business life, written by Phil 

Breen, general advertising mana- 

ger, Nashville Banner and Ten- 

nessean. 


No. 3888. Nashville Is an A Mar- 
ket. 

A folder of maps and statistics 
giving an over-ail picture of popu- 
lation, families, retail sales, etc., 
for the market. Published by the 
Nashville Banner and Tennessean. 


No. 3841. Petry Data Sheet on of grocery store products in Janu-| around Beaumont. 
ary and July of each year, and) which has 


WSM-TV. 


The study, 
been conducted for 


A single data sheet giving mar- publish the results in a printed|many years, shows comparative 


ket and other information on 
WSM-TV, Nashville. Published by 
Edward Petry & Co. 


TEXAS 

No. 3290. The Lubbock Story. 

The Lubbock Avalanche and 
Journal have issued this bro-| 
chure, which illustrates all phases | 
of life in Lubbock and includes a| 
map of the area (showing all 
transportation facilities), data on 
population, and such basic market 
information as retail and whole- 
sale sales, income, manufacturing, | 
etc. 


No. 3889. Grocery Store Distribu- 
tion Survey of Beaumont, Tex. 
The Beaumont Enterprise and 
Journal make a distribution study 


brochure which contains compara- 
tive figures usually covering four 
studies. 


No. 3724. Dallas Market Data. 
The Dallas Times Herald is pre- 

paring a brochure containing new 

data concerning the Dallas market. 


No. 3292. Breakfast in Harlem. 

Station KCOH, Houston, de- 
scribes the Negro market in the 
Houston area in this folder on the 
station and its activities. 


No. 3890. Housewives Brand Pref- 
erence Survey. 
A study of the grocery product 
and household item brand pref- 
erences of 636 housewives in and 
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figures for 1940, 1941, 1942, 1943, 
1949 and 1950. Published by the 
Beaumont Enterprise and Journal 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 3299. KRBC Coverage Map 

Station KRBC, Abilene, Tex., 
offers this coverage map and con- 
densed market data sheet. 


No. 3300. Temple Market Data. 
The Temple Telegram has pub- 
lished this basic market informa- 
tion sheet. 
No. 3301. Houston's Continuing 
Consumer Panel Report No. 5. 
Brand preferences releting to 
30 different commodities under the | 
major classifications of foods,| 


household cleansers, radios and | 
refrigerators are included. Trend 
data, in individual six-month peri- 
ods, is provided for the past two 
years. Alfred Politz Research con- 
ducts the study for the Houston 
Chronicle. 

No. 3875. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and 


Non-City | 


,of Texas. Published by American 
Press Assn. 
No. 3302. Houston Trading Zone 


Data Sheets. 

In brief form, these Houston 
| Chronicle data sheets afford im- 
portant information about the 
market, population, sales and in- 
come. 


No.3303. To Bring You Up to Date 
on San Antonio. 
This four-page market informa- 
tion folder is offered by the San 
Antonio Express and News. 


Markets of America—Covering | 


Texas. 


A printed booklet giving basic | 


data on population, buying power | 
| and weekly newspaper coverage 


Obviously 


OUTSTANDING... 


THE ONLY FENCE 


KNOWN AT SIGHT...RED BRAND 


: Made in PEORIA by 


This 


KEYSTONE STEEL & WIRE CO. 


hI Let | 


Farmers everywhere know Red Brand Fence. It’s the only fence made with 
a trade mark recognizable at sight . . . 

he along the highways and byways that cross America’s rich farmlands. 
OBVIOUSLY OUTSTANDING 


a red top wire that’s a familiar 


job has been 


merchandising 


chieved by Peoria’s Keystone Steel & Wire Co., large scale manufacturers 
f wire and wire products for agriculture and industry. 


MBD[EEEuL the 
Rich DEST Market 


3) OBVIOUSLY OUTSTANDING — 
in Peoriarea radio is WMBD. Value- 
minded time buyers and experi- | 
enced advertisers know that WMBD 
reaches more listeners in ANY 


TIME PERIOD than the next two 
network stations COMBINED! 


There’s no mystery about this un- |! 
usual dominance—the PEOPLE at 
WMBD have unmatched experi- | 
ence in serving the radio prefer- | 
ences of Peoriarea listeners. A staff | 
-of over 50 in programming, sales, 


engineering and promotion work as 
a team to make WMBD the No. 1 
buy in the Midwest’s No. 1 Test 
Market. 


MILTON BUDD, featured for 
yeors on many of WMBD's top 
live-talent shows, is one of Pe 
oriarea’s most popular entertain 
ers. Loaded with personality, he 
attracts great segments of the 
Peoriarea audience as a disc 
jockey on the “Musical Clock 
and as announcer and M.C. on | 
several shows” throughout the 
broadcasting day. 


CHARLES C. CALEY, Vice President and 
General Marager 


DON D. KYNASTON, Director 


See Free & Peters... 


of Sales 


CBS Affiliate 


FIRST in the S600 Watts 


Heart of Illinois 


state. 
News. 


| market, 


| and weekly 
|}of Vermont 


|No. 3891. 
ket. 


A file folder and other materi- 


The Dallas, Tex., Mar- 


jal, including maps and statistics, 
| published by the Dallas Times 
Herald. 

No. 3835. Petry Data Sheet on 

WOAI-TV. 

A single data sheet giving mar- 
ket and other information on 
WOAI-TV, San Antonio. Pub- 
lished by Edward Petry & Co. 
No. 3833. Petry Data Sheet on 

KPRC-TV. 

A single data sheet giving mar- 
ket and other information on 


| KPRC-TV, Houston. 
| Edward Petry & Co. 


Published by 


No. 3834. Petry Data Sheet on 
WFAA-TV. 
A single data sheet giving mar- 
ket and other information on 
WFAA-TV, Dallas. Published by 


| Edward Petry & Co. 


UTAH 

No. 3304. Now Verified by ABC 

Although this folder includes 
circulation figures, the major por- 
|} tion is devoted to detailed infor- 
mation about the various sections 
| of the state. 
jon population, retail sales, whole- 
nee sales, service sales, income 
and employment, as contained in 


toed recently released Census of | 


Commerce for each county in the 
Offered by the Deseret 


| No. — Analyze Your April Mar- 


a on size of families, 
number of children, income of Salt 
Lake City residents, home owner- 
ship, shopping day preferences, 
etc., are included in this Deseret 
News booklet. 


No. 3306. Salt Lake City Consumer 
Analysis. 

More than 120 pages of tables 
showing brand preferences for va- 
rious commodities in the Salt Lake 
plus data on the area it- 

‘elf, are included in this latest 
Deseret News information publi- 
cation. Food, soaps, toiletries, ap- 
pliances, wearing apparel, auto- 
| motive and general goods are in- 
cluded. 


VERMONT 
No. 3865. Evaluation Study and 
Rating Reports on Weekly 


Newspapers and Non-City 
Markets of America—Covering 
Vermont. 

A printed booklet giving basic 


|data on population, buying power 


newspaper coverage 
Published by Ameri- 


can Press Assn 
VIRGINIA 
No. 3307. Family Coverage, Roa- 
noke, Va 


The Roanoke Times and World- 
News offer this folder of market 
information and retail sales statis- 
tics concerning the Roanoke area. 


No. 3842. Petry Data Sheet on 
WTAR-TV 
A single data sheet giving mar- 
ket and other information on 


WTAR-TV, Norfolk. Published by 
Edward Petry & Co 


Included are figures | 


WASHINGTON 
No. 3308. Bremerton Is .Going 
Forward. 


The Bremerton Sun has issued 
this sheet, which carries a reprint 
of a news story re the naval ship- 
yard expansion and its signifi- 
cance to the entire Bremerton 
| market area, plus population data 
lon the market. 


No. 3309. KSPO Market Informa- 
tion, 

This folder, published hy KSPO, 
Spokane, inciudes population fig- 
ures and data on radio homes in 
the area. 


No. 3310. Ward Listenership Study 
No, 3. 

Joseph B. Ward was retained by 
Station KING to determine how 
many people in the 14 counties of 
western Washington outside of 
King County listened to radio sta- 
tions. A detailed account of the 
method used and the results ob- 
tained, plus an important section 
devoted to market data on the area 
covered are included in this re- 
port issued by the station 


No. 3311. Ward Listenership Study 
No. 4 
Format of the latest KING study 
the same as earlier reports. 
Study No. 4 was made in Febru- 
ary, 1951. 


is 


No. 3312. Sales Eye View of Wash- 

ington State—1950-51. 

Population density, principal 
market areas, liquor sales analy- 
ses, auto registrations and market 
comparisons are shown in maps 
and charts in this Seattle Times 
book'et. 


Advertising Age, May 14, 1951 


No. 3313. New Car Sales and Car 
Registrations, 1950. 

A data sheet published by the 
Seattle Times lists new car sales 
by county and by make of car in 
the state of Washington. 


No. 3314. New Car Sales, King 

County, Wash., February, 1951. 

The research department of the 
Seattle Times compiled this list 
of new car sales and total pas- 
senger; car sales. New car sales 
are listed by make, and compari- 
sons with last year are included. 
No. 3315. State of Washington 
Brand Liquor Sales—April to 
September, 1950. 

These reports now are being is- 
sued semi-annually by the re- 
search department of the Seattle 
Times and are based on sales fig- 
ures issued by the Washington 
State Liquor Control Board 


No. 3316. 1951 Consumer Analysis. 

A study of consumer brand pref- 
erences, dealer distribution and 
buying habits compiled and pub- 
lished by the Seattle Times. The 
latest (1951) study covers foods, 
| beverages, soaps, cleaners, drugs, 
tobacco, alcoholic beverages, 
homes and equipment, automotive 
and miscellaneous goods. 


No. 3276. Consumer Analysis of 
| the Spokane Market. 

The Spokesman-Review and 
| Spokane Daily Chronicle have is- 
sued a new edition of the annual 
study of brand preferences for a 
wide variety of products and serv- 


ices 

No. 3277. Monthly Grocery Inven- 
tory. 
This monthly survey is made 
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available by the Spokesman-Re- 
view and Spokane Daily Chronicle 
to advertisers or agencies having 
a product listed in the survey. 


WEST VIRGINIA 


No. 3317. Charleston Data Sheet. 

Salient county-by-county facts 
on the Charleston Gazette market 
are included in this folder offered 
by the newspaper. 


No. 3874. Evaluation Study and 
Rating Reports on Weekly 
Newspapers and Non-City 
Markets of America—Covering 
West Virginia. 

A printed booklet giving basic 
data on population, buying power 
and weekly newspaper coverage 
of West Virginia. Published by 
American Press Assn. 


WISCONSIN 


No. 3285. 1951 Milwaukee Journal 
Consumer Analysis. 

This, the latest edition in the 
Milwaukee Journal series of con- 
sumer analyses, covers 150 prod- 
uct classifications, including foods, 
soaps, beverages, toiletries, auto- 
motive supplies and appliances. 
In most classifications, brand pref- 
erence data is shown for three or 
four years to make possible trend 
analyses and comparisons. 

No. 3286. Milwaukee's 
Growth. 

This elaborate brochure is re- 
plete with charts showing popu- 
lation, employment, family in- 
come, retail sales and similar fig- 
ures for the years from 1940 
through 1950, and is designed as 
an aid to analysis of the Milwau- 
kee market. It is offered by the 
Milwaukee Journal. 


Business 


No. 3287. Consolidated Consumer 

Analysis. 

The 1951 edition of the consoli- 
dated consumer analysis is based 
on surveys (like the above) con- 
ducted in 15 different cities 
throughout the country. Except 
for one market, all data in the 
latest volume has been compiled 
since Jan. 1. Data on buying hab- 
its, brand preference and prod- 
uct usage in 125 product classifi- 
cations representing more than 
1,250 brands are included in the 
report, issued by the Milwaukee 
Journal. 


No. 3288. Business Trends. 

“Business Trends” is a _ four- 
page, bi-monthly economic and in- 
dustrial review of the Milwaukee 
market area, published by the 
Milwaukee Journal. The publica- 
tion now is in its 18th year. 

No. 3289. Historical Statistics of 
Milwaukee County. 

Data tables on business and 
commerce, education, elections, 
geography, climate, housing, in- 
dustry, labor force, employment, 
land use, local government, in- 
come, population, public welfare, 
recreation, religion and vital sta- 
tistics are included in this new 
125-page book published by the 
Milwaukee Journal. 

No. 3319. Wisconsin Rapids Data 
Sheet 

A map of the trading zone and 
figures on population and retail 
sales are included in this Wiscon- 
sin Rapids Tribune and Station 
WFHR data sheet. 


No. 3320. Janesville Market Data. 

The Janesville Gazette makes 
periodic mailings of market data 
and other information concerning 
the market to keep agency men 
and advertisers up to date on new 
developments. Available on re- 
quest. 


No. 3321. Appleton Consumer Buy- 
ing Habit Study. 


This third annual issue of the 


study, published by the Appleton 
Post-Crescent, is available to ad- 
vertisers, agencies, distributors 
and sales representatives. Included 
are figures on population, housing, 
shopping habits, auto ownership 
and, of course, food purchase data 
grouped according to major gro- 
cery store classifications. 


No. 3322. The Growth of What Will 
Soon Be One of the World’s 
Largest Oil Ports. 

Retail sales, wholesale sales, 
service trade and similar data are 
included in this folder prepared by 
the Superior Telegram outlining 
the city’s plans for development 
as an oil and industrial center. 


No. 3318. Green Bay Grocery Store 
Audit. 
A panel of representative city 
zone food stores is used by the 
Green Bay Press-Gazette in com- 


piling data for its food store audit. 
This booklet describes the audit, 
outlines its purposes and the 
methods used to conduct it and 
includes a map of store locations. 


No. 3291. More Profit 

The Wausau Record-Herald has 
issued this eight-page review, 
which includes population and 
retail sales information. 


STANDARD MARKET 
DATA FOLDERS 

Standard market data folders, 
supplying basic market and media 
information in accordance with 
Suggestions of the Bureau of Ad- 
vertising, ANPA, and the Ameri- 
can Assn. of Advertising Agencies, 
have been published by many of 
the country’s daily newspapers. 
For convenience they are listed 
here, each being identified by its 
own number. 


107 


Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


No. 5000. Louisville, Ky., market. 


Published by the Courier-Journal 
and Louisville Times 

No. 5001. Tuscaloosa, Ala., mar- 
ket. Published by the Tuscaloosa 
News. 

No. 5002. Burlington, la., market 
Published by the Burlington 
Hawk-Eye Gazette. 

No. 5003. Barre, 
Published by the 
Times. 

No. 5004. Ventura, Cal., market 
Published by the Ventura County 
Star-Free Press. 

No. 5005. Spartanburg, S. C., 
market. Published by the Spartan- 
burg Herald and Journal 

No. 5006. Elizabeth, N. J., mar- 
ket. Published by the Elizabeth 
Daily Journal. 


Vt.. market. 
Barre Daily 


a BIG market 


No. 5007. Vineland, N. J., market. 
Published by the Vineland Times 
Journal 

No. 5008. Hartford, Conn., mar- 
ket. Published by the Hartford 
Times. 

No. 5009. St. Petersburg, Fla., 
market. Published by the St. 
Petersburg Times 

No. 5010. Rockford, I11., market. 
Published by the Rockford Morn- 
ing Star and Register-Republic 

No. 5011. South Bend, Ind., mar- 
ket. Published by the South Bend 
Tribune 

No. 5012. Des Moines, la., mar- 
ket. Published by the Des Moines 
Register and Tribune. 

No. 5013. New Orleans, La., mar- 
ket. Published by the Times-Pica- 
yune and New Orleans States. 


business in the area served by the 
Deseret News is really “booming”! 


e Utah population is up 25.2% since 1940 
1950 population is 686,792—over 24 of a million people. 


e Tremendous current industrial expansion 


Present industry 


is expanding .. . 


new industry is constantly 


coming in. Over $100,000,000 in industrial expansion recently 
completed or currently under way. 


e Increased defense activity 


Vital defense installations in the area are contributing more 
and more to the business activity of the Mountain West market. 


e Effective buying income in 1949 — $810,966,000* 
*Sales Management, May 10, 1950. 
e And the trend is up! 


With industrial expansion and defense activity contributing to 
an area already noted as a rich mining and agricultural center, 
the Mountain West market is becoming increasingly important. 


Direct your advertising messages to this prosper- 
ous, growing market. Advertise regularly in the 
Deseret News — circulation currently over 90,000. 


Salt Lake City 


DESERET NEWS 


Serving the Mountain West — Daily and Sunday 


National Representative: 


Cresmer & Woodward, Inc. 
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Available Market Data—Local 


To secure copies of data listed, 


Daily Leader. 
No. 5025. Bayonne, N. J., mar- 
ket. Published by the Bayonne 


use the handy coupons Times. 


No, 5014. Austin, Minn., market. 
the Austin Daily 


Published 
Herald. 


by 


No. 5015. Bozeman, Mont., mar- 


ket. Published by the Bozeman 
Daily Chronicle. ; 

No. 5016. Helena, Mont., market. 
Published by the Independent Rec- 
ord. 

No. 5017. Rocky Mount, N. C., 
market. Published by the Rocky 
Mount Telegram. 

No. 5018. Lorain, O., market. 
Published by the Lorain Journal 
& Times Herald. 

No. 5019. Steubenville, O., mar- 


No. 5026. Rochester, N. Y., inar- 
ket. Published by the Rochester 
Democrat & Chronicle and Times- 
Union. 

No. 5027. Johnstown, Pa., mar- 
ket. Published by the Johnstown 
Tribune and Democrat. 

No. 5028. Philadelphia, Pa., mar- 
ket. Published by the Philadelphia | 
Inquirer. 


ket. Published by the Steubenville 
Herald-Star. 

No. 5020. Zanesville, O., market. 
Published by the Zanesville Times- 
Recorder and Signal. 

Ne. 5021. Anadarko, Okla., rnar- 
ket. Published by the Anadarko 
Daily News. 

No. 5022. Clinton, Okla., market. 
Published by the Clinton Daily 
News. No. 5029. Providence, R. I., mar- | 

| No, 5023. Hobart, Okla., market.| ket. Published by the Providence | 
| Published by the Hobart Demo-| Journal and Bulletin. 
| erat-Chief. | No. 5030. Mitchell, S. D., market. 

No. 5024. Okemah, Okla., mar- Published by the Mitchell Daily 
ket. Published by the Okemah | Republic. 

No. 5031. Rapid City, S. D., mar- 


The NATIONAL 
OF RADIO NEWS DIRECTORS 
awarded WOW its 1950 plaque for 


| “OUTSTANDING 


| ket. Published by the Rapid City 

Daily Journal. 
| No. 5032. Wichita Falls, Tex., 
| market. Published by the Wichita 

Falls Record-News and Times. 
No. 5033. Schenectady, N. Y., 
| market. Published by the Schenec- 
| tady Union-Star. 

No. 5034. Sayre, Okla., market. 
Published by the Sayre Daily 
Headlight-Journal. 

No. 5035. Fort Smith, Ark., mar- 
ket. Published by the Southwest 
American, Fort Smith Times Rec- 
lord and Southwest Times-Record. 

No. 5036. Hot Springs, Ark., 
|market. Published by the Hot 
| Springs New Era and Sentinel 
| Record. 

No. 5037. Texarkana, Ark.-Tex., 
market. Published by the Texar- 
kana Gazette and Daily News. 

No. 5038. Middlesboro, Ky., mar- 
ket. Published by the Middlesboro 
Daily News. 

No. 5039. Winston-Salem, N. C., 
market. Published by the Winston- 
Salem Journal and Twin City 
Sentinel. 

No. 5040. Temple, Tex., market. 
Published by the Temple Daily 
Telegram. 

No. 5041. Perth Amboy-Wood- 
bridge, N. J., market. Published by 
the Perth Amboy News. 

No. 5042. Asheville, N. C., mar- 
ket. Published by the Asheville 
Citizen and Times. 

No. 5043. Lowell, Mass., market. 
Published by the Lowell Sun. 


| 


ASSOCIATION 


PREPARATION 


and PRESENTATION of the NEWS” 


No. 5044. Grand Rapids, Mich.., 
market. Published by the Grand 
Rapids Herald. 


No. 5045. Houston, Tex., market. 


icle. 


Published by the Commercial Ap- 
peal and Memphis Press-Scimitar. 
No. 4006. Drug list, Memphis. 


| Published by the Commercial Ap- 


peal and Memphis Press-Scimitar. 

No. 4007. Grocery list, Memphis. 
Published by the Commercial Ap- 
peal and Memphis Press-Scimitar. 

No. 4008. Drug list, Schenectady 
and Scotia, N. Y. Published by the 
Schenectady Union-Star. 

No. 4009. Liquor, wine and beer 
outlet list, Schenectady county. 
Published by the Schenectady Un- 


| ion-Star. 


No. 4010. Grocery list, Schenec- 


tady. Published by the Schenec-| 
| tady Union-Star. 


No. 4011. Grocery list, Grand Ra- 
pids, Mich. Published by the 
Grand Rapids Press. 

No. 4012. Drug list, Grand Ra- 
pids, Mich. Published by the Grand 
Rapids Press. 

No. 4013. Grocery list, Provi- 
dence, R. I., and vicinity. Pub- 
lished by the Providence Journal- 
Bulletin. 

No. 4014. Drug list, 
Island. Published by the Provi- 
dence Journal-Bulletin. 

No. 4015. Licensed liquor list, 
Providence, R. L., 
Published by the Providence Jour- 
nal-Bulletin. 

No. 4016. Grocery, apparel, fur- 
niture, automotive, filling station, 
building, restaurant and tavern, 
drug and agricultural list for the 
area covered by the Daily Repub- 
lic, Mitchell, S. D. $1 to other than 
advertisers. 

No. 4017. Grocery, drug and 
hardware list, South Bend and 
Mishawaka, Ind. Published by the 
South Bend Tribune. 


and vicinity. | 


| State Journal and Illinois 


Advertising Age, May 14, 1951 


No. 4019. Grocery list, Appleton, 
Wis. Published by the Appleton 
Post-Crescent. 

No. 4020. Drug list, Dayton, O. 
Published by the Dayton Daily 
News. 

No. 4021. Grocery, drug and de- 
partment store list, Davenport, Ia.; 
Rock Island, Moline and E. Moline, 
Ill, and surrounding territory. 
Published by the Davenport Times 
and Democrat. 

No. 4022. Grocery list, Spring- 
field, Ill. Published by the Illinois 
State 


| Register. 


Rhode , 


No. 4018. Grocery and drug list, | 


Peoria, Ill. Published by the Peoria 
Journal Star. 


No. 4023. Drug list, Springfield, 
Ill. Published by the Illinois State 
Journal and Illinois State Register. 

No. 4024. Drug list, Cincinnati. 
Published by the Cincinnati Post. 

No. 4025. Grocery list, Cincin- 
nati. Published by the Cincinnati 


| Post. 


No. 4026. Grocery list, 14 Idaho 
counties. Published by the Boise 
Statesman. 

No. 4027. Drug list, Houston, 
Tex. Published by the Houston 
Chronicle. 

No. 4028. Almanac on Rhode _Is- 
land wholesale and retail trade 
and complete business directory, 
40¢. Published by the Providence 
Journal-Bulletin. 

No. 4029. Grocery, drug and de- 
partment store list, Moline, Rock 
Island and East Moline, Ill., and 
Davenport, Ia. Published by the 
Rock Island Argus and Moline Dis- 


patch. 


No. 4030. Grocery, drug, filling 
station and tavern list, southeast 
Iowa. Published by the Burlington 
Hawk-Eye Gazette. 

No. 4031. Grocery list, Janesville, 
Wis. Published by the Janesville 
Gazette. 

No. 4032. Grocery list, Augusta, 


ORCESTER stands 474 « WORCESTER stands 424 « WORCESTER stand 


s Gh « WORCESTER stands 474 - WORCESTER stands 44 - 


WORCES 


ER stands 474 + WORCESTER stands ¢r4 + WORCESTER stands 474 +> W 


® When 400 men in the same profes- 


= by the Houston Chron- 
° . | 
sion agree that WOW's news presen- | 


‘ - a ROUTE LISTS 
tation is the best, it MUST be good! Note: Most items listed here are 
available without charge, but not 
. | att. Those requesting ‘material 
WOW Newscasts carried 77,237 sto- | which bears « price will be billed 
ries in 1950 — an increase of nearly a ee ee ee 
2,000 stories over the previous year! lists of grocers, drug 


Route 
stores, retail stores and other retail 
}outlets are commonly available 
from most newspapers and a num- 
ber of radio stations and other lo- 
cal media. For convenience, all 
|route lists which have been re-| 
ported to ADVERTISING AGE as 
available for distribution are listed 
together here. Each is identified 
by its own number. They type of 
list, territory covered and name 
of publisher are given. 


RIGHT NOW NEWS is the 
Hottest Advertising Buy in 


M he Radio. 


4 
i 


| No. 4000. Drug list, greater | 
| Cleveland. Published by the Cleve-| 
land Plain Dealer. | 

No. 4001. Grocery list, gpectar | 
Cleveland. Published by the Cleve- 
land Plain Dealer. 

No. 4002. Grocery products, | 
Cleveland. A series of 18 lists 
broken down by sales districts and 
number of stores. Published by the | 
Cleveland Plain Dealer. 

No. 4003. Grocery list, New 
Orleans. Published by the Times- 
Picayune and New Orleans States 

No. 4004. Drug list, New Orleans. 
Published by the Times-Picayune 
and New Orleans States. 


FRANK P. FOGARTY, General Manager ® JOHN BLAIR CO., Representatives No. 4005. Beer list, Memphis. 


RCESTER star WORCESTER _ R stands 4 
« WORCEST th M : P | CESTER s 
ost Fopuiar 
nds 44 + Wi a f+ WOR 
STER stands 4 Test Mar et, ids 4th « 
ove 150,000 to 250,000 Population 
Rs Take the word of media men all STER sta 
over the country that the Worcester 
¢ch + WORC Market is well-balanced for test cam- WORCES 
paigns. Sales Manag t's N b 
ti Test Market Survey places Worcester 
stands 6th 4th in that category among the $th 
nation’s population centers in the 
ESTER stands 150,000 to 250,000 group, and 22nd stands ¥ 
in the nation for cities of all sizes. 
Special ti panies this out- 
WORCESVES standing rise in Worcester’s popularity. ESTER st 
In addition, the high buying power 
ds th +» WO of this active Central New England WORCES 


Market — $757,761,000* puts power 
plus in your test promotions. 

You'll find the Worcester Telegram- 
Gazette 2 co-operative media in any 
of your test market plans. Write for 
copies of our two folders, “Worcester 
— 4th Best Test Market”, and “Gear 
Your Advertising Dollar to Worcester 
— Industrial Capital of New England.” 
*Source: Copyright 1951 Sales Man- 
agement Survey of Buying Power; 
further reproduction not licensed. 


Worcester's 
Wondrous 
Twins 


1. high buying 
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Ga. Published by the Augusta) 
Herald and Augusta Chronicle. 

No. 4033. Grocery and drug list, 
Fond du Lac, Wis., territory. Pub- | 
lished by the Fond du Lac Com- 
monwealth Reporier. 

No. 4034. Liquor list, Nebraska. 
Published by the Omaha World- 
Herald. 

No. 4035. Grocery list, Nebraska 
and southwest Iowa. Published by 
the Omaha World-Herald—the 
price, $1. | 

No. 4036. Drug list, Winston- | 
Salem, N. C. Published by the 
Winston-Salem Journal and Twin 
City Sentinel. 

No. 4037. Grocery list, Omaha, 
Neb., and Council Bluffs, Ia. Pub- 
lished by the Omaha World-Her- 
ald. 

No. 4038. Grocery list, Minneap- | 
olis and St. Paul. Published by the | 
Minneapolis Star and Tribune.} 
Price, 25¢. 

No. 4039. Drug list, Minnesota. 
Published by the Minneapolis Star | 
and Tribune. Price, 25¢. 

No. 4040. Grocery list, Minneso- | 
ta. Published by the Minneapolis 
Star and Tribune. Price, 25¢. 

No. 4041. Grocery and drug list, 
Lincoln, Neb. Published by the! 
Journal and Star. 

No. 4042. Drug list, Worcester, 
Mass. Published by the Worcester 
Telegram-Gazette. 

No. 4043. Grocery, restaurant 
and hotel list, Winston-Salem, N. 
C. Published by the Winston-Sa- 
lem Journal and Twin City Senti- 
nel. 

No. 4044. Grocery list, Winston- 
Salem, N. C., environs. Published 
by the Winston-Salem Journal and 
Twin City Sentinel. 

No. 4045. Grocery list of the Lit- 
tle Rock metropolitan area, pub- 
lished by the Arkansas Democrat, 
Little Rock. 

No. 4046. Grocery route list for 
Augusta, Ga. Published by the 
Augusta Chronicle and Herald. 

No. 4047. Grocery route list for 
Louisville, published by the Cour- 
ier-Journal and Louisville Times. 

No. 4048. Drug store route list 
of Louisville, published by the 
Courier-Journal and Louisville 
Times. 

No. 4049. Grocery route list for 
Monroe, La., published by the 
Monroe World and News-Star. 

No. 4050. Drug store route list 
for Monroe, La., published by the 
Monroe World and News-Star. 

_No. 4051. Liquor route list for 
Monroe, La., published by the 
Monroe World and News-Star. 

No. 4052. Grocery route list for 
Meridian, Miss., published by the 
Meridian Star. 

No. 4053. Grocery route list for 
Tulsa, Okla., published by the Tul- 
sa World and Tribune. 

No. 4054. Drug store route list 
for Tulsa, Okla., published by the 
Tulsa World and Tribune. 

No. 4055. Grocery route list for 
Dallas, Tex., published by the Dal- 
las Times Herald. 

No. 4056. Drug store route list 
for Dallas, Tex., published by the 
Dallas Times Herald. 

No. 4061. Beer list, greater To- 
ledo. Published by the Toledo 
Blade-Times. Free to agencies and 
advertisers. 

No. 4062. Drug list, Asheville, 
N. C. Published by the Asheville 
Citizen and Times. 

No. 4063. Grocery list, Asheville 
and western North Carolina. In- 
cludes wholesalers and brokers. 
Published by the Asheville Citi- 
zen and Times. 

No. 4064. Grocery list, Grand 
Rapids, Mich. Published by the 
Grand Rapids Herald. | 

No. 4065. Grocery list, Worces- | 
ter, Mass. Published by the Wor-| 
cester Telegram-Gazette. 

No. 4066. Grocery list, Cincin- 
nati. Published by the Cincinnati 
Enquirer. 

No. 4067. Drug list, Cincinnati. 
Published by the Cincinnati En-| 


quirer. 

No. 4068. Liquor list, Cincinnati. | 
Published by the Cincinnati a 
quirer. 

No. 4069. Grocery list, Sate} 
Tex. Published by the Houston 
Chronicle. 

No. 4070. Gas station list, De- 
troit and suburbs. Published by 


|the Detroit News. 


No. 4071. Grocery and meat 
market list, Detroit and suburbs. 


| Published by the Detroit News. 


No. 4072. Liquor-by-glass out- 
lets, Detroit and suburbs. Pub- 
lished by the Detroit News. 

No. 4073. Hardware and paint 
list, Detroit and suburbs. Pub- 
lished by the Detroit News. 

No. 4074. Household appliances, 
furniture and radio outlets, De- 
troit and suburbs. Published by 
|the Detroit News. 

No. 4075. Restaurants, Detroit 
and suburbs. Published by the 
Detroit News. 

No. 4076. Department, 


variety, | 


|dry goods stores and gift shops,| the Detroit News. 


Detroit and suburbs. Published by | 


TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


Neme ...... A TTT TTT 
ETE 

Address 

Cis Bi Bois vc es eecriecdsicevvquesscescscs . State 


and chain stores, metropolitan De-, News. 


No. 4077. Large volume outlets |troit. Published by the Detroit) No. 4078. Directory of Detroit 


ns ree 


NBC-TQ 


The Southwest is a great and growing market. WOAI covers this market 
with its 50,000 watt clear-channel voice better, far better, than any 
other advertising medium. BMB shows 395,350 families listen to WOAI 
daytime - 740,700 families listen evenings - latest Hooper shows WOAl 
leading day and night! Daytime, WOAI leads in 34 of 40 rated 4 hr. 
periods! Dollar for dollar, there’s not a better advertising buy! 


EDWARD PETRY & COMPANY, INC. 
rae © CHICAGO » LOS ANGELES » ST. Louts 
SAN FRANC! 


Represented Nationally by 


SCO + DETROIT 
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Available Market Data—Local 


To secure copies of data listed, use the handy coupons 


food brokers, wagon jobbers, and 
national representatives for gro- 
cery product manufacturers. Pub- 
lished by the Detroit News. 

No. 4079. Drug list, Aberdeen, 
S. D. Published by the Aberdeen 


* American-News. 


No. 4080. Hardware, implement, 
paint stores, Aberdeen, S. D. Pub- 
lished by the Aberdeen American- 
News. 

No. 4081. Grocery list, Aberdeen 
S. D. Published by the Aberdeen 
American-News. 

No. 4082. Liquor list, Aberdeen, 
S. D. Published by the Aberdeen 
American-News, 

No. 4083. Grocery list, Macon, 
Ga. Published by the Macon Tele 
graph and News. 

No. 4984. Grocery list, District 
of Columbia and nearby areas in 
Maryland and Virginia. Published 
by the Washington Times-Herald. 


No. 4985. Drug list, allocating 
stores in the District of Columbia 
according to 32 areas. Published 
by the Washington Times-Herald 

No. 4057. Food store directory, 
Atlanta, Ga. Published by the At- 
lanta Journal and Atlanta Consti- 
tution. 

No. 4058. Directory of drug and 
proprietary stores in metropolitan 
Atlanta. Published by the Atlanta 
Journal. 

No. 4059. Grocery, meat market 
and drug store list, Kalamazoo, 
Mich. Published by the Kalamazoo 
Gazette 

No. 4060. Food and grocery trade 
directory of the Philadelphia area, 
published by the Philadelphia Bul- 
letin. The price is $5. 


SOON TO BE 
PUBLISHED 
No. 3700. City Market Saturation. 
The Star-News, Wilmington, N. 


CALIFORNIA FARMER 


83 STEVENSON ST.. SAN FRANCISCO'S + 


Represented notional, by The fats Agency inc 


1950 
as FARM INCOME 
IN CALIFORNIA 
$2,225 621,609! 


WHAT aMaziNnG 
COVERAGE: 
ates! 46 


rows | 8.0e8 


WweaT EDITORIAL 
WWFLUENCE! 
ania Aner e 


317 CENTRAL AVE. LOS ANGELES 13 


| Greensboro market, the new vol-| 
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C., has a brochure now in prepara- 
tion which will include market 
facts on the area it serves and will 
also show the newspaper’s circula- 
tion by streets in the city. 

No. 3701. TV Set Ownership In 
Asheville. 

The Asheville, N. C., Citizen- 
Times Co. will shortly issue a four- 
page folder summarizing TV set 
ownership in its city, with results 
of a study showing number of sets 
owned, brand ownership, and 
brand preference for future buy- 
ing. 


No. 3792. The Growing Greensboro 

Market Story. 

A new edition of this volume is 
cheduled for publication in June 
by the Daily News and Record, 
Greensboro, N. C. In addition to 
a host of new statistics on the 


ume will compare this area with 
other areas in the U. S., the south- 
eastern states, and the Carolinas. 


No. 3703. 1951 Consumer Analysis 

of the Greater Omaha Market. 

Seventh annual survey of con- 
sumer buying habits, brand pref- 
erences and store distribution of 
more than 100 products in the 
Omaha-Council Bluffs market. 
Published in three sections: food 
products, drugs and toiletries, and 
general. Should be available this 
month from the Omaha World- 
Herald. 


No. 3704. 1951 Omaha World-Her- 

ald Circulation Analysis. 

Complete information on cur- 
rent ABC circulation, broken down 
by towns and counties in Nebras- 
ka and western Iowa. Market data 
presented includes family popula- 
tion, income, and retail sales. 
Available July 1 from the Omaha 
World-Herald. 


No. 3705. 20-County Lincoln, Neb., 
Market. 

A group of data sheets giving 
retail sales information by various 
categories, number of families, 
automobile registrations, etc., for 
1950. Available June 15 from the 


Journal and Star, Lincoln, Neb. 


No. 3716. WKY Market Data. 

Station WKY, Oklahoma City, is 
preparing a booklet containing 
daytime and nighttime coverage 
maps, figures on population, re- 
tail sales, farm income, BMB 
audience and other data. The sta- 
tion expects to issue it soon. 


No. 3717. WGAR Market Data. 
Station WGAR, Cleveland, is 
completing new material for its 
continuing presentation—a _ loose- 
leaf notebook full of station infor- 
mation, data on the market the 
station serves, measurement and 
comparison with other media, and 
information on available programs. 


No. 3718. Philadelphia Market Da- 
ta. 


The Philadelphia Bulletin is | 


preparing new trade analyses of 
the Philadelphia market. 


No. 3725. Fourth Annual Consumer 
Buying Habit Study. 

The Post-Crescent, Appleton, 
Wis., will release its new buying 
habit study in July. It will be sim- 
ilar to previous studies, with the 
addition of new product classifica- 
tions, such as antihistamines. It 
will cover grocery, drug and re- 
lated items, home appliances, .uto 
ownership, etc. 


No. 3727. The Milwaukee, . Wis., 
Market and the Milwaukee 
Journal. 


Now in preparation by the Mil- 
waukee Journal is a study of the 
people in its market—how they 
live, how they make their living, 
how much they earn and spend, 
what they buy, etc. The book will 
be available later in the year when 
complete census data is available. 
No. 3728. Standard Market Data 
for Milwaukee. 

The Milwaukee Journal will is- 
sue a standard market data folder, 
containing tables on population, 
dwellings, home construction, util- 
ities, etc. 
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, No. 3723. Breakfast in Harlem. 

| Station KCOH, Houston, Tex., 
is preparing new material for a 
booklet containing 1950 popula- 
tion; number of Negroes in Hous- 
ton, Harris County and surround- 
| ing counties; buying power of the 
Negro market; annual retail sales 
to Negroes and brand preferences. 


No. 3730. Market Study of Bethle- 
hem, Pa. 

The Bethlehem Globe-Times 
will release a study of its market, 
covering population, dwellings, 
wholesale and retail sales, expend- 
itures for food, apparel and other 
items and many other details. 


No. 3729. Lakeland Market Data. 
Station WLAK, Lakeland, Fia., 
will release, late in June, a market 
study for Lakeland and Polk 
unty, showing figures on pop- 
ulation, retail sales, employment 
| and other data. 


| 
| 


No. 3726. Brand Liquor Sales for 
the State of Washington. 

In July the Seattle Times will 
release a report on brand liquor 
sales in the state, October, 1950, 
to March, 1951. The newspaper is- 
sues these reports s2>mi-annually. 


| 


Note: Most items listed here are 
available without charge, but not 
all. Those requesting material 
which bears a price will be billed 
by the publishers. 


No. 6008. Grocery Advance News. 

Chain Store Age issues this four- 
page summary of food chain news 
of interest to manufacturers and 
their advertising agencies bi- 
monthly. Regular features include 
“What the Food Chains Did Last 
Month,” “What the Chains Are 
Takling About,” and “What’s New 
in Selling” as well as current re- 
gional sales reports showing the 
chains’ percentage of gain or loss 
for the previous month. 


a. 
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QUALITY MABhET * Over a million are automobile 
owners. 
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CAGO 


zine in the Theatre.” 
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“THE QUALITY MARKET OF CHI- 
contains the source of these 
statistics along with circulation figures 
and full information about “The Maga 


Faced with the necessity of keying the copy for quality merchandise to the 
upper-income level of buyers, use of media that reaches that group exclu- 
sively naturally follows. Legitimate Theatre-goers are that group. They 
are reached with the advertiser's message at a time when they are relaxed, 
receptive and susceptible to sales appeal. A thorough analysis of the 
Chicago Legitimate Theatre Market is contained in the above illustrated 
booklet. Your media library should not be without it. 


540 
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*k Two million Chicago Stagebill readers 
spent six million dollars for entertain- 


Four hundred thousand of them are 
executives earning in excess of 
$10,000 annually. 


CHICAGO STAGEBILL 
“The Magazine in the Theatre” 


CHICAGO 10, ILLINOIS 


me 


1950. 


A million and a half of 
them are Chicago resi- 
dents and a half million 
from out of town. 


North La Salle Street 
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No. 6010. Chain Store Age Check  tailers stocking the various lines 


by NE on A NEW HOME FOR “TEST TOWN’S” 


letter covering the chain variety No. 6019. Your Clothing Custom- Pad 
store field, published monthly by er Has His Head Examined. Xv cr ; N F WS PA PE "4 
Chain Store Age’s variety edition. The results of an Elmo Roper i = oo 
} Previous month's sales for the top guryvey condu ; oa 
cted for the Wool Bu- ~~ ' 
. Soulh Wend The latest and finest equipment for the production 


\ 12 variety chains are listed, show- yesy are contained in this bro- 
of a modern newspaper rolls into service this month 


ing the percentage of gain or loss ¢hyre which is cheerfully illus- 
OK . i with the formal opening of the South Bend Tribune's 
Tl une a big, new plant, pictured here, Production 


year. Sales trends and new or re- preferences and the influence of 


| women upon them are included. 


over the same month the previous trated by Cobean. Male buying 
modeled stores are highlighted. 
= 


No. 6011. Chain Fountain Restau- No. 6020. Who Wants More Sales | 
rant Market Summary. a Rewer Cast? | 


i Sales of fountains, luncheonettes, —_-pyi, pamphlet, issued by mo. 
cafeterias and restaurants Oper tional Provisioner, describes the 
ated by various types of chain | annual Meat Packers Guide, which 
stores are given in this fact file contains reference material tell- 
published by Chain Store Age. ,; , , . ’ 

Also included are facts on how mS GUE Whe ais Uo ane 


experts, who visited the plant while attendin 
I I # 


the Great Lakes Newspaper Mechanical 


Conference, proclaimed it the 
most modern in any city 
of this size in America. 


It insures better service the 

such chains buy and sell. where. rare en rio 

j ever for our advertisers. } a" 
ar -_ 

No. 6012. Your Answers About the SOON TO BE PUBLISHED fm ; SMe 

Ice Cream Industry. No. 6021. wag ony Can Mass Prof- Write tor tree market date book, “Test Town, U.S.A.” alk SOUTH BEND, 
A folder compiled by the Inter- #8 from Mass Feeding. a 

national Assn. of Ice Cream A fact file soon to be published] STORY, BROOKS & FINLEY, INC. + NATIONAL REPRESENTATIVES 


Manufacturers and published by -— 
the Olsen Publishing Co. for the 
Ice Cream Review gives facts 


4 7 N : = . 7 
about ice cream—its food value, a 2 Se | f3= Ss | . Es z t e= : 2 : é 
{ place in the dairy industry picture, $ =< sc fe oJ <2 22 Bow = s > 4 2% Es 5 
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‘ No. 6013. Dairy Products Data. = gis Freee £235 SpSas egcs Aue SEE z= 
; A loose-leaf collection of im- > ss¢ wis -SE5 | ae tes Tess 5° = = > 
portant market facts about the 2 Qses : 2t . ra, *s 2s-~ 2 &< 3 a bs «5 = ; 
dairy industry, published by the H tos et cS o wes Esk ie SSe Ee : - 
) Olsen Publishing Co., which con- es [F282 = e=* Ft os . (a) se: ss so & g.5 * 7 
tains producti ; . ° =s wo > es S535 go 2 ss ae o Sis “ e a 
Ss production figures for butter, co Ez 4 z 3 =a fe: re Ss So <= ests o 4 
milk, evaporated milk, ice cream, x © 59 '2 bf 82 ez . Seer o $e ts > fas gf «a =<s A if 
sherbet and other dairy foods. In- a “63% > on = &.- c a~ « F} rs =% Ss= i 
sherbet and 0 ods i ier cee esd ec Mle tee §«©6FESSAEY BEE a 
ormation is illustrated by graphs £3r>2 $ a5 6 oF z i SESEEE 3= tS 5 Pt = r 
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Olsen Publishing Co. has issued w Zizek >ece en, 2006 888 eSekes “ a 
t is illustrated booklet which tells £ ses ee ha £iss 238 pee ti E° 52's a a 
how butter, milk products and t gests ess & a =3e8 = eo 2asis a “.= J 
cheese are made, and lists adver- A Case =e 3 S t= 2 2 Soo- mo$ Oo: @ nw" se is — . 
: , 35 = O'S |; | a  oRES See = ~~ Zz. 
| tisers who use Olsen’s Butter, nN cs eoS a 3 SEs ° les | oo 5&3 Ses by o 4 | 
Cheese & Milk Products Journal. x é a: g ¢ 1 Le ese =e. § : £ oz s ‘3 : g Ro "5. PEE ‘ 
Bot ER re a 7 Guz ED> ag = *% 
mg wes 33e =a eS iE Se - ° x S 
No. 6015. Ice Cream Manufactur- 38 = * % 3 =f S25 g = es 2s moe’ zg ar & 2 s == 
ing and Selling. BeessE 5 33 3= PS3t sees Sees Sos 28 2 q = ee 
More data on the ice cream in- 3:2 fS28 a £333 ere zee . ees o3 ok es i < 
| dustry, issued by Ice Cream Re- =88S66 Lo bey. ESS on SS 2.28 > Fer ow oN = ; 
view (Olsen Publishing Co.). This 33 2ESs Seige 3 t's esse SS ch 3 “se == 
f booklet contains facts and figures WSR< EE S=ie2 waAse bess Ssisa SIAE22E6% ” _ 
about the buying power of the ice 
i cream industry and what ice Ht { ' { =| ; 
cream manufacturers need in the a 
j way of equipment. 4 


No. 6016. Bottled Milk Markets. 


This booklet from the Olsen 
Publishing Co. gives such facts 
about the bottled milk market as 

last year’s sales, which totaled over 
; $4.5 billion, and that nearly half 
of all the milk produced in the 
U. S. was processed and sold by 
} bottlers. The processing of milk 
from “barn to bottle” is outlined 
with data on equipment required. 
Circulation and advertising recorus 
for Olsen’s Milk Dealer are given. 


I id 


| No. 6017. Study of Christmas Cata- 
logs of 60 Department Stores. 
This is a survey report made by 
Ralf Schockey & Associates, mer- 
chandising counselor, of the 
Christmas catalogs and mailers 
used by 60 department stores. The 
report includes listings of various 
types of merchandise with the 
f number of times mentioned and 
strongest price point for each. 


for 
Business 


No. 6018. Selling the Gift and Art 
Field. 

This brochure, published by 

( Geyer Publications defines the 
| complex gift market, describes gift 
\ and art retailers, and reports sur- 
vey results among gift and acces- 
sory retailers regarding their mer- 
chandising practices. Gift mer- 
chandise is categorized and in- 
formation on the percentage of re- 


| 


INFORMATION 
Big 


HEADQUARTERS 


“ag 

~~ 

eee 

“2 tipi 

‘one 

ae 

‘Sk 
1 be 

{ _ es 

; ee aug 
' ‘On Be ee Ee) y aan > Ao ae “oa 

4d Keo S] =] “1. ‘ae 

et in ie Bee - irs) - BP op 

. Sigs b> | . pias 

ag a ho. 

CP Re i A og 

’ ei <9 

aes 

| ‘as 
a. 

Bg i 

eee 

Sue 

( a ae eee 

| a ws 

ae 

. | a wat” ate 

> : a : a é as Ss hy i a: va 

> ee antl Wh 8 s .. ee 

Tne ef 

7 @ ih aH ee 

Ho? h , = : ey 

Tr. ¥, , rs 

_ _ Me M in a 4 BR 
| ai b 1} Re AS 

| | pe \\i ti «. aed ee 

y | 4 - a ESA'S, 

=, AI » Re gre 

me ae “ = =< OUR 

a ur ‘ & “cy ow See 

a iy r ABE ew > ou J \ \ bet 

fe. ye + |S Co Be, 

o (am = ee Cll “oe 

ake Th —_ | > TN ae pean 

| : rv; se é‘ a. ii aS Sas oes st 

| rw a) Sa Aa pie oe 

: ei 2 = i a oe = oa. an . q % “ 4 gt a hy ty 

: a . eS a~ es 7: ii et 

‘ 2" = ww. 3 i atl 22 ae * : +; pee 

< ae lU e oe Me 

a. ae 22 Ne ae 

; ee 8 ae : oth) 

' ' * x a 

» ae 

— as 

es Ter a. y OE a ie Get a i See na Mi Rt Rt eae ly 


112 


Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


by Chain Store Age containing 
descriptions of drug, variety, gro-| 


cery and other types of chains in- | 


corporating food service opera-| note: 


tions. Annual sales for each field | gyailable without charge, but not 


and potential volume of equipment 
are included. 


6022. Buying Power of the 
Fruit and Vegetable Industry. 

About July 1 The Packer will 
issue a brochure of detailed statis- 


No. 


tics on the buying power of the $6) 
billion fruit and vegetable indus- | 


try for tractors, farm implements, 
trucks, fertilizer, insecticides, and 
packaging materials. Data will be | 
based on returns from a detailed 
questionnaire sent to 16,000 sub- 
scribers 


all. Those requesting material 


which bears a price will be billed | 
| by the publishers. 


No. 7001. New U.S. Market. 
This folder, issued by Modern 
Industry, discusses how and where 
S. markets have changed— 
which are becoming retail markets, 
and where the lusher industrial 
markets are. A map and tables il- 
|lustrate the study's points. The 
folder is available at 25¢ a copy. 


No. 7002. Aeronautical Engineer- 
ing Catalog Market Book, 1951. 


Most items listed here are, 


Aeronautical Engineering Cata-| market, the folder contains a re- 
log has published this market| gional table and a map applying 
study, which leads off with a chart | to a table of the 90 key industrial 
, Showing where the major approp-| markets and 50 secondary mar- 


riations are coming from for the 
|purchase of $6 billion worth of 
aircraft parts, materials and equip- 
ment this year. The booklet dia- 
grams the industry’s market areas, 
who the buyers are, and gives 
pointers on preparation of copy. 


No. 7003. 
Book. 


1951 Aircraft Market 


cessories; a list of the number of 
aviation plants and government 
aviation centers by region, and a 
survey, by title, of indivduals who 
influence the purchase of aircraft 
parts, accessories and materials. 


No. 7004. A Study of 1,123 In- 
dependent Wholesalers in the 
Welding Field. 


kets. The price is 25¢ per copy. 
No. 7006. A Market Study of 
Kitchen and Laundry Appli- 
ances and Equipment. 
Architectural Record has issued 
this report on a market study the 
publication conducted for Westing- 
house by mail questionnaire to 
architects throughout the U. S. The 


Aeronautical Engineering Re-| analysis of answers shows what 
view’s market book contains a_/ architects specify in dwellings they 
summary of appropriations for the | design, such as brand of appliance 
purchase of new military air-| and type of utility, with a reveal- 
craft, civilian and commercial air-| ing section of comments from re- 
craft and parts, materials and ac- | spondents. 


No. 7007. A Market Study of Paints 
and Finishes. 

This study, published by Archi- 
tectural Record, provides an analy- 
sis of a study made for Sherwin- 
Williams Co. to find out how archi- 
tects specify paints—by type and/ 
or brand; advertised brands, par- 
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and comments on the product are 
shown. 


No. 7011. The Hardware Industry 
in the United States. 

Value of products shipped as re- 
ported in the Census of Manu- 
factures, 1929-1939-1947, is shown 
|in graphs and tables in this study, 

published by Architectural Record. 


No. 7012. Fence Survey. 

This study, made for Architec- 
tural Record, shows architects’ 
specifications of fence, and for 
what uses; factors influencing se- 
lection of type or make; how the 
fence is provided (type of con- 
tract); and need (or not) for in- 
formation on selection and speci- 
fication. 


No. 7013. Industrial Cafeteria Sur- 
vey. 

Institutions Magazine found, in 
this mail survey of industrial cafe- 
terias, a large market for new 
equipment and replacements, par- 
| ticularly in the light of the in- 
creased defense program. Answers 


ticularly; and long-established or , : a ie 
This booklet, issued by Indus-| new) is l ie nds So ifica te the questionnaire show opin 
try & Welding, contains a study of newly developed brands. Spec ~| ions of the value of in-plant meals, 
We’re : a bee 4 tion procedure is covered, and an-| who specifies equipment and who 
the lines handled Ly distributors| swers shown indicate various as- | 
i ‘ . purchases the food. y 
> yey ey aS/pects of manufacturer coopera- 
shown in an analysis of 1, an-| tion. sas ie 
swers to a questionnaire. Manu- yg ap tg te 
— =. oe ol yee mg No. 7008. Wiring Device Survey. | tions Magazine, covers replies toa i 
A quency of mention and represent | In _ this _ Architectural Record questionnaire sent to hotels, re- 
‘main : study, architects answer questions | sorts, sanitariums, hospitals, penal 
a, main” suppliers. | 2 — eee ae { 
4 i |about selection of wiring devices! institutions, etc., and shows who H 
3 g No. 7005. An Outline of Federal | for new buildings they plan; their | does the painting in these places, ; 
; fl ” ae sf eth the audience Government Authority in the preferences as to brand; what con-/ type of equipment used, how paint 
gre ( ; ‘di ; siderations ts) o be mos 
os Programs esigne with the audience Field of Building Construction. iderations are thought to be t | is purchased and who specifies the 
noone —that's the aes punted Andina Geet ten om important (clients’ preference, brand and color, and expenditures. 
C’s programming schedule since - : ~ price, product information, etc.) 
1927, The more than 800,000 radio jones Se Sees SS he RES and ier Siete. He. 7006. Overeses Merkets for 
. ors | organizations for defense mobiliza- U. S. Drug and Health Products 
homes in the Memphis market area are tion, for housing, and military ne : ; 
sini » aii : ’ . a —— . No. 7009. Metal Trim Study. Equipment and Supplies. 
| : constantly entertained and informed by housing and installations. The ; y hip Gaaiiies aanteien @ enetian. 
programs they prefer. | study also outlines the functions of | Atchitectural Record reports, in by-country breakdown showing 
j j ild- this study, the extent of architects’ : < 
_other federal agencies with build acaiienh alt meaiehtaion 4 1950 U. S. exports of chemicals; 
| ing or related functions, and re- Specliical = on neers ae com" essential oils; crude drugs; extracts 
} ja on law, proposed legislation — “yo — — = kl and ingredients; drug sundries, 
and executive orders. It contains on ge to _s it — ection. supplies and equipment including 
2 wealth of material that should item tr ~ to ‘ ence se and | cosmetics, toiletries, medical, sur- 
be of help to manufacturers serv- so an ee - eo an pe = gical and hospital equipment and 
ing the building field. The price | 0Fand mention in order of preter=' supplies, vitamins, baby foods and 
is 50¢ a copy; revised sheets are ence. nutritional products. Produced by 
issued as changes occur. Pharmacy International and El 
a No. 7010. A Market Study of Farmaceutico. 
| No. 7000. Bull’s-Eye Selling in the Aluminum Windows. - ! 
AROUND MEMPHIS TOWN New Industrial Market. Architects’ specifications of alu-| No. 7025. Analysis of Principal 
WITH OLIVIA BROWNE Modern Industry offers this mar-| minum windows are reported in Overseas Markets for Exports 
ket study of 90 key markets, re-| this study, published by Architec- of Machinery and Vehicles. 
From Archduke Felix to General Wainwright printed from editorial material | tural Record. Frequency of speci- Included in this report are met- 
and Marie Wilson . . . outstanding person: | based on the 1947 Census of Manu-| fication; reasons (if none have alworking machinery; electrical ; 
alities are interviewed by Miss Olivia Browne. factures. In addition to an over-| been specified); brands named for| machinery and apparatus, engines i 
And these interviews with people in the news, all analysis of the U. S. industrial residential and non-residential use; and turbines; construction and 
the people who make the news, have made 
her program, “Memphis, Mid-South, Today 
4 and Tomorrow,” outstanding with WMC's | 
listeners. Daily at 8:15 A.M. they stay tuned 
+ to WMC for an exciting fifteen minutes that 
da receives national awards, 
. *Distinctive Merit Award from the National The HIGHEST PAID WORKERS IN WISCONSIN 
Dry Goods Association for 1947, 1948, 1950 
3rd place nationally in 1951 for general READ YOUR ADS IN THE EAU CLAIRE LEADER AND TELEGRAM 
audience programs. 
EAU CLAIRE as usual LEADS ALL other 
AND HERE'S WHAT THE SPONSOR WISCONSIN CITIES in 
THINKS OF OLIVIA: per capita Industrial Pay. 
‘Featuring high fashion and quality mer- The following is the average weekly earning figures for the past three years as re- 
chandise as we do at The John Gerber ported by the Wisconsin Industrial Commission: Released May 15, 1951. 
Company, we naturally wanted a radio pro- 
gram that would reflect that same high Area 1948 1949 1950 
quality. From the beginning, ten years ago, 
The John Gerber Company has been effec: 
tively represented on the air by Miss Browne.” EAU CLAIRE 67.77 69.57 77.47 
(signed) WILLIAM L. SMITH Menasha $59.60 $64.15 $68.23 
General Manager Janesville 60.79 67.39 67.35 
John Gerber Co. Waukesha 62.10 58.50 67.14 
MEMPHIS, TENN. Beloit $60.86 $57.37 $66.72 
Kenosha 60.51 61.01 66.21 
SE” Racine County 63.27 62.12 65.98 
NBC 5000 Milwaukee County $60.53 $59.35 $65.61 
_ Neenah 58.00 57.52 62.72 
\WAW//AWVA\ WATTS 790 Wisconsin Rapids 56.87 57.86 61.93 
— ALL WISCONSIN 56.31 56.38 61.68 
MEM PH iI 
THE EAU CLAIRE LEADER and DAILY TELEGRAM 
W MCF 260 KW Simuttaneously Duplicating AM Schedule (morning) (evening) 


Give 98% coverage in the Eau Claire City Zone plus concentrated coverage in the rural area 
radiating 50 miles from Eau Claire. 


SHANNON And ASSOCIATES, NATIONAL REPRESENTATIVES 


W MCT First TV Station in Memphis and the Mid-South 


Owned and Operated by The Commercial Appeal 


“National Representatives, the Branham Company 
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conveying machinery; specialized 
types of industrial machinery; of- 
fice appliances; trucks and trac- 
tors. Published by McGraw-Hill 
Digest, Ingenieria Internacional 
Industria and Ingenieria Interna- 
cional Construccion. 


No. 7026. The McGraw-Hill Inter- 
national Trader. 

This is a four-page monthly ex- 
port newsletter, which interprets 
significant news and events in 
world trade. Available to those in- 
terested in developing overseas 
sales for their products. 


No. 7016. A Quick Look at the In- 
stitutional Market for Air Con- 
ditioning. 

Size, influence and purchasing 
power of the institutional field are 
outlined briefly in this sketch of 
institutions as a market for air 
conditioning. Published by Insti- 
tutions Magazine. 


No. 7017. The Institutional Market 
for Fire Prevention and Fire 
Fighting Equipment. 

The market for equipment for 
fire prevention and fire fighting in 
institutions is recorded in this 
booklet published by Institutions 
Magazine. The study tabulates 
U. S. fire losses by occupancy; in- 
stitutional fires and the costs; fires 
in U.S. and Canada with dates, lo- 
cation and extent of damage; and 
causes of fires by type of institu- 
tion. 


No. 7018. Market Possibilities by 
States. 

Domestic Engineering has pub- 
lished this analysis of the market 
for plumbing and heating products, 
broken down by rural, remodeling, 
industrial and new construction 
markets. Market data by states are 
tabulated; sales quotas and how 
manufacturers are using them are 
discussed, and the potential for gas 


Pause only to look at the 
record of buying power in 
the rich Quad-City Market 
(Davenport, lowe, Rock Is- 
lond, Moline and East Mo- 
line, Wlinois). 1951 Sales 
Management Survey of Buy- 
ing Power figures reveal to- 
tal effective buying income 
of $402,783,000 and Dov- 
enport alone has an average 
effective buying income per 
family of $5,947! 


PUNCTUATE YOUR SALES 
In This 
RICH QUAD-CITY MARKET 
By Using The 
DAVENPORT NEWSPAPERS 
The Only Newspapers with 
Home - Delivered Circulation 
on both the lowa and Iili- 
nois sides of the important 
Quod-City market. 


THE DEMOCRAT & LEADER 
represented nationally by 


Jann & Kelley, Inc. 


and oil heating equipment is 
shown. The price of the study is 
$2.50. 


No. 7019. Markets for Welding 
Products. 


The Welding Engineer has pub- 
lished a series of market reports, 
broken down by geographic re- 
gions, showing the number of 
plants and employes, the number 
of these plants that use welding in 
production and the number of pro- 
duction welders. Figures are brok- 
en down by major industry groups 
for each state and for the region. 


No. 7020. Western Construction 
Market Facts. 

The scope of the western con- 
struction market and its future 
outlook are discussed in this il- 
lustrated folder published by 
Western Construction. Numerous 
projects are described, and the re- 
port indicates who does the speci- 
fying and buying. 


No. 7021. Selling the City and 
Town Market. 

The American City offers this 
folder describing the municipal 
field as a multi-million dollar mar- 
ket for the varied equipment and 


materials used by cities and towns, | 


It illustrates many typical instal- 
lations of equipment and discusses 


Available Market Data—Industrial 
To secure copies of data listed, use the handy coupons 


municipal purchasing. 


lished this 24-page booklet and 


| map providing facts and figures on 


No. 7015. How to Sell Government 
Institutions. 

Army, Navy and Air Force pur- 
chasing are discussed in this study, 
published by Institutions Maga-| 
zine, with information on how to 
enter bids, and a list of plant de- 
tails desired by military procure- 
ment officers. A helpful bibliog- 
raphy on the subject is included. 
No. 7022. Cotton Trade Journal | 
Survey. | 

Cotton Trade Journal offers a 
report on a survey of its grower 
readers, showing number of acres 
planted; machinery owned and 
makes used; number of livestock; 
expenditures for fertilizer and 
chemicals, etc. The report includes 
a list of growers’ recommendations 
regarding farm machinery design, 
efficiency and parts replacement 
service. 


No. 7023. 1951 World Motor Cen- 
sus. 

The American Automobile 
(Overseas Edition) and El Auto- 
|movil Americano (McGraw-Hill | 
International Corp.) have pub- 


world registrations and exports of 
cars, trucks, buses, motorcycles, 
power cycles, farm tractors, tools, 
equipment, parts, etc., throughout 
Europe, Asia, Africa, Oceania and 
the Western Hemisphere. 


No. 7027. The Building and Re- 
modeling Market. 

This booklet reports on a mail 
questionnaire of a representative 
group of Practical Builder read-| 
ers, both as to physical units and 
dollar volume, whose operations 
cover new residential construction, 
residential remodeling and altera- 
tions, new commercial and indus- 
trial construction, and commercial 
and industrial remodeling. The | 
study shows price ranges of cur-| 
rent residential building; number | 
of builders who build in the var- 
ious unit brackets; types of build- 
ing; new features being added to 
make houses more saleable; and 
other details. 


No. 7028. Practical Builder Prod- 
uct Surveys. 
Supplements to the building sur- 


| 


NEW ENGLAND 


England States 
Important Markets 


Connecticut 


BEGINS 


AT NEW HAVEN, CONN. 
% The Spearhead of the Six New 


% One of New England’s Most 


% The Leading Wholesale Center of 
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Take advantage of 
the growing family 
readership of the 


OUR SUNDAY VISIT 
“REGISTER UNIT 


These two great national weeklies 
bring enjoyment, education and ins 
spiration to larger-than average fami« 
lies across the nation. 

The market is here for your product 
or service. Benefit by this unusually 
high readership, interest ond confi- 
dence—plus advertising pulling power ° 
other national advertisers now enjoy 
in this soles-making UNIT. 


Get the facts 
... then the profit 


Write, wire or telephone for specifi 
information about the Our Sunday 
Visitor—Register UNIT. Let us show 
you how effectively and profitably 
you con benefit by selling your mer- 


chandise to this special family buying 


market across the nation. 


1,389,848 


WEEKLY CIRCULATION 


I 7" Visita 
-Register Unit 


REPRESENTATIVES 
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: Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


4 ve sted above, also published by porting on such industry news as 
4 Practical Builder, cover selection, shipments, ore imports, steel out- 
3 purchase and use of builder's hard- put, new developments, etc 
ware paint waterproofing and 
t alking major appliances and No. 7032. Facts About Machinery 
cabinets, plumbing, heating an¢ and the Metalworking Market 
J electric ex pment and Specie The scope of the metalworking 
~ Lie wir “ creer ar screer ndustry is described in this folder 
+ ? lor ! nd floor ued t vy Machinery, which shows 
. nh materi: the types of plants covered by the 
i publication, products bought by the 
4 N 129. BSN Data Sheet industry, and other details 
ee B dtr News offers ¢z 
a) ge of market ta showing total No. 7033. The Buyers Your Sales- 
es of mber and building mate nen Can't See 
' lealer ndex of wholesal In this folder, Machinery sup- 
buliding mater prices, total U.S. plies several case histories of tool 
re ‘ ! wal expenditures and machinery manufacturers to 
of for { ew ¢ tructior show the relatively few men who 
eG can be seen by salesmen and the 
; U3 te Warehouse Maj} arger group who aren't seen but 
Pre t the merican lro who actually influence buying 
ee] Institute, this map shows 
the peograpt tribution of No. 7034. How Equipment Is 
f eel ware es hance Bought for Heating, Ventilating 
ty tee pre 1 tir Conditioning, Piping and 
text te v t these Refrigeration Systems 
purchase, handle and distribute This booklet, published by Heat- 
es ng and Ventilating, describes the 
: Ne 131. Steel Facts. specifying and buying practices in 
I t trated folder put the market it covers. The text de- 
me he periodic y by the Amer- fines the market, which is called 
q n lror nd Steel Institute, re a complex one; functions of the 
9 _ 


ae LONG BEACH, CALIFORNIA 


THE WORLD’S LARGEST 
NEW HOME PROGRAM IS 
JUST ONE REASON WHY! 


\ccording. to Los Anyeles 
nonal Planning Comumission 
day 
of Long Beach 


i Ihe PRESS TELEGRAM 
just as it sells the 
buyers in. this 
‘ Positive Your 
+7 IELEGRAN 

Beach families 


medium 


Re 


hunds ed newt 


the County 
one 
into the Lakewood section 


families a Mwave 


sells Lakewood 
Beach. Reach 
vrowiny area the one 
PRESS 

out of 3 Long 
ikhewood. No other 


messave such coverage 


rest of | ony 


the fast 


Wal idvertisiny in the 


yocs to over 
imcluding I 
can 


wive your 


LONG BEACH AN 
DEAL TEST MARKET 


Relatiwely easy control 


MORE THAN 2 OUT OF 3 READ THE 


ress-Celegram 


IN LONG 


BEACH, CALIFORNIA 


National Representative: Cresmer & Woodward, Ine 


‘No 


equipment; sales potentials; and 
the people responsible for pur- 
chases 

No. 7035. Sales and Advertising 


for Industrial Marketers 
Selling to the Chemical Process 


Industries 


Aids 


This folder was prepared jointly 
by the research departments of 
Chemical Engineering and Chem- 
ical Industries Week for adver- 
tisers and agencies serving the 
al process industries. It is 
puve index to market stud- 
sheets advertising 
helps provided by 


ications 


cnemi 
@ aescri 
ies, Gata Sales 
and promotional 
the two publ! 
No. 7036. This War and the Chem- 
ical Process Industries 

Chemical Engineering has avail- 
able, at $1 a copy. reprints from 
its February, 1951, issue, reporting 
on the impact of mobilization on 
the chemical process industries. It 
wealth of information 
agencies and controls, pro- 
duction expansions and conver- 
sions, prices, earnings, and 
other subjects 


contains a 


about 


many 


No. 7037. Process Equipment Cost 
Estimation 

This 122-page brochure contains 
a collection of articles from Chem- 
ical Engineering, dealing with cost 
estimation, and profusely illus- 
trated with graphs and charts. The 
price is $1.50 


No. 7038 Directory U 
turers’ Agents 
Chemical Engineering and Food 
Industries published this directory 
of agents serving the chemical and 
food processing industries. The 
names are arranged alphabetically 
by states, and the list shows the 


{ Manufac- 


products handled by each of the 

manufacturers’ agents. The direc- 

tory is available at $10 

No. 7039. A Marked Channel to 
Sales 


Chemical Engineering offers this 
booklet, which reports on the out- 


look for the chemical process in- 
dustries in the ‘50s. It provides fig- 
ures on production, expenditures 


for equipment, materials and serv- 
ices, number of plants (classified), 
and other details 


No. 7040. 1951 Handy Guide 

This book has been compiled by 
McGraw-Hill Publishing Co. to 
give a quick picture of editorial 
objectives and markets served by 
McGraw-Hill publications—do- 
mestic and international, catalogs, 
and services 


7041 
try. 


The Pulsebeat of Indus- 


In this digest, McGraw-Hill edi- 
tors report on current trends and 


outlook for industrial 
proa ucts services 


project the 
markets and 
No. 7042. Industry Expands 
mn McGraw-Hill's 
survey this 
the publisher's 
economics, reports on in- 
for plants and 

equipment. Companies cooperating 
in the survey employ more thar 
60% of all workers in the indus- 
tries where investment per worker 
is highest, and include chemicals 
ou, railroads, electrical machinery 


autos, utilities and ste¢ 


a sec ¢ 


fourth 
pre- 
depart- 


an 


iual study 
pared by 
ment of 


dustry s plans new 


No. 7043. Market Data Boot 


McGraw-Hill Research prepared 
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gathered by questionnaire from 
190 plants and indicates what part 
top management plays in discus- 
sions and who are “top manage- 


ment.” 


No. 7048. Heat Treating Equipment 

Buying Influences 

The market research division of 
The Iron Age studied purchasing 
of heat treating equipment in met- 
alworking plants at two levels of 
influence—top management, to 
learn the identity of men whc 
make the dollar decisions, and op- 
erating executives, to determine 
the pattern of influences as to 
type of equipment and 
‘rs from whom it will be 


this study, based on the 1949 Mc-/ purchased 
Graw-Hill Census of Manufactur- | 
ing Plants, locates the larger plants] No. 7049. The Buying Influences 
and rates them by industry and on Welding Equipment 
size. By showing the number of] who makes the decisions to buy 
people at work in them, it estab-| wejding equipment, and who se- 
lishes a measure of their IMpoOr-| jects the type. size and make of 
tance and a yardstick Dy which | equipment are reported in this 
market potentials can be deter-| jron Age research study 
mined | 
a a for | N° 7050 Forging Machine Buying- 
195X Influences 
me new 144-page industrial ba a sore EE = 
- cured field data from 161 metal- 


selling guide, published by Modern 
Industry, combines data from the 
1947 Census of Manufactures with 
facts obtained exclusively by Mod- 
ndustry. It establishes 90 key 
marketing areas, and distills from 
a total of 240,801 plants a dense} 
marketplace of 28,996 bull’s-eye 
plants producing the greatest vol- 


err 


ume of business. The price of the 
book is $2.50 | 
No. 7045. Meet the Buyers of Non- | 
ferrous Metals 
Metal Progress has published 
this brochure, which contains a} 


report on a reader survey to show | 
how many companies buy nonfer- 
rous metals and in what form pur- 


chases are made—raw materials, 
parts, or complete products 
No. 7046. Re port on the Use of 


Liquified Petroleum Gas by the 

Metalworking Industry 

The Iron Age has available a 
series of research reports on speci- 
fic products, of which this is one 
It shows the extent to which met- 
alworking plants use LP gas (bu- 
tane, propane, etc.); the quantity 
used; whether it is used for stand- 
by or continuous operation, and 
types of applications for which the 
gas is used 


No. 7047. Machine Tool Buying In- 
fluences 
Another of The Iron Age’s re- 
search reports, this is a study of 


the individuals who make the im- 
portant decisions leading to the 
purchase of machine tools in met- 
alworking plants. Material was 


| purchased 


working plants to learn the pattern 
of buying influences behind the 


selection and purchase of forging 


|} machines 


No. 7051. Survey on Materials 
Handling Equipment 
Another in The Iron Age re- 


search series is this, which shows 
which types of materials handling 
equipment is used, plans to pur- 
chase, how anticipated purchases 
will compare with 1949; titles or 
functions of men responsible for 
selection 

No. 7052. Report on Use of Me- 
chanical Rubber Goods. 

Annual! purchases of mechanical 
rubber goods in metalworking 
plants; where used—in plant or on 
product; types of rubber goods 
and other details are 
shown in this Iron Age report. 

No. 7053. Report on Present and 
Future Use of Piastics by the 
Metalworking Industry. 

The lron Age's researchers made 
this survey to learn the types of 
manufacturers who use plastics: 
quantity they use in a year in 
terms of dollar value; extent to 
which they buy molded plastics or 
mold their own plastics; and the 
future trend in the use of plastics 
by these manufacturers. 

No. 7054. The Iron Age Basic Mar- 
keting Data 

The Iron Age’s Basic Marketing 
Data book contains an analysis of 
metalworking plants presented in 
2. 3. and 4-digit major industry 
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FARGO, NORTH DAKOTA 
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groups as defined in the govern- 
ment standard classification man- 
ual. Also there is a table which 
analyzes types of manufacturing 
departments operated in metal- 
working plants employing 21 or 
more workers. The price of the 16- 
page book is $1. 


No. 7055. Air Transport Facts and 
Figures. 

This booklet, published 
American Aviation for che Air 
Transport Assn. of America, con- 
tains the story of U. S. scheduled 
airlines with tables, charts and fig- 
ures about the lines’ operations. 
Operating expenses and revenues, 
the first class travel market and 
domestic airline percentage of it; 
average revenue passenger miles 
by months; fares and trips; number 
of passengers carried; a study of 
air mail, express and freight ton 
miies, airports by classes, and per- 
sonnel; and many other details are 
shown. 


by 


No. 7056. There are Millions in the 
Model Railroad Market 

Model Railroader has issued this 
study of the model railroad mar- 
ket, which reports that model rail- 
roading is more than just a hobby 
—that it is an absorbing interest 
in the homes of a quarter of a mil- 
lion Americans. Ages of these fans, 
education, income, marital status, 
jobs and other details are reported. 


No. 7057. The Knitting Industry. 

This is the story, issued by Clark 
Publishing Co., publisher of The 
Knitter, of the market for equip- 
ment and supplies used by mills 
that manufacture and process ho- 
siery and knitwear 


No. 7058. The World Oil Market. 

This guide to the oil producing 
industry, published by World Oil, 
contains a lot of information on 
exploration (crews and equip- 
ment); drilling; production 
(where, and who owns U. S. pro- 
duction); pipelines; reserves (U.S. 
by states, and world by countries) ; 
buying point maps and other de- 
tails. 


No. 7059. The 1951 Petroleum Re- 

finer Market 

The refinery equipment market 
is discussed in this brochure, pub- 
lished by Petroleur. Refiner, with 
photographs, charts and tables il- 
lustrating expenditures, record of 
expansion, maintenance, locations 
of domestic and foreign markets, 
list of natural gasoline and petro- 


chemical plants and many other 
market data. 


No. 7060. A Report from the Edi- 

tors of Petroleum Refiner. 

This booklet, published quarier- 
ly by Petroleum Refiner, contains 
current information on the refin- 
ery equipment market, including a 
tabulation of new refinery, natural 
gasoline and petrochemical plant 
projects by type, showing plant 
site, present construction status, 
capacity when completed, esti- 
mated cost, etc. 


No. 7061. Coal 
Media File. 
In these data sheets, Coal Heat 
tabulates percentage of manufac- 
turing employment, coal consump- 
tion, distribution of fuel and ice 
dealers and CH readers by geo- 
graphical regions and states; re- 
ports on the market for coal-fired 
heating equipment; uses of bitumi- 
nous coal; and the commercial and 
semi-industrial market. 


No. 7062. What’s the Difference 

This is a cost-size comparison 
between custom-built homes and 
homes built for sale or rent, based 
on actual contracts awarded. Pub- 
lished by F. W Dodge Corp.’s 
Home Owners’ Catalogs. 


No. 7063. Let’s Sell Quality Hous- 
ing. 

A study of the residential hous- 
ing market and its sales potential 
for today and tomorrow, issued 
by Home Owners’ Catalogs. Charts 
and graphs illustrate the material. 


Heat 


No. 7064. Candid Comments. 
Home Owners’ Catalogs offers 
a collection of unsolicited com- 
ments from buying factors com- 
prising the custom housing market. 


No. 7065. Now You Know 
This folder, issued by Home 
Owners’ Catalogs, outlines the 


sales potential afforded by today’s 
quality housing market. It de- 
scribes methods of market pene- 
tration and explains why custom 
homes represent fertile ground for 
sales right now. 

No. 7066. Facts for Building-Prod- 
uct Marketing. 

F. W. Dodge Corp. has issued 
this brochure, giving detailed in- 
formation on Dodge Reports, which 
are compiled by the Dodge Statisti- 
cal Research Service, with several 
sections of reports on the coastruc- 
tion market. 


COVERAGE 


ROANOKE 


AN IDEAL 
TEST MARKET 


Your test is presented 
to all regular daily newspaper 
readers in the Roanoke area, as- 
suring ce results that can 
be accurately computed against 
the entire market.-One of the 
many reasons why successful ad- 
dae first in Roanoke. 


| ROANOKE 


TIMES AND WORLD-NEWS 


ROANOKE VIRGINIA 


"SAWYER + FERGUSON * WALKER CO. 


National Reprosentateves 


Market &' 
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TO OBTAIN MARKET DATA USE THIS COUPON 
Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, lil. 
Please send me the following market dota (insert number of each item wanted): 
1 1. ioe aan 
=: | + — —— 
Name Title 
Company 
Address 
City & Zone Stote 
No. 7067. Some Observations on in manufacturing plants. on the publication’s continuing 


the Construction Market. 

Charts illustrate this study of 
the outlook for the new construc- 
tion market, which outlines many 
economic factors pointing to ex- 


cellent long-range construction 
prospects. Published by F. W. 
Dodge Corp 


No. 7068. How to Help Your Sales- 
men Get Business from the 
Manufacturing Industries. 

Factory Management & Mainte- 
nance offers this brochure which 
describes, with text and graphs, 
organization and buying practices 


No. 7070. Signposts on the Roads 
and Streets of the U.S 

This booklet, published by Roads 
and Streets, contains market data 
on the nation’s highways, includ- 
ing construction and maintenance 
expenditures, equipment used, and 
who purchases material and sup- 
plies. 
No. 7071. Implement & Tractor 
Market Data and Media File. 

This loose-leaf market and 
media file, published by Imple- 
ment & Tractor, contains a report 


market survey covering merchan- 
dising, service and general busi- 
ness operations of farm equipment 
dealers; statistical data on tractors 
and farm equipment; and data on 
the publication itself—coverage, 
special issues, etc. 


No. 7069. A Market for Equipment 
and Supplies. 

Water & Sewerage Works has 
published this booklet, showing 
market comparisons in the wate®, 
sewage and industrial waste treat 
ment field from 1946 through 1958. 
Graphs show the operating strué- 


PRE-TEST YOUR PRODUCT IN THE 


AND 


AGRICULTURAL! 
AREA OF 


Don't guess . . 


IOWA 


Remember, the heart of this area — Waterloo 
— is one of the 19 largest industrial centers 
west of the Mississippi — has an annua! in- 
dustrial payroll of nearly $50,000,000 

THE COURIER blankets this area 
your advertising double action with a power- 
ful tie-in merchandising campaign 
facts now. See our reps, or write us. 


know that your product will 
have acceptance by testing it on these BIG 
BUYING FAMILIES IN RICH NORTHEAST 


. gives 


Get the 


aterloo Daily Courier 


Story Brooks & Fintey Motone! Adverting Representotres 


Here’ $ What 


Courier ALONE 
Gives Advertisers 


Gen. Mdse. Sales 


the 


Population 
295,459 


Retail Sales 
$243,763,210 


Food Sales 
$44,850,898 


Drug Sales 
$6,167,353 


$99,623,000 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


tures of water and sewage works 
operations and persons responsible 
for specifying and buying. 


No. 7072. Cross the Street for Trac- 
tor Dealer Sales. 

This is a reprint, issued by Im- 
plement & Tractor, of an article 
by the publication’s advertising di- 
rector, which appeared in “The 
Selling Job,” published by Motor 
& Equipment Wholesalers Assn. 
for automotive salesmen. The arti- 
cle points out that automotive job- 
bers and their salesmen are miss- 
ing an important contact if they 
fail to call on tractor dealers in 
rural communities. 

No. 7073. Directory of Jobbers & 
Manufacturers’ Agents Serving 
the Farm Equipment Industry 

Implement & Tractor makes this 
directory available free to adver- 
tising executives and agency per- 
sonnel, It contains an analysis of 
the distribution services and facili- 
ties offered by more than 2,000 
manufacturers’ agents, automotive 
and farm equipment jobbers serv- 
ing the farm equipment field, 
based on a nationwide survey. 


No. 7074. Statistical Data, Tractors 
and Farm Equipment. 
Implement & Tractor has re- 
prints available of data published 
in its 13th annual statistical num- 
ber, July 8, 1950. Tables and sum- 
maries on the farm market fill 
the pages of the study, which in- 
cludes state-county reports on the 
tractor population; production and 
shipments of various farm equip- 
ment; and many other data. 


No. 7075. Pulse of the Farm Equip- 
ment Industry. 

Implement & Tractor publishes 
a monthly bulletin under this title, 
which reports on the number of 
tractors produced, volume of re- 
tail sales of farm equipment, and 
farm income for the previous 
month. It includes a composite in- 
dex reflecting business activity in 
the industry. 


No. 7076. Buying Influence Survey. 

Plant Engineering has published 
a series of data sheets reporting on 
buying influence of men with 
plant engineering jobs on 16 dif- 
ferent products such as dust col- 
lectors, diesel engines and pumps, 
lighting equipment, production 
machinery, portable tools, ventilat- 
ing systems, etc. 


No. 7077. Chart on Power Output 

for 1950. 

Power Engineering offers this 
progress report which includes a 
colored chart showing installed 
capacity and power output for 1950 
from central stations and indus- 
trial power plants in U. S. The 
folder also contains a list of 200 
major products a power engineer 
buys and uses. 


No. 7078. A Study of Merchandis- | 


ing Potentials Among Dealers, 

Distributors, Contractors in the 

Commercial Refrigeration 

Field. 

Commercial Refrigeration and 
Air Conditioning has published 
this booklet, based on a survey 
among readers who identified 
themselves in replies as dealers, 


ee Fas 


METROPOLITAN AREA 


ARKET in 


| 


___ 


politan Areas 


Represented by GILMAN, 


SOUTH DAK x 


u)i He BUYING POWER 


EFFECTIVE BUYING INCOME 


$7,018 s « 1950 


in the U.S. in 


in the U.S. in 
ETAIL SALES PER FAMILY 


$4,103 


Census of Business statistics compiled by Ad 
vertising Age covering 169 Standard Metro 


The Sioux Falls Argus-Leader offers you 100% coverage of this rich 
midwest rural and city Metropolitan area (Minnehaha county) plus 77 % 
coverage of 13 other counties in the A.B.C trading zone 


ARGUS -LEADER 


South Dakota s Leading Newspaper 


details about 
our unusual 
services at the 
local level 


NICOLL & RUTHMA 


contractors, distributors, service 
men and miscellaneous. The report 
shows the number of salesmen and 
service mechanics employed; how 
many sell or plan to sell refrigera- 
tion, air conditioning and heating 
equipment; and how many sell or 
plan to sell related equipment for 
Bar, restaurant and food market 
fields. 


No. 7079. A Study of 1,123 Inde- 

pendent Wholesalers in the 
| Welding Field. 

This is one of a series of studies 
prepared by Industry and Welding. 
| It shows how many independent 
| wholesalers regularly carry and 
sell specific welding supplies and 
accessories, and specified types of 
welding accessory and auxiliary 
equipment. The types of products 
are listed, and makes are listed 
in order of their frequency of men- 
tion. 


No. 7080. The Water Works Market | 

-1951 Market Data Sheet. | 

In this data sheet, Water Works | 

Engineering provides a summary | 

of the field it covers, including a 

list of some of the major products 
purchased by the industry. 


No. 7081. The Wastes Engineering 
| Market, Sewage and Industrial. 

Wastes Engineering has pub- 
lished this report on its field in 
format similar to that of the one 
| listed above. 


No. 7082. The Fire Protection Mar- 
ket. 

Fire Engineering offers this fold- 
er outlining the market repre- 
sented by over 13,000 fire depart- 
ments with additional hundreds 
engaged in industrial, government 
and forest fire control. Products 
purchased are listed. 


| 


No. 7083. The Electrified Farm 
Market. 

Electricity on the Farm, pub- 
lished by Case-Shepperd-Mann, as 
are the three items listed above, 
has published a report on its mar- 
ket similar in format to the above. 


No. 7085. NIAA Report for Indus- | 
trial Equipment News. 

This report, prepared in accord- | 
ance with an outline of the Nation- 
al Industrial Advertisers Assn.. | 
lists data on the market covered | 

| by the publication. | 


| No. 7086. NIAA Report for Con- 

tractors and Engineers Month-| 
ly. 
| This report, prepared in accord- 
| ance with an outline of the Nation-| 
|al Industrial Advertisers Assn. | 
jlists data on the market covered 
by the publication. 


No. 7087. Survey of Material 


Handling Wholesalers. 


This study covers results of a 


questionnaire sent to 683 inde- 
pendent wholesalers of material 
handling equipment by Flow, pub- 
lished by Industrial Publishing Co. 
Data include information on the 
number of salesmen employed, the 
presence of material handling en- 
gineers on a company’s staff, 
whether engineered installations 
or unit equipment is sold, and the 
availability of facilities for install- 
ing equipment. 


No. 7088. Sustained Yield. 

This booklet, published by Tim- 
berman, outlines the lumber in- 
dustry’s marketing, merchandising 
and educational efforts. It includes 
information on the development 
of new products from wood and 
wood fibers, and on investments 
being made by the lumber industry 
in experimental work, equipment 
and educational programs. 


No. 7089. Airport Lighting Survey. 

This study, prepared by Avia- 
tion Week, covers in detail air- 
port lighting market data obtained 
from surveying 350 terminal and 
non-termina] airports throughout 
the U.S. Information includes type 
of medium or high intensity ap- 
proach lights used, use of runway 
lights, what determined purchase 
of units, and purchasing influences 
in addition to the airport manager. 
Available to advertisers and agen- 
cies. 


No. 7090. The Aviation Market 
for Cleaning Compounds. 

A comprehensive study, pub- 
lished by Aviation Week, which 
covers all facets of the aviation 
cleaning compound market. In- 
cluded are sections on description 
of compounds used in aviation, 
where they are used, who makes 
them and who buys them. Avail- 
able to advertisers and agencies. 


No. 7091. Aviation Week Market 
Letter. 


Available on request from Avi- 
ation Week, this market data news 
letter covers military, commercial 
and private flying. Subjects in- 
clude congressional appropria- 
tions, expansion activity in the 
industry, government contracts, fi- 
nancial data and production high- 
lights. 


No. 7092. NIAA Report for Diesel 


Progress. 

This report, prepared in accord- 
ance with the National Industrial 
Advertisers Assn. standard, lists 
data on the market covered by 
Diesel Progress. 
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1093. The Railroad Market and 
How to Reach It. 

The Pocket List of Railroad Of- 
ficials has compiled this 16-page 
booklet which includes data on the 
physical size of the railroad mar- 
ket, the relative size of 37 leading 
railroads in terms of earnings, 
trackage and locomotives owned, 
and railway research facilities 
open to suppliers. 


| No. 


No. 7094. The Roofing, Siding & 
Building Specialties Manual. 
An annual publication of Harris- 

Fox-Hoffman Corp., which assem- 

bles, reviews and condenses mar- 

ket data in the roofing, siding 
and building specialties field. 


No. 7095. Data Sheet 32. 

Black Fox Magazine has com- 
piled a market data sheet on fur 
breeding in the U. S. Data include 
sales figures on ranch mink, silver 
fox and other fur-bearing animals, 
information on how and what 
breeders buy, an estimate of the 
fur animal population in the U. S. 
and an analysis of ranches in the 
U. S. and Canada. 


No. 7096. Data Sheet 51. 

Facts gathered by Beach & Pool 
and Swimming on the U. S. swim- 
ming pool market, including clas- 
sifications by use, size and owner- 
ship. Also mentioned is informa- 
tion on the demand for swimming 
pools. 


No. 7097. A Report on Coal Stock- 

piling. a 

This study, published by Util- 
ization, summarizes the results 
obtained from a study of stock- 
piling practices and the use of the 
various types of equipment in- 
volved in transferring coal to and 
from reserve storage areas. It 
covers a full range of coal con- 
suming facilities from small plants 
up to some of the largest in the 
country. 


No. 7098. Cotton Mill Machinery 
in the U.S. 

This statistical table, published 
by Davidson Publishing Co., lists 
data on the number and types of 
cotton mill machinery in the U. S. 
as of July 1, 1950, compiled by 
states. 


No. 7100. The Mid-Century Inven- 
tory of Metalworking Produc- 
tion Equipment. 

American Machinist offers, at 
$2 a copy, an exhaustive study of 
machinery and equipment used in 
the metaiworking industry, pro- 
viding an inventory, by type of 
machinery and by region. Tables 
show number of plants and em- 
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ployes, number of units and age 
of equipment. 


No. 7099. Woolen and Worsted Ma- 
chinery in the U. S. 

Another statistical table, similar 
to the one above, which lists data 
on woolen and worsted machinery 
in the U. S. as of July 1, 1950. 
Available from Davidson Pub- 
lishing Co. 


No. 7101. Market and Media Data 

Book. 

This book, issued by American 
Machinist, follows the NIAA 
standard outline in reporting on 
the publication and the field it 
covers. Available without charge 
to advertisers or agencies with in- 
terest in the metalworking field. 


No. 7102. Market and Media Data 
Book for Product Engineering. 
This 28-page booklet, published 
by McGraw-Hill for Product En- 
gineering, provides advertisers and 
agencies interested in selling to the 
original equipment market with 
complete data on the size and 
scope of this market, major buying 
influences, and how they can be 
sold and advertised to with maxi- 
mum success. 


No. 7103. New Power Construction. 

This folder, published by Power, 
lists alphabetically, by states, pro- 
posed construction projects for 
power plants, industrial buildings, 
commercial and public buildings, 
waterworks and sewerage plants, 
and a group of unclassified pro- 
jects. Power offers the folder at 
“a nominal charge.” 


No. 7104. Market Selector and An- 

alyzer for the Power Field. 

This folder, issued by Power, is 
designed to help in planning sales 
efforts, estimating market poten- 
tials and sizing up demand for 
products. It shows a five-year rec- 
ord of advertising in power-field 
publications, by products, and a 
“picto-selector” showing a typical 
power system with principal 
equipment used. 


No. 7105. Power to Rearm. 

Power, in this booklet, provides 
a picture of the U. S. power plant 
at the end of 1950, and with many 
charts, tables and descriptive text, 
reports on the outlook for power 
to rearm. 


No. 7106. 
Data. 
Mining World and World Mining 


Mining World Market, 


(Export) have issued this market 
study, which includes the outlook 
for development and expansion, 
a list of metal mines by states, a 
picture of the foreign field, and 
general NIAA media data. 


No. 7107. The Oil and Gas Indus- 


try. 

Oil and Gas Journal has issued 
this illustrated booklet showing 
data on production, demand, 
trends, location of drilling activity, 


with many figures on production, | 


processing, 
tion, etc. 


refining, transporta- 


No. 7108. Industry Census. 

This is a complete industry cen- 
sus of the operating phases of the 
petroleum industry, published by 
Oil and Gas Journal. It shows 
prospects for products and services 
and their rating according to ca- 
pacity or ability to buy; job func- 
tions within each segment of the 
industry; home office and buying 
points; and many other details. 


No. 7109. A Census of Crude-Oil 
Refineries. 
This census of 343 plants was 
compiled by the Industry Census 
Bureau of Oil and Gas Journal. It 


indicates plant buying points by 
districts, home office buying points | 
by cities, job functions and buying 
influences. 
No. 7110. Census of Rotary — 

ing Contracting Firms. | 

Oil and Gas Journal has com-| 
piled this list of drilling contrac-| 
tors, showing who and where they 
are; their home office and branch | 
plant influence in the purchase of | 
drilling equipment; and the rela- 
tive importance of each from the | 
standpoint of “rigs running.” 

7112. American Exporter! 
Newsletters. 

American Exporter has avail- 
able several newsletters covering 
reporting done by the publisher 
on a trip to Africa. They contain 
considerable information of inter- 
est to export marketers. 


No. 


No. 7113. The Textile Industries. | 

American Wool & Cotton Re- 
porter has published this report 
based on a survey of the textile 
industries. It breaks down the 
total of 7,268 individual establish- 
ments into 13 main divisions, 
showing these by region and state. 
It also lists some of the equipment 


/and supplies likely to be used in 


these mills. 


35,518 workers. 


WZ 
NOV 


LIMA, OHIO — the only large city in a 65-mile 


radius — is the busy sales center for a rich 10-county farm 
and industrial area in the heart of the midwest. 

In Lima's trading area there are 52 towns, and in the 10 
surrounding counties there are 400 industrial plants with 


Retail sales of these 10 counties total 
$323,756,000 for 1950. Gross dollars from farming amount 
to $161,963,000. Effective buying income is $376,379,000. 

To hit this rich Lima area market with a 10-county strike, 
groove your sales message for the readers of The Lima 
News — the newspaper that serves it all. 


THE LIMA NEWS | 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


Compeny 


City & Zone. 


Stote 


. Tithe 


No. 7111. Survey on Export Adver- 
tising Budgets. 

American Exporter offers this 
report, which is based on a survey 
of export advertising budgets and 
practices of typical manufacturers. 
It indicates how budgets are de- 
termined, methods of placement, 
how foreign advertising is con- 
trolled and other subjects. 


No. 7119. Facts About the Tele- 
phone Industry. 

Telephone Engineer, in this 
study, gives a lot of facts about 
the Bell System and the indepen- 
dent telephone companies, includ- 
ing statistics on miles of pole line 
and telephone wire; telephone 
plant investment by types of prop- 
erty, and average investment by 
telephone companies for various 
items. 


No. 7120. Facts About Public 
Works. 
Public Works has issued this 


data folder on its market and the 
publication. Material includes re- 


| ports on estimated dollar volume 


of public works; the outlook for 
airport construction; ownership of 
trucks and tractors by municipal 


governments; and what engineers 
and technical officials specify and 
buy. 


No. 7121. Diesel Progress Market 
and Media File. 

The market served by Diesel 
Progress is described in this book- 
let, which covers the oil industry, 
government, municipalities and 
utilities, shipyards, lumber and 
logging, and many others, with a 
discussion of parts, accessories and 
services used by each field. 


No. 7122. Media and Market Data 


Sewage and Industrial Wastes | 


has issued this report showing the 
scope of its market, products and 
supplies in demand for operation 
of sewage and industrial waste 
treatment plants, and buying prac- 
tices in the field. 


No. 7115. Davidson's Textile Direc- 


tory for Executives and Sales-| 


men. 

Published by Davidson Publish- 
ing Co., this reference guide re- 
ports on all textile mills and dyers 
in the U. S. and Canada. Informa- 
tion listed includes names of com- 
pany executives, buyers and super- 


intendents, machinery used, goods 
manufactured, etc. The price of 
this 478-page book is $4.50. 


No. 7116. What's Ahead in the 
Power Field for 1951. 

A descriptive pamphlet, pub- 
lished by Power, indicating the ex- 
pected changes for the coming 
year in electric, steam, diesel, gas 
and atomic power. 


No. 7117. Northwestern Miller 

manac, 1951. 

Published by Northwestern M 
ler, this annual supplement com- 
tains a wealth of data on flouR, 
baking, grain, feeds and the fom 
eign market. Each section cov 
itemized and tabulated Beene 
respecting crops, production, regue 
lations, etc., for the flour rustriag 

i 


| baking, grain and feed industr 
| Price to non-advertisers is $2. 7 


No. 7118. Textile Industries a 
Latin America. : 
A market data fact sheet, pub 
lished by Panamerican Publishi 
Co., which lists information 
textile manufacturing in Lat 
America, including textile — 
active cotton spindles, cotton loo 


DETAILED PICTURE OF EACH 


‘bal, 


COPYRIGHT 1950 


UNIQUE AMONG DIRECTORIES: GIVES 


If you SELL or BUY or WISH to do business in Michi- 


NEW BUYING AND SELLING GUIDE 


shows you all customer sources 
and prospects in Michigan: 


12,000 MANUFACTURERS 


complete with 


Firm name and address 

Name, initials, and titles of major executives 
Products manufactured 

Corporation, partnership, sole ownership 
Number of employees, male & female 
Year established 

Export information 


and see! 
PROSPECT 


gon, this Directory is indisp 


ing Op 


above; Alphabetical section, 


ment becouse it is o virtuol album, giving oa cleor, 
individvol picture of each of Michigan's 

U Three sections for quick, 
easy reference: Master section os described at right, 
instantly locates all 
mfrs. from A to Z; Products section classifies all 
products under 2,300 headings. Mop feature shows 


equip. 


12,000 


the following terms: 


This is the big book that tells you where to buy and 
where to sell in Michigan: Locates all manufacturers 
from A to Z. Lists products under more than 2300 head- 
ings, plus key personnel, products, branch plants, geo- 
graphic locations. Enthusiastically endorsed by alert 
executives everywhere. 


MAIL THIS COUPON FOR FREE EXAMINATION 
Manvtacturer Publishing Co. 

131 W. Lofeyette Ave., Detroit 26 

; Please ship the 1950-51 
MANUFACTURERS under 10-day money-bock guvorontee on 


() $22 enclosed. [_) Purchase order attached. 
() Send C.0.D. [) Send on 10-day free examination. 


Get your copy on free trial 


THE DIRECTORY OF MICHIGAN 


33,052 Daily A.B.C. 34,907 Sunday counties with county seots, and Michigan's 438 monu- ¢ 
Lima, facturing centers tabulated by ties. Get this big om poy ——______ SS 
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Available Market Data—Industrial 


To secure copies of data listed, use the handy coupons 


and estimated annual yardage 
No. 7114. 
ment in the Textile Industry 

In this study, issued by Ameri- 
can Wool & Cotton Reporter, in- 
dividual textile machines are listed 
according to product, geographical 
region and state 


No. 7130. Automotive Wholesaling 

This is the 7th edition of study 
published by Motor. It contains an 
analysis of sales of automotive 
parts and shop equipment to job- 
bers, assembled by cities and towns 
as a guide to marketers who do 
business through automotive job- 
bers 
No. 7131. The Present Status of the 
Frozen Foods Industry 

A current report on the frozen 
foods industry and an estimate of 
its future has been issued by Quick 
Frozen Foods. Production trends, 
packaging, distribution, frozen 
concentrates, transportation and 
other factors affecting the industry 
are discussed 
No. 7132 
Frozen Foods 

Some factors in production and 
distribution which indicate trends 
for this industry in 1951 are re- 
viewed in a reprint from Quick 
Frozen Foods. Total production | 
figures for each year since 1940} 
and an estimate for 1951, concen- | 
trate expansion since 1948, and | 
the number of commercial frozen | 
food processors are charted and 
the market's future estimated. 


Whet Does 1951 Hold for 


No. 7133. It All Adds Up 
Gasoline service stations consti- | 
tute a multi-billion dollar market 


| for equipment and tools, 
| oil, 
Machinery and Employ-| accessories, 


| service 


gasoline, 
lubricants, tires, batteries and 
etc., according to fig- 
ures reported in this booklet pub- 
lished by the Irving Cloud Pub- 
lishing Co. for Super Service Sta- 
tion 


No. 7134. Dollars and Sense 

This brochure describes the meat 
industry and gives facts about 
what and how much equipment of 
all kinds it buys during a year 
(figures based on 1949 consump- 
tion). The location of packing 
plants across the nation is also giv- 
en. Published by National Provi- 
sioner in 
No. 7135. Electric Appliance Ques- 

tion and Answer Book. 

Electrical Dealer has compiled 
this booklet giving 50 answers 
about the appliance market. In- 
cluded are the number of inde- 
pendent appliance dealers in the 
U. S., average annual family ex- 
penditures for appliances (includ- 
ing radio and TV), and general in- 
formation on Electrical Dealer 
No. 7136. 1951 Forecast Issue, Elec- 

tric Light & Power. 

The January, 1951, issue of Elec- 
tric Light & Power contains a fore- 
cast of activities in the electric 
utility field, based on a survey of 
engineers in leading power com-| 
panies. Copies are available at 25¢ | 


each 
No. 7137. 1950 Service Job Anal- 
ysis. 
An annual survey of the auto- 
mobile market made by Motor 


Service is reported in this booklet 
It gives an estimate of the annual 
volume handled by car 


65% OF ALL THE SOLDIERS IN UNIFORM 
ARE IN THE COMBAT FORCES 


The United 


COMBAT 


products. 
Through the pages 


armed forces. 


eS i, See 


You Can Reach Them Through 


JOURNAL 


The Nation’s Foremost Military Magazine 


The officers and men of the combat forces form 
the broad base of the military market. They are 
the actual users and the final judges of your 


JOURNAL you get direct communication with this 
influential and vitally important segment of our 


Write or wire for full details. 


States Army 


FORCES 


of COMBAT FORCES 


UNITED STATES ARMY 


owen, 


Wash 


| tectural salesmen named by their 


|} overcome specific sales problems; 


dealers and independent repair 
shops and the market trend: from 
1947 through 1950. Automotive re- 
pair jobs are listed in detail with 
the amount spent for each type 
during the years covered. 


7138. Nonmetallic 
Survey. 

Materials & Methods offers this 
report on a survey of the markets 
for nonmetallic metals and the 
forms in which they are purchased. 
Tables show per cent of plants us- 
ing nonmetallic materials; plants 
by industry; per cent of plants us- 
ing nonmetallic materials where 
metals were formerly used; and 
form—finished part, semi-finished, 
raw material—in which nonmetal- 
lies are bought 


No. Materials 


No, 7139. Specifications for 1951 
Building Product Sales 
This file contains condensed re- 


sults of surveys among architects, 


building owners and_ building 
product salesmen to determine 
buying influences for building 


products. Published by Progressive 
Architecture. 
No. 7140. Selling Methods of Suc- 
cessful Building Product Sales- 
men. 

This 168-page book, published 
by Progressive Architecture, ana- 
lyzes sales techniques of 117 archi- 


ywn sales managers as tops in sell- 
ing the architectural field. The 
study is based on an extensive sur- 
vey and shows methods used to 


to get building products specified, 
etc. 


7141. Journal of Metals Mar- 
ket and Media Book. 

Journal of Metals has issued this 
market book, based on the NIAA 
standard outline, reporting on the 
markets it serves and providing 
detailed media data 


No. 


No. 7142. Mining Engineering Mar- 
ket and Media File. 
Markets served by Mining Engi- 


| neering are reported in this book- | 
| let, 


which includes U. S. maps} 
showing areas of mining of metallic 
and nonmetallic minerals and coal. 
The book describes the editorial 
scope of ME in accordance with 


the NIAA standard 
No. 7143. 12th Annual Service Job 
Analysis 
The scope of the automotive 
service market is reported in this 
| folder, issued by Motor Service, 


with comparative figures on major | 
service jobs in large and small | 
town shops. A table shows a four- | 
| year analysis of service jobs, cov- 
lering car dealers and independent 
repair shops 

| 

| 


|No. 7144. Automotive Aftermar- | 
| ket Distribution Chart. 

Tire, Battery & Accessory News| 
has prepared this flow chart show- 
ing how automotive products move 
to market—with figures on the 
number of automotive outlets at 
manufacturing, wholesale, retail 
and consumer levels. 


No. 7145. 

This is a survey reporting what 
percentage of schools, colleges, 
stores, industrial corporations and 
realty management companies 
| have their own construction and 
maintenance departments and how 
many use company-owned power 
tools. It includes a breakdown 
showing what type and the num- 
ber of power tools are owned by 
these groups, and a_ tabulation 
showing who specifies the kind 
and make of tool to be purchased. 
Published by The Magazine of 


Power Tool Survey 


Building 
No. 7148. Oil Is Canada’s Biggest 
New Industry. 


This bulletin, issued by Cana- 
, dian Oil and Gas Industries, pro- 


vides a picture of the rapid de- 
velopment of the operations of 
western Canadian oil fields and its 
importance to Canada’s economy 


No. 7149. Examine the Facts. 

Pulp and Paper Magazine of 
Canada offers this folder full of 
information about “Canada’s 
largest manufacturing industry,” 
with a map indicating mills, sta- 
tistics on number of mills in oper- 
ation and number of employes, 
and coverage of the market by 
the publication. 


No. 7150. Fertile Ground for Your 
Advertising Dollars. 

Canadian Food Industries has 
published this folder on its mar- 
ket, stressing, particularly, the 
food processing and food pack- 
aging factors. Facts about the me- 
dium are included. 


No. 7151. Older than Any Operat- 
ing Metal Mine...New as La- 
brador Iron. 

The market covered by Cana- 


dian Mining Journal is described 
in this folder, which points out 
that nearly 30¢ of every revenue 
dollar in Canada’s metal mines are 
spent to buy the produce of other 
industries. 
No. 7152. CIEN Market Data. 
CIEN (Canadian Industrial 
Equipment News) has published 
this folder reporting on the scope 
of its market and how CIEN covers 
it 
No. 7153. 
Products 
A 76-page, seven-chapter report 
presenting statistics on manufac- 
turing plants and plants using 
welding in production and the 
manufacturing employes and pro- 
duction welders in these plants. 
These statistics are broken down 
by geographic area and states, pre- 
senting the first and only com- 
pilation of such market and sales 


Market 


for Welding 


Advertising Age, May 14, 1951 


information. A _ service of The 
Welding Engineer. 


SOON TO BE PUBLISHED 
No. 7123. Survey of Buying Habits. 

Industry & Welding will have 
ready, within the next few months, 
the results of a survey of known 
“big” welding users in a wide vari- 
ety of industries to show reader- 
ship of advertisements and influ- 
ence of the ads on ultimate choice 
of equipment, accessories, etc. 


No. 7124. The World Oil Market. 

About Sept. 1, World Oil will is- 
sue a new, revised edition of its 
guide to the oil producing indus- 
try, with material on the 1952 mar- 
kets. 


No. 7125. Petroleum Refiner Mar- 
ket. 
Petroleum Refiner will issue, 
about Sept. 1, a revision of its 


material on the refinery equipment 
market 


No. 7126. A Report from the Edi- 
tors of Petroleum Refiner. 
Reprints of new material on new 

construction will be available at 


the end of each quarter of 1951 
and 1952 
No. 7127. 1952 Aircraft Market 
Book 
Aeronautical Engineering Re- 


view is now preparing its 1952 da- 
ta book, which will summarize 
funds appropriated for military, 
civilian and commercial aircraft; 
list aviation plants and government 
aviation centers geographically; 
and indicate individuals influenc- 
ing purchases. 

7128. Just What You Look- 

ing For. 

Scheduled for August publica- 
tion is this booklet of market and 
industry facts about the canning 
industry, with a table showing the 
packing seasons by months 


No. Are 


As Uncle 
Sam Sees It: 


The U. S. Bureou of the Census 
detines Akron as o seperate ond 

@istinet Metropolitan oreo. 
This is ao rich crea where the 

Akron Beacon Journal has 


100% Coverage 


THE 


( 


The Akron Metropolitan 
Mi << 
plus... . 


ples... 
plus... . 4 Townshi 


es 
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THE AKRON MARKET 


METROPOLITAN AREA 


- 13 Townships in Portage County 
7 Townships in Medina County 
4 Townships in Wayne County 


make up Akron’s Retail Trading Area a market 
where practically every home receives Akron’s ONLY 
daily and Sunday newspaper. 


A rich market where is 
no substitute for the , 


and sell Akron Buyers. 


. 


RICH AKRON 


Summit County) 


Area (Summit County) 


p* in Stark County 


journal if you with to reach 


AKRON BEACON Al 


John $. Knight, 
Represented Netionelly by 


Publisher 
: Story, Brooks G Finley | 
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TO OBTAIN MARKET DATA USE THIS COUPON 


Readers’ Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Please send me the following market data (insert number of each item wanted): 


— ———  —---——-$ —— —-—- —- — ——— 
Nome ME. 665.6 ca MenuAe ke ch ebakanbsene 
Compony 
Address 
City & Zone... Stote . 


No. 7129. Media and Market Data, 

Textile Industries. 

Textile Industries offers this 
market data booklet dealing with 
the textile manufacturing indus- 
iry—its location, composition and 
production. Included are Depart- 
ment of Commerce data showing 
comparative figures (with other 
industries) on number of wage 
earners, number of establishments, 
value of products and value added 
by manufacture. 


No. 7146. Building Market Facts. 

The Magazine of Building will 
issue, about Aug. 1, market data 
on the percentage of residential 
building inside and outside metro- 
politan areas, by quarter, through 
1950; breakdown of one-family, 
two-family and multi-family 
building, 1920-1950; population of 
the building industry; urban resi- 
dential building ranking by states 
and cities, and other details. 


No. 7147. Analysis of 1951 Build- 


NOTE: Most items listed here 
are available without charge, but 
not all. Those requesting material 
which bears a price will be b led 
at the stated price by the pub- 
lishers 
No. 8000. Business and Personal 
Activities of Woman Secretar- 
tes. 

The result of a nationwide sur- 
vey of 10,000 secretaries, this re- 
port provides information on sal- 
ary, age, marital status, personal 
and business product preference 
and other items. It is available 
from The Secretary, official pub- 


lication of the National Secre- 
taries Assn. 
No. 8001. Who Selects Products 


Used by Schools. 
The American School Publish- 


ting in this planning, the informa- 
tion needed from the product man- 
ufacturers and the use of The 
American School & University in 
these plans is described in this 
brochure published by the Ameri- 
ean School Publishing Corp 


No. 8003. Special Service Sheets 

Data on purchasers of art sup- 
plies, amateur preferences of art 
genre and information on art 
schoo] enrollment are included in 
this series published by the Ameri- 
can Artist. 


No. 8005. Grade Teacher Survey 
and Data Book. 

A survey of the professional and 
personal lives of the nation’s ele- 
mentary school teachers. Includes 
information on teachers as con- 
sumers, educators, users and dis- 
tributors of business sponsored 
materials, and as an influence on 
the purchase of school supplies. 


No. 8007. A Study of the Impor- 


| factors 
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Available Market Data—Professional 


To secure copies of data listed, 


use the handy coupons 


ing influences. The study is based 
On a mail survey of general hospi- 
tals of 75 beds or over, in order 
to include hospitals most likely to 
have their own pharmacies. The 
report shows who influences the 
purchase of pharmaceuticals; 
whether or not the pharmacist is 
given authority to specify supply 
sources (when there is a purchas- 
ing department); status of physi- 
cians’ requests as to brands; rating 
of price, service, and packaging 
in purchases; and many 
other details of interest to manu- 
facturers and their sales and ad- 
vertising departments. 


No. 8009. Hospitals a Bright Spot 
in Today’s Building Market. 
A long-term outlook for hospital 
expansion is presented in this re- 
port, issued by Hospital Manage- 
ment. It shows the high potential 
represented by construction activi- 
ties in the field and backs its story 
with numerous letters from hos- 
pital architects who report on thei: 
current and projected work 
No. 8010. The 
Market Data. 
Statistics about Canadian doc- 
tors—their income, ownership of 
cars and homes, and the impor- 
tance of their recommendations 
are discussed in this folder, which 
also includes media data and sam- 
ples of ads. Published by The Ca- 
nadian Doctor. 


Canadian Doctor 


Use 


ing Market. ing Corp. has compiled this report tance of Artists and Art Direc- cou} 
Significant trends in 1951 that _ patterns followed in school —— tors to Graphic Arts Suppliers. 
will have a bearing on the 1952 yes wo oe - a and purc ne Available Aug. 1, this is a study in 
construction market will be shown ° — rede An am scorned and in made for American Artist to de- in 
in this report to be published ee ve pute ~~ saat a termine the special importance of 
within the next few months by po ln dng Survey OF srtists and art directors to graphic 
The Magazine of Building. It will —s Pe arts suppliers. Ht 
indicate the impact of credit curbs requesting 
on residential construction, the ef- No. 8002. It Takes a Lot of PeO- No. 8008. How Hospitals Buy Phar- 
fect of the defense economy on the ple to Plan a School. maceuticals. | 
construction market along with the The process of planning edu- Hospital Management has pub- data 
resultant building materials situa- cational buildings, the kind of per- lished this report on a survey of 
po 
tion. sonnel and architects participa- actual buying practices and buy- 
FRANKLIN 
ST LAWRENCE 
° ° ° ar 
° e 7 . ~ - 19 
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Ambhate 
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@ Headley-Reed 


National Represe 


© Base Map BMB 1949 


SOON TO BE PUBLISHED 


No. 8004. Survey of High School 
Student Health and Nutrition 
Habits. 


Scheduled for publication with- 
in the next few weeks is Scholas- 
tic Magazines’ fourth survey of 
breakfast habits, sources of teen- 
age information on nutrition, and 
reasons for choosing some foods in 
preference to others. 

No. 8006. 1951 Statistics 
Educational Market 


on the 


Will contain the latest available 
figures on the educational field, as 
compiled by the U. S. Office of Ed- 
ucation, Federal Security Agency 
Published by The Instructor, it al- 
so will contain estimates of future 
Statistics on the school market 


beat WRC 


TIMEBUYERS; 


| You could write that line 
over a hundred times and 
it still wouldn't mean as 
much as the latest American 
|Research Bureau Survey. 

Yes, research proves again 
\that WRC is your best buy, 
dollar for dollar, program for 
‘program and audience for 
audience. 

Radio listening in Washing- 
ton is up — way up! WRC's 
share of this greater audience 
is higher than ever. 

. .. So, whether you are in- 
terested in batting averages, 
or home runs, look at the WRC 
record in ARB's current report. 
Your decision can only be 
wRCc! 
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‘Milwaukee Journal’ Study Analyzes 


Brand Preferences in 15 Big Markets | toro 


MILWAUKEE, May 10—Side by 
side brand preferences in 15 im- 
portant markets across the coun- 
try are presented in the Milwaukee 
Journal's 1951 Consolidated Con- 
sumer Analysis, released here to- 
day. 

Findings for more than 100 
product lines are standardized, us- 
ing methods and techniques devel- 


oped by the Journal over the past | 


28 years. 

Figures in the analysis (known 
in previous years as the Fourteen 
Market Comparison) are based on 
individual 1951 consumer analyses. 
The comparative book of 152 pages 
was tabulated and published as a 
service to advertisers by the fol- 
lowing cooperating newspapers: 

Birmingham News and Post- 
Herald, Columbus Dispatch, Ohio 
State Journal, Duluth Herald and 


Rd 


WOOPS!! 


: 
dust to catch your eye, Mr. Time- 
buyer — Here at WRC, we feel 


thot our sales story is something 
The 
live, breathe and tell | 


more than marks on paper. 


statistics 


the wonderful success of WRC's 


dominant position in this rich, 


always-growing market. 


WRC listening is up — way up. 
Some very choice availabilities 
in spots and programs are keyed 
to the listening tastes of the capi- 
tal city. You see, we know this 
market, and we know what we 
con accomplish for a product. 
We've been here a long time, 


growing with our audiences. 


The 


Bureau 


Research 
the 


latest American 


report tells 


We'll stand on that! 


story. 


jin 1950, St. Paul led with 55.6%; 


News Tribune, Fresno Bee, Sacra- 
| mento Bee, Modesto Bee, San Jose | 
|Mercury and News, Indianapolis | 

Star and News, Milwaukee Jour- 

nal, Omaha World-Herald, St. Paul 
| Dispatch and Pioneer Press, Salt | 
|Lake City Deseret News, Seattle 
| Times, Spokane Chronicle and 

Spokesman-Review and the Wash- | 

ington Star. 


|@ Washington, D. C., has the | 
greatest percentage of families| 
(13.8) receiving $7,500 or mere | 
annually. The survey of family in- 
come in 12 markets also shows that | 
Washington has the greatest per-!| 
centage (14.6) in the $6,000-$7,- | 
499 group. In the $4,000-$5,999 
class, Milwaukee (34.9%) and Se- 
attle (34.1%) are the leaders. | 
Nearly 21% of Omaha families re- | 
ceive $2,000-$2,999 and nearly! 
17% of Modesto families receive | 
less than $2,000. 

Washington, D. C., has the low- | 
est percentage of homeowners! 
(45.1); Fresno the highest (78.7). | 
Fresno has the highest percentage 
of automobile owners (90); Bir-| 
mingham the lowest (50.9). Fres- | 


| 
| 


}no also leads in the percentage of | 


families (22.4) owning more than 
one car | 

Milwaukee and Columbus lead 
in percentage of newly painted) 
homes. In Milwaukee 22.8% of the | 
homes were painted last year; in| 
Columbus 22.3%. Dutch Boy paint | 
was the leading brand in five mar- 
kets; Sherwin-Williams in two and 
Fuller in two. In interior painting | 
Birmingham with 35.2% was low- | 
est. Fuller was the leading brand | 
in four markets; Dutch Boy in two 
and Kem-Tone in two. 


es Other highlights of the analysis: 

Appliances—Frigidaire is the 
leading brand of mechanical re- 
frigerator in nine markets. Gen-| 
eral Electric is the leader in 13 
markets in the electric iron field. 
Coldspot (Sears) food freezers are 
favored in nine markets. 

In TV sets, RCA leads in six 
markets and Admiral and Hoffman 
in two each. Magic Chef is the fa- 
vorite gas range in seven markets, 
while Hotpoint tops the electric 


| range field in ten markets. 


Bendix is the favorite fully 
automatic washing machine in 13 
markets; Easy the leading spinner 
type in 13; Maytag the most-pur- 
chased wringer type in ten. Thor 
Gladiron leads all other electric 
ironers in 12 markets. 

Packaged and Instant Coffee— 
Hill’s Bros. is the favorite pack- 
aged brand in eight markets; Nes- 
eafe leads instant coffees in 11 
markets. 

Tea—Lipton’s leads in 14 mar- 
kets in both the packaged tea and 
tea bags or balls classifications. 

Prepared Cake Mix—Swans- 
down has 12 firsts. 

Regular Flour—Gold Medal is 
tops in 10 markets. 

Shortening—Crisco swept the 


PROFITS OF MANUFACTURING CORPORATIONS BY 
INDUSTRY GROUPS, 1949 AND 1950 
(Amounts in millions of dollars) 


Profits before Taxes Profits after Taxes 
Percent Percent 
1949 1950 Change 1949 1950 Change 
Food $ 1600 $ 1912 + 20 $ 965$ 1063 + 10 
Tobacco 250 281 + 12 156 152 - 3 
Textile mill 
products 596 1100 + 85 349 610 + 75 
Apparel and finished 
seatiles 142 197 + 39 81 110 + 36 
Lumber & wood 228 505 +121 146 299 +105 
Furniture & fixtures 97 187 + 93 54 105 + 94 
Paper & allied prod- 
aa 547 982 + 80 338 = + . 
Printing & publishing 249 279 + 12 150 1 + 
Chemicals 1475 2496 + 69 917 1364 + 49 
Petroleum 1832 2508 + 37 1433. 1808 + 26 
Rubber 181 437 +141 115 238 +107 
Leather 83 145 + 75 47 82 + 74 
Stone, clay & glass 522 897 + 72 322 481 + 49 
Primary non-ferrous 
metals 424 849 +100 264 500 + 89 
Primary iron & steel 1115 1987 + 78 653 1007 + 54 
Fabricated metal 607 1080 + 78 356 594 67 
Machinery (excl. 
electrical) 1305 1858 + 42 785 1014 + 29 
Electrical machinery 629 1326 +111 385 668 + 74 
Transportation equip. 
(excl. autos) 251 365 + 45 155 193 + 25 
Motor vehicles & 
parts 1948 3185 + 64 1141 1515 + 33 
Instruments, etc. 206 366 + 78 125 198 + 58 
Miscellaneous 146 269 + 84 84 145 + 73 
All manufacturing 14437 23218 + 61 9021 12864 + 43 


Federal Trade Commission 


field, as first choice in all 15 mar- 
kets. 

Margarine—Nucoa leads in sev- 
en markets. 

Mustard—French’s is first in all 
15 markets. 

Peanut Butter—Skippy 
favorite in ten markets. 

Orange Juice (canned)—Libby’s 
leads in five markets; Del Monte 
in four. 

Orange Juice (frozen)—Minute 
Maid leads in five markets; Snow 
Crop in four; Donald Duck in 
three. 

Hot Roll Mix—Pillsbury is tops 
in ten markets; Duff leads in four. 

Pie Crust Mix—Betty Crocker 
leads in seven markets; Pillsbury 
in six. 

Gingerbread Mix—Duff is the 
favorite in nine markets; Drom- 
edary in six. 

Tooth Powder—Colgate is tops 
in ten markets; Dr. Lyon in four. 


is the 


Toothpaste—Colgate is chosen 
first in all 15 markets. 
Deodorants—Arrid leads _ in 


eight markets; Mum in six; Avon 
in one. 

Nail Polish—Revlon is favored 
in 12 markets; Cutex in three. 


Soap (hands and face)—Lux 
leads in ten markets; Ivory in 
three. 


Soap (bath)—Lux leads in sev- 
en; Ivory in three; Palmolive in 
two. 

Household Laundry Products— 
Tide is the favorite in 12 markets. 

Laundry Products for Fine Fab- 
rics—Lux flakes is first in 12 mar- 
kets; Ivory in two. 

Beer—Milwaukee men _ drink 
more beer than men in any of the 
‘her markets studied, and their 
favorite is Blatz, with Schlitz sec- 
ond and Pabst third. 


Girdles and Bras—Formfit is the | 


favorite girdle in five markets, and 
is out in front in eight markets in 
the brassiere field. 

Cigarets—Camels lead in 14 
markets for men; six for women. 
Chesterfields are the women’s fa- 
vorite in five. 

Cigars—El Roi Tan is tops in 
seven markets; Harvester and 
King Edward in two each. 

Paper Towels—Scott is the lead- 
er in 14 markets; Northern in one. 

Toilet Tissue—Northern and 
Scott each lead in six markets. 


Cowan Sells 2 New TV Shows; 
Moves to 575 Madison Ave. 


Program producer Louis 
Cowan has picked up sponsors for 
two new TV shows. American To- 
bacco “o. (Batten, Barton, Dur- 
stine & Osborn) has bought “Go 
Lucky,” an audience participation 
show, as a summer replacement for 
“This Is Show Business” (CBS- 
TV). “Battle of the Boroughs,” a 
video version of the radio series, 
will be sponsored over WCBS-TV, 
New York, by R&H beer (Sullivan, 
Stauffer, Colwell & Bayles), effec- 
tive June 5. 

One of radio and television's 
busiest packagers, Louis G. Cowan 
Inc. recently moved to 575 Madi- 
son Ave., New York. This gives 
the company two floors and en- 
ables it to provide separate quar- 
ters for each program production 
unit as well as special screening 
and rehearsal facilities. 


‘Living’ Names Milligan 

| Jack Milligan, formerly with 
Modern Bride, has been named 
eastern advertising manager of 
Living for Young Homemakers. 
Mr. Milligan was previously ad- 
vertising manager of Liberty and 
of the National Retail Furniture 
Manufacturers Assn. 


G.| 
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Los Angeles Area 
Network Stations 


Won't Lower Rates 


Los ANGELES, May 8—Los An- 
geles area radio stations, both net- 
work affiliates and leading inde- 
pendents, are maintaining their 
previous advertising rate structure 
despite the reductions announced 
by CBS and NBC, according to a 
survey conducted by the Southern 
| California Broadcasters Assn. 

Local outlets of the two net- 

works are not lowering rates on 
local and national spot contracts, 
the association reported. 
| In defense of rate maintenance, 
| the group pointed out that today 
| sedi delivers more circulation at 
less cost than ever before. In 
Southern California, radio homes 
have increased 27% over 1946, 
with no general increase in rates. 
Sales of extra sets have brought 
the current Los Angeles County to- 
tal to 3,625,000 sets, located in 1,- 
394,557 homes, 184,250 business 
establishments and 1,241,595 auto- 
mobiles. 

The report notes that average 
radio listening per home per day, 
while down slightly from previous 
years, is still over four hours. To- 
tal radio listening in the county 
}each day, in view of heavy popu- 
| lation growth, is 39% over 1946. 
| The survey said that the 27 ra- 
|dio stations in the Los Angeles 


| area registered a 9.5% increase in 
revenue in 1950 over 1949, accord- 
ing to Federal Communications 
Commission reports. This was 
great r than any other of the 10 
metropolitan districts, whose av- 
| erage rise was only 4.4%. 


| 


| 
| Erwin. Wasey Names Two 
Erwin, Wasey of Canada Ltd., 
| Toronto agency, has announced 
| that William C. Stannard, former 
account executive for J. Walter 
| Thompson Co. Ltd. and recently 
; executive assistant to the presi- 
| dent of Gazette Printing Co., Mon- 
treal, has been named vice-presi- 
dent in the Montreal office. F. E. 
Thomas, drug account executive 
with Erwin, Wasey, has been ap- 
pointed vice-president in the To- 
ronto office. Both appointments 
are effective May 15. 


Montreal Adclub Elects 


George Bist, president of George 
Bist Ltd., has been elected presi- 
dent of the Junior Advertising & 
Sales Club of Montreal for 1951-52. 
Other officers are: Helen O’Brien, 
Lloyd’s Register of Shipping; Rob- 
ert Duncan, R. J. MacLeod & Co., 
and Bruce Snowdon, Martins & 
Sands Ltd., all vice-presidents, and 
Ian Hellyer, R. J. MacLeod & Co., 
secretary-treasurer. 


Coast Metals Names Agency 

Coast Metals Inc., Little Ferry, 
N. J., manufacturer of hard-facing 
alleys and castings, has appointed 
Lewin, Williams & Saylor, New 
York, to handle its industrial ad- 
vertising. 


Freiman Printing Co. Moves 

Irving L. Freiman Co., New 
York printer, has moved its offices 
and plant to 778-780 Main St., 
Hackensack, N. J. 


@ 15,000 new construction 


25,000 Plus — 
Daily & Sunday 


@ $500 million atomic energy plant abuilding 
@ $88 million TVA electric plant under way 
e $88 million private electric plant started 


jobs by this fall 


you can't pooh pooh a pretty girl and . . . 
you can’t pooh pooh paducah! 


soon to have the largest power supply in the world 


e@ Kentucky's third largest wholesale market 
e Effective area buying income $170 million 
@ February bank clearings 35% above 1950 
e Hub of Kentucky Lake & Dam tourist area 
@ 2,000 new homes planned for new peopl e Metropolis o' ic-b i 


+, 


7 7 


All this—and more—in the heart of an area covered only by— 


The Paducah SunDemocrat 


Owners of Stations WKYB and WKYC—(fm) 


Burke, Kuipers, 
and Mahoney 
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Federal Snnes Figures on Department Store Sales 


WASHINGTON, May 7—Depart- 
ment store sales during the week 
ended April 28 were up 3%, com- 
pared with dollar volume for the 
same week last year. 

Only three of the 12 Federal Re- 
serve districts did not share in the 
general advance. Chicago and San 
Francisco areas reported 1% losses 
and the Minneapolis district tied 
its year-ago volume total. 

In the Chicago area, the small 
decline was attributed to Gen. 
MacArthur's visit, when stores 


DEPARTMENT STORE 
_ SALES INDEX 


935-39 EQUAL 


Week to Apr. 28, 
Week to Apr. 29, 
Week to Apr. 21, 
Week to Apr. 22, '50*..279 
Month of March, °51* p284 
Month of March, °50*..258 


‘S1* p294 
*50*..285 
*51*..281 


pPreliminary. 
*Not adjusted seasonally. 


closed early. Detroit's 7% loss is 
explained in part by the street 
railway strike in that city. 

Largest gain among the districts 
was a 10% rise in the Dallas area— 
which was sparked by Houston's 
spectacular 35% increase in busi- 
ness. 

Among the cities reporting to 
the Federal Reserve Board, Low- 
ell-Lawrence, Mass., recorded the 
largest drop (16%) in the year-to- 
year comparison. 


™ Change from “0 


Week Ended 
Federal Reserve Apr. Apr. Apr. 
District and City “ wa 2 
UNITED STATES 18 1 x 
Reston District s —? 8 
New Haven 16 28 10 
Boston 4 -—3 2 
Lowell-Lawrence 46 2 —16 
Springfield 18 3 10 
Providence 9 -—3 3 
New York District a) ri ‘ 
Newark 29 7 1 
Buffalo 16 r3 7 
New York 19 ro 5 
Rochester 21 re 5 
Syracuse 322 -—2 3 
Philadelphia District 32 =! 3 
Philadelphia 17 r—4 2 
Cleveland District 5 6 a 
Akron 0 6 4 
Cincinnati 6 3 4 
Cleveland 21 4 9 
Columbus 30 32 4 
Toledo 20 7 17 
Er.e 31 12 5 
Pittsburgh 1 2 i) 
Richmond District 13 r—11 4 


Beno 


THE BIGGEST NAMES .IN THE BIGGEST 
FIELDS ARE USING THIS BIGGEST BUY 


This multi-million dollar 
packaging converter 
uses inserts and pages in 


CANDY INDUSTRY 


to tell its story to the 
billion dollar confection- 


(Canby [INDUSTRY 
107 West Grd Street, 1.6. 
DON GUSSOW PUBLICATIONS int. 


CAMBT INDUSTRY — BOTTLING INDUSTRY 
CAMBY DUSTRY CATALOG & FORMULA BOGE 
| canes» ts Pens «La Sag 


m CORTES 
AC AGE ASHP 


Milwaukee 
St. Louis District 
Little Rock 
Louisville 
St. Louis Area 
Memphis 
Minneapolis District 
Minneapolis 
St. Paul 
Duluth-Superior 


Washington 31 —12 3 . 
Pte at i ae 4 meee © ity District 
Atlanta District 5 ra 2 Wichita 
Birmingham —2 17 8 Kansas City 
Miami 17 r3 4 St. Joseph » 
Atlanta -—8 rid —6 Oklahoma City 
New Orleans 9 —15 0 Tulsa 
Nashville 2 10 2 Pallas District 
Chicago District ........ ri ri -—l allas 
Chicago 13 4 —l E! Paso 
Indianapolis a2 -—2 1 Fort Worth 
Detroit 22 6 —7 Houston 


21 3 2 San Antonio 15 i—-7 
rm rt 3 San Francisco District % 2: —1! 
o -! 4 Los Angeles Area 4 —1 —§ 
3 -3 0 Oakland ¢ —1 -1 
2 0 2 San Francisco 12 5 3 
ll —2 8 Portland 15 8 —S 
9 3 o Sait Lake City 16 19 7 
20 s —1 Seattle 6 —# 5 
17 4 @ | meee 
3% 6-7) 17s Revised 
4 rs ‘ 
4 1 3 
‘¢ 1¢ - &- Williams Valve Names Goza 
: : : Walter C. Goza, formerly general 
a ° 4 Sales manager of Pittsburgh Valve 
‘ 4 rte & Fittings Co., Barberton, O., has 
= : : been named sales manager of the 
—3 rt 1 D. T. Williams Valve Co 
19 2 35 of Schaible Co., Cincinnati. 
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Brown & Sharpe Elects 

Henry D. Sharpe, president of 
Brown & Sharpe Mfg. Co., Provi- 
dence tool manufacturer, has be- 
come chairman of the board. His 
son, Henry D. Sharpe Jr., vice- 
president, succeeds to the presi- 
dency. Paul R. Hatch, sales direc- 
tor, becomes vice-president in 
charge of sales activities. 


Station WFPG Joins CBS 
WFPG has replaced WBAB as 


division! Columbia Broadcasting System's 


radio affiliate in Atlantic City. 


Finest printing costs less 


- thanks to the revolutionary economy 


of (cacolidated Enamel Papers 


By attracting more and more visitors during 
the summer season, Florida's famous winter 
resorts now keep Eastern Air Lines’ vacation 
traffic up the year round. 

Fishermen, water sports enthusiasts, and 
sun lovers of all kinds depend on Eastern’s 
frequent schedules to help pack a maximum 
of fun within their vacation limits. And, as 
a result, Eastern’s busiest salesmen are the 
colorful timetables that ride every flight, 
help at the ticket counters, and go out by 


mail to regular customers twelve times a year. 


a 


Like any other star salesmen, Eastern’s time- 
tables must make the best possible impres- 
sion —and keep expenses down, Consolidated 
Enamel Papers help both ways. They provide 
the fine premium-paper qualities that assure 
attractive printed results at prices that aver 
age 15 to 25° below those of old style, 
premium-priced enamels. 

The next time you look at an Eastern Air 
Lines timetable, examine the fine printed 
results Consolidated Enamel Papers deliver 


at lowest cost. 


ENAMEL 
PAPERS 


PRODUCTION GLOSS © MODERN GLOSS © FLASH GLOSS 


CONSOLIDATED WATER POWER & PAPER COMPANY «© Makers of Consoweld 


Main Offices: W 


Rapids, W 


decorative and industrial laminates 


© Sales Offices: 135 So. La Salle St., Chicago 3, Illinois =Oc.w r aP. co 


for Eastern Air Lines. . Ree 


> Finest enamel paper 
quality at lower cost 
1s the direct result of 

the enameling method 
which Consolidated 
pioneered. Operating as a 
part of the papermaking 
machine, it eliminates 
many costly steps still 
required by other 
papermakers and 
produces highest quality 
paper, simultaneously 
enameled on both 


sides, in a single 
-Speed operation. 


a oes s Ss ee ee | = OO et re Her os Sy i Se SN 
eee es. = : : patted s* Pe ee) ae, es. een Sa <p tas 
Bee kl ee a oo ee a oe 4 pi ‘ Op eg Sh ies, 
ee 
Bie: 
of ae 
§ Advertising Age, May 14, 1951 = 1S 
. LAA TL; } y ‘ LP rage 
IV OLCAat A OLE Ze} > ws 

e Po ia 
‘ Be 
' Ss a " 
ofa 
Pio ope? 
{ ee , 
{ —_—_—_—_<—_£_—$—¥—«—«—X—K—KK——s—<*_—X—!_:_0000 00 eee — — — =e—e—u_ueeeeeeeeeeEeEeEeEeEe—eeeee— ‘SFR ae 
Mea 
oe 
spear 
Jao 
es 
Po ae 
ee [Bey 5 a 
} — See jf 3 a. 
| = ey aT 
 “UitegiE ethay 
4 4 e = 
| - : be 
, Pm : + Site 
/ ~ ; toh 
J a ~~ pas 
f fl Saath fa z i : ¥ * a oe SE Ee ow t Br 
i 40 0 A cae ’ oie 
\ , ja ax ——— - ese 

— ; “7 Pg Mo ai = ‘ oe ee q > 
4s y” a . a frome. ate — oa 
’ — 2 5 ati ad . — sichaage ne | a 
ara wes es _ eae Ps ae a (oh 
j wr —- +: we SR AY hast ae Sh 8 cites ee 
| Ss) eo =. oi ? ; ’ aaa 
st Pees ee " : an * Figs Ps ' . q a 
a ' : . age 
e - t : : ee 
5 ‘eg | re 

ee" 5 
; a a : cy: 
es x prec be 
a si un ee 
wa EZ ~ ‘ ome i wee 
: _ / a 
y 
A sy ‘ ; / sf | : ae x 

‘ - . i. a 
| > \ ; . —_— 
/ & \ Wee Ae ” _" ge — 
| ~ » 4 4 : pe. 
: Lance “4 A — 
¢ i Z7 - = 4 ao 
\ Zé _— ~Js-7 Ns , —._ : eae 
‘ yo ‘ i< : iG 
“_ - . ~~ Ses 
= edb = os 
| i ll = f anes iat 
——————————————————————————————— i oe 7. 
+ iS 
Si = 
| ae 
“el 
pant 
a 
: 
pas 
! = 
va 
PS a _————— Kod 
PS 2: 
SP" 
ery field. ‘. es 
aah 
Meatig" 
ae 
ACE r, 
ee eee a 
SEE sconsin HE scons: oe a 
. ae 
cincuca tion “See 
IW ADVERTISING ee 
3e2 

e 
ie 
Jet ie. 
— — a 
, ; os . - er ee Sa 
| See : ey Sota a. We a. “; eae i i oS ae ee a ’ —_ iat aa eS te ie: Pay vee 
Lee: 2% (eae ee my? <i 7, AS ie ae ees a a. Mie eee 2 ee a” gee aS Bake ee Sie 


abl . _ Nesiewen Nietser-detinag ot Tom Hantio Shows 
Advertisers pga rar remy ~—— + ai nao 
ete Meanie’ Anti. Tsst Suit thy A — a 


“aur ’ os rade om) Ths 
Nx tl tial WO. a PON 2.088ABE TOE 8A Fb 9TNOOemS = 7 
2 4 as wee Si eues 
: . rn : 
it , ow we af ee Fe 
watt 
. ~ raeee row } 
‘ et - 
~ ote 1 wer! ote 
PY es 
5 ’ ‘ ~ - ay 
/ + -~ i $3 22 
E P ‘ ‘ ° 
: , ’ ’ seu ur SOCETY state “yon bPMGRses aA aS 
. a fom Prd tc 145 7 
; p | tmey avewnt iit 3 £ 
+ i owe CAE 206 2x0 ? 
by + 6 . nv $+8 ¢ ’ CENA SHEGARS Hmm WF trea 17 
‘ ‘ 7 ' anes ee a. ae 
‘ . “e ce ~~ oor at Hebets s 
Soren wae 6 
ed wore ‘ 
om oonss?® * iat (eG 
sin te fe te - 
“ - ’ ’ ~~ *ue “= om 
‘ - ater Che o@6 
+ One Che O06 
ee wo . “6 =e 990 ote 
“t ‘ , 
a ce IM AY AERC RS EO 4) OPN ConA 77; £ 
lal, cab aaas htt law e + tative lefevre ©RC Bitinmenr 71 
ee i cone 
Gian Aer . > “a ‘me “« eRe ware 329 - 
Stans 
= ‘a TK puet wa a ey at enay avtGase 2 4 ierery hs 09% bt 
¥ wis - ne F Viaharer i Need TRC | rene 
tne Nene = ae 


“et ttre? lbetiew *he 4 etree’ 


ble> win - 2a = 
pewhs jere he teen fav he Gate Sa — a 


‘ ; A ~et tere _ Riper? 
? 
hetitnte erneiwte Vi deotex Networks TT ictines 
¥ eb athe be eter tow , 
- 
Seat: disak ides! 1 el ancn! eRe he Nook xt April -7 Si 
te mot lteetlion , \ vad rut ¢ a 
! age che Tagutiaht oe ay % Granom tesecrcn nc. 
‘ - ( Ae a 
‘ Liat el Hattie + + uber “tal “oat Ownenee 
vob ‘ ae vera 00 
‘or : ver 3 2 ecacs bar “heater WOE. if’ 39 
' he of to bert 4 hawt) lew twee wtte rw bow ¢ bows WEE. Tr 
‘ " Fa aat aw i +45 
, “ie , " " Cee arte ‘~~ @t tor i6 WEE. WwSote- 
“os . el Ss 
, . ver oe - 3 emety fur-—-cde “amr fee 
neice he 4 bee wee ’ oingte ako 
’ tue ‘ at + wet We = ocite “bester 19 a a 
Wer = etat wen bow CRS cvety 
- wre yor tele e 2 os 9: 
i,t + te adie “ant or 1 *yeenuse | RE — 7 
/ , 7 ~~ & eras «CAS. “Geeter 
, ' e %¢ 9 " ‘ C- voctes “~ +7 
‘ file ‘ wreete " ‘ 9 wows =CaE -atce 
F wehavee ja 6 7 cy i size 
‘ WEP ferent f fer Geerse how CHS veomecser 
34 hart me 
ae oe * vy nee woke. . heee Viet ere be oon me etecuat 
@g A P PAT ettef ere r ieee 0 lee ite eee te eteruet 
7 ‘ ‘eg 4 Sate * wi 
, ~ oe ont 
Curie onne as rite Vie 1 wale 
poy" 
Awl a Rano ining of ° ef avi Siet tet ve oie ve 
‘ , - ” wn “ "aA , iiatior So .wk Y ma “argue uivVer- 
. wai seh ani “ ’ ae) “ 5 a > Z aunage ' ar°ttsalr” t - 
Sree at “ ‘ ¢ ™ ow ‘ 2 ss 
Anye a ow 
’ wie we ow f Kentucicy steve 2 here +e ° 
"PT ay yan wa fan > \ 
f Avs waaly we “ . ne mo) > ? t 
a Anand 
4 S“aeae «7 "a ra F ” 
4 
’ 
9 A 
4 . vA 
- se a ae / 
Ae Ay wenad . DID HE REALLY 
‘ vy ; 
fare Ring, New Poem, ‘SAVE MONEY? 
} ‘ ve one vive 
7 dive oe t t wun ” ty 
ddan dey et by Ate Beibiantel breed eee fiew? P H 
' Pesce GC ‘ 
7 hte brie seat pepe ate gree priebebiody . sag Bes a 
| x A P es be wry boy toes f 
18 bHaD Wha, | ___aaa : Me «+ngs shrank alone 
. 4 , rterevtirver eorte with the suit 
ied te He > whiten Meompier ne Reoleiuiid tie use at the ward 
a a + that Dhere s ne short cut to quality in photo- 
‘Ma rie ob ee rrerr? Phe = wrerenes eve re rovravings either [i there were, we 
> fe F threrveranty Phem greepe bere bee etetre pew certainty would have found it in our 59 
pit wbeeorerertores bey bets trvegebedereet beets weooleervice to advertisers and 
ete reeed pe bbeee mberedeme eel pregemre their agencies 
fa telehee ” fercer toe tha 


vee TRU? we have bnolt our ceputation 
thier Po pee ertratle eraret aroun the idea that the finest printing 
Qiiserh Hb bebe waetere © oblate Me plates are the most economical in 
Cetin td eobed seeeedere pete me ortine the long con. Dhat’s why you 
can always depend on Globe 

tor Larthtul reproduction 


of your copy 


Call HArrison 7-5305 


tires tee edeoned tate albetrente ae 


vy pheteth rik byte Pebbee veh peoeetmet 


e . i @ Pitre Bhbvebe det eprtee Peters fre 
y 4 


Erde sd Arde ne dbetere A gereee + the 
Pe bees © Perey bere tee vweihteb ” 
booed ‘ thane Preeee bbe eee eee eeeeneeeed 
ether bey tie eet bed fee three otereed 
De beret be bed thet thee Teer PM 
se seed oe theese treed fee 


it tees Nisperet Nehist wha ia 


canes Wek Gand Oh tnt dae, te ENGRAVING and ELECTROTYPE COMPANY 
WArrinon 7 5305 - 711 South Deardore Street - Chicage 5. iitinets 


VMeee bivpederet Chay wewpeeeneditenewee bee 


ek: San oe ee Ao)! 9 See ees (ee a eee “a es 
ie: oa Je So “ages 2 rv aos Ss ai Ee rag Ss gai ; ee ee =e 
eS =o ee Pe ee a oUt a a 
4 5 * A Pt ee 
¢ 
~ 
ee us 1 4-15 
i : 
i) 
t 
a 
i 
» 
. a. 
Soa =, : 
ee 
oe 
1a 
ov : 
a - a ay We ean Se 
_ f ag ane 
ee + Re 
; ° 
uh 3 . . 
re aie : ot 
~ , . = 
‘¥ b Be 
* 
oe ia 
2 — : iH \ 
5 te nae ¥ 
os é 
Pe oS 4 | ' 
ai Ber; a 
¢ : _ Ss ; 4 
+i tes, ie ; 
ik: SS ae } 
meet : ' 
fx > 
> ~% aa ? 
Rie * 
, BERS ‘a 
ba MBaee ee ea 
‘ : Boa) at E $ 
> OSES aera 
Con Dy pay 
oe se savers 
cane | Af iad ed 
ee aN e eis 
a A pe ee +a) he 
‘ 4 2 2. Se hy Me +9 
s 3 is o i fae 
. Saher 4 . ; 
fs Biya |e a 
‘ 2 iit eae uy ‘ik 
> he A? pital ah 
2 ee oe 
Ht Soave ey Bhs ‘ 
Ns . ae re SSS ape | gen Ne 
{ Poole s gd | PO er: i “ iin Hy “SONIA e ) 
¢ ere ‘ee sare o> a Ne mS ia Ae nn Pit Se 
| Spe NaS Rnb) 6324 809 His oF es inashs aden tig be Ml | 
i oS a ae di att 6) he Pil eg ¥ EAR bi : a a Me 
: a TE MRM rssiakate hs iit 
Sayers Pe ich al cay ; rane get 7 Li . 
She Ae Dit of ed hehe f Sekai eats yy Ee ee. 
bs: ee at oa ee th PARRA Marca a ine od ‘ 
. : POC UETS Satcaials Coie P| : ‘ fe 
Ce gr 5 ae saa a Ee 
s ] ¢. 
> Be ; rk Liew ‘aires es 
Po MiMey Cheulaban F iy sce r 4 
Ais Bieta bucihc: WHE Rllicn a 
: a 5 Tabled alee Aidala : 7 
‘ ea i) dee. , eateehs b- oot Clack ana: Whee Grove ‘ 
<r > . ' ba Clertntymee and Mivbet 
des moheed 4 Lead, Vens 
7 ) _— GLOBE 
be x 
re 5 ; ; 
: eee aD F ee = q si se Bat Let. Pt Fae eee oe ta “a7 ht ee en ae Cae eae ee pero i> win 


— 


Pe 


Advertising Age, May 14, 1951 


NON! 3 
SIV! 


EXTENDED CAMPAIGN—The first in o 
new series of RCA Victor newspaper ads 
in an extended company and cooperative 
compoign to help push television re- 
ceivers in all markets. All ads are being 
localized through distributor tie-ins. J. 
Walter Thompson Co. is the agency. 


in the Times-Picayune and Item. 
In September, 1950, the States was 
added to the schedule, he said. 
Asked if he wished to use the 
States, he replied: 

“Not particularly. When the fall 
advertising schedule was made up, 
the Times-Picayune and the States 
had been put into a forced com- 
bination whereby if we wanted to 
use the Times-Picayune we had to 
advertise in the States.” 

James Short, space buyer for J. 
Walter Thompson Co., New York, 
took the stand next and said that 
two accounts (Brillo and Life In- 
surance Institute) now running in 
both Times-Picayune company pa- 
pers ran only in the Times-Picay- 
une in 1949. He was “not particu- 
larly interested” in using the 
States, he added, but had to be- 
cause of the forced combination. 


e Anti-trust attorneys claimed 
surprise for the second time in 
two days when Cornelius B. Don- 
ovan, vice-president and space 
buyer of Charles W. Hoyt Co., New 
York, was called upon to testify. 
Asked what effect the Times-Pic- 
ayune company’s unit rate had had 
upon his advertising pattern in 
New Orleans, Mr. Donovan re- 
plied: “Not the slightest.” 

A heated exchange between the 
witness and a government attorney 
ensued. The attorney claimed that 
just a few days earlier the witness 
had told him that the defendant's 
unit rate had forced him to cut 
his linage in the Item 

Mr. Donovan denied this, saying 
he had merely shown his records 
to the government attorney, 
had told the latter that they were 
the only comment he had to make. 

Several additional advertisers 
and agency men were called by 
the government to round out the 
fourth day of the trial. Most of the 
testimony followed the pattern of 
the preceding witnesses—which 
New Orleans’ newspapers were 
used for advertising various prod- 
ucts in 1949, before the forced 
combination; which papers were 
used after the combination went 
into effect; and what effect did the 
witnesses feel that the Times Pic- 
ayune company’s unit rate had 
had on their normal newspaper 
space buying procedure. 


Dad's Names W. H. Russell 
William H. Russell, formerly 
head of his own agency, has been 
named national sales manager of 
the fountain flavor division of 
Ded’s Root Beer Co., Chicago. 


Nash Names W. A. Scotten 
W. A. Scotten, formerly with 
Geyer, Newell & Ganger, has 
joined Nash Motors division, Nash- 
Kelvinator Corp., Detroit, as as- 
sistant advertising manager 


Thaine Engle Joins WBAP 
Thaine Engel has been named 
director of publicity, promotion 
and merchandising for Station 
WBAP, AM-FM-TV, Fort Worth, 
succeeding Jack Rogers. 


and) 


TV Set Ownership 
Study Shows RCA 


Dominates in N. Y. 


New York, May 9—RCA Victor 
is the dominant television set 
brand in this market, according to 
a survey of approximately 500 
families made last January by 
Pulse Inc. 

The researcher reports that 
27.2% of the homes covered had 
RCA sets compared with 28.1% 
when a similar check was taken in 
January, 1950. 

Admiral Corp. made the biggest 
sales gains here in the last 12 
months to move ahead of Philco 
Corp. and take second place. Ad- 
miral jumped from 8.9% in Janu- 
ary, 1950, to 11.6% in January, 
1951. During the same period, Phil- 
co dropped from 11.8% to 10.1%. 

Hardest hit of any of the lead- 
ers, Pulse reports, was Allen B. 
DuMont Laboratories, which con- 
tinued in fourth place, but dipped 


to 5.7% from 8.2% 


year. 
Other makes, ranked in order: 
Zenith, 43%; Emerson, 4.1%; 
Motorola, 3.9%; Crosley, 3.7%, 


and General Electric, 3.6%. 

These data were obtained as a 
part of the annual inventory sur- 
vey for the Joseph Jacobs Or- 
ganization. 


Pepperell Appears in ‘Life’ 
Pepperell Mfg. Co., Boston, took 
a full page in Life, May 7, to tell 


the consumer “How to get your 
money's worth when you buy 
sheets.” As a supplement to its 
regular campaign, ads have ap- 
peared in women’s magazines and 
further insertions are scheduled 


for Life. Benton & Bowles, New 
York, is the agency 


NBC Signs Abbott & Costello 

National Broadcasting Co., New 
York, has signed Bud Abbott and 
Lou Costello for television. The 
tentative schedule for the comedy 
team calls for four live hour shows 
and 22 half-hour film shows dur- 
ing 1951-52. 


WASHINGTON, May 9—The 
tional Guard Bureau announced 
today that Robert W. Orr & As- 


sociates will continue to handle 
national guard recruiting cam- 
paigns during the federal fiscal 


year beginning July |! 

The renewal was authorized by 
a selection board which also con- 
sidered presentations by three 
other agencies 

More than 20 agencies attending 
a briefing here March 15 on the 
National Guard account were told 
that the scope of the program 
would depend on approval of the 
military budget now before Con- 
gress. Of the 20 agencies, Orr and 
three others were invited to make 


formal presentations before the 
selection board. 
The agency selection process 


was directed by Maj. Edward R. 
Kandell, and the final selection 
was made by a board of general 
officers. 
Several 


weeks ago, the Army 


Na-| and 
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the preceding Orr Agency Keeps National Guard Account 


Air Force announced that 
they plan to continue their recruit- 
ing contract with Grant Advertis- 
ing for another year 


Good Humor Names Shedd 


Vaughn Shedd, agency man, 
has been appointed advertising- 
merchandising manager of Good 
Humor Co. of California. 


@ Now reaches 75,596 
hotels and restaurants 
throughout Americe . . 

(See Standerd Rote & Dota Service) 
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light fluorescent colors in six different applications: 


@ Direct Mail Pieces 

@ Envelopes 

@ Window Streamers 

Mrs. Alice Holton, publicity director of Perfection Stove, reports: 
“Based on the success that our company has had with daylight fluorescent 


colors for the past three years, we are considering other ways in which we 
might use them. ... DAY-GLO has superior eye appeal.” 


Mail the coupon below to Lawter or Switzer for full informa- 
tion about DAY-GLO: “The Brightest Colors in The World.” 


LAWTER CHEMICALS, INC. 


3554 TOUHY AVENUE — 
CHICAGO 45, ILLINOIS 


SWITZER BROTHERS, INC. 


ae 


4732 ST CLAIR AVENUE 


Advertising has no tougher job to do than in 
the highly competitive field of home appliances. Perfection Stove Company 
of Cleveland, a world leader in this field, makes its advertising and sales 
promotion material as outstanding as its products by using DAY-GLO day- 


@ Car and Bus Cards 
@ Counter and Floor Displays 
@ Home Installation Signs 


Without charge or obligation, please send me full par- 
ticulars about DAY-GLO, together with a color card. 


YOUR NAME 


RENT WAYS 
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Four A’s Admits Member 
Staake & Schoonmaker Co., 808 

Kalamazoo Blidg., Kalamazoo, 

Mich., has been elected to member- 


ship in the American Assn. of Ad- | 


vertising Agencies. 


Swaile Joins ‘Times’ 
George Swaile, formerly classi- 


fied manager of the Seattle Post- | 


Intelligencer, has been appointed 
issistant classified manager of the 
Seattle Times. 


OUR PROCESS 


ON DUPLICATE COLOR PRINTS 


Our color control method enables us to pro- 
duce exact duplicates of any color art or 
photograph. 

With the same control methed we can pro- 
duce from transparencies, prints of un- 


equalled brilliance, detail, cleanness and 
color purity, We can lighten dark areas and 
intensify detail therein, bringing these areas 
within reproduction range. Send for price | 
list and FREE sample of copy color print. | 


CHARLES BURGESS 


Ellertson-Burgess | 
518 Fifth Ave., § Minneapolis, Minn. | 


|Miss Hennock Tells Radio-TV Institute 


That Educators Must Be Entertainers, Too 


Co_uMsus, O., May 8—Frieda B. 
Hennock of the Federal Communi- 
cations Commission told the 21st 


| Institute for Education by Radio- 


Television here last week that the 
more than 200 TV channels tenta- 
tively allotted for educational pur- 
poses fall far short of the mark. 

“The necessary minimum of 500 
channels is required for a work- 
able nationwide system,” she told 
the four-day conference sponsored 
by Ohio State University. 

Educators and others may file 
comments and counter-comments 
until May 22. City-by-city hear- 
ings will start June 11. After 
these hearings, current allocations 
may be changed 

Miss Hennock, who foresees ed- 
ucational TV as an experimental 
laboratory for commercial video, 
urged educators to be stimulating 
and entertaining in their program- 
ming—as well as informative and 


\wes Wn q 
4 \ nt we 
\ 
a] N “A 


He Has the Magic Touch 
which Turns Listeners into Customers 


And he has plenty of listeners. His vast and loyal national 
audience gets “the top of the news from Washington” and 
his co-op advertisers get results. 


As Mr. Glenn R. Whittle. distributor of Atlantic Beer & 


Ale, wrote to WIRA, both of 


Fort Pierce, Florida: 


“This entire letter can be summed up to say that ‘Fulton 


Lewis, Jr. can sell BEER.’ 


Since we started sponsoring 


this fine program, (Dec, 1949) the response, saleswise, 


has been most gratifying. 


When people of this area 


think of Fulton Lewis they automatically think of 


Atlantic Beer. 


His topflight news comments command 


a large radio audience, and we know that the well- 
delivered commercials, coupled with the Lewis audience. 
are responsible for our sales gain. 


“We are proud of the Lewis sponsorship, and are 
entirely convinced that the program lends prestige to 


the product.” 


The Fulton Lewis, Jr. 


program, currently sponsored 


on 342 stations, offers local advertisers a ready-made 


audience at local time cost, 


Since there are more than 


500 MBS stations. there may be an opening in your 


locality. 


Check your Mutual outlet 


or the Co-operative 


Program Department. Mutual Broadcasting System, 


1440 Broadway, NYC 18 (or Tribune Tower, Chicago 11). 


educational. 


es The institute attracted about 800 
registrants from the U. S. and Can- 
ada. 

Speakers and registrants dis- 
cussed television in relation to the 
public interest, to holding audi- 
ences, to educational broadcasting, 
to the steps ahead for educators, 
to writing and production, to poli- 
tics, news and adult education. 

It was the first year that the 
American Exhibition of Education- 
al Programs, held for the past 15 
years in connection with the in- 
stitute, did not make any awards 
to the national networks. Dr. I. 
Keith Tyler, director of the insti- 
tute, pointed out that the Peabody 
Awards and others do the job on 
a national scale and that the ex- 
hibition has dropped the network 
awards because the _ increasing 
number of national prizes detracts 
from their significance. The ex- 
hibition will continue awards to 
regional and local stations, he 
added. 


e Lt. Col. Paul D. Guernsey. 
Washington, a Defense Depart- 
ment research expert, criticized 
“glorified nose-counts” that may 
appear to determine effectiveness 

|of informational devices. 

“Don't take it for granted that 
a controlled experimental study is 
|} really desired if, in a staff meet- 
ing on educational or information 
program planning, someone says 
he would like to know how effec- 
tive a specific radio program or 
film or pictorial pamphlet is,” 
Colonel Guernsey said. 

Researchers learn, he said, that 
what ordinarily is wanted is some 
answer to such questions as: “How 
many heard or saw it?” “How well 
did they like it?” “Is there a de- 
mand foremore of the same?” 

“To the researcher, answers to 
such questions may be unrelated 
to a scientific determination of 
whether or not a specific informa- 
| tional device accomplished any ed- 
ucational objectives or purpose,” 
he said. 


|@ Edward T. Ingle, director of the 
radio and TV division of the Re- 
publican National Committee, said 
| that if a political candidate ignores 
|radio—and more especially tele- 
| vision—he is inviting “political 
suicide.” 

| Political parties and candidates, 
on both the national and local lev- 
els. must recognize and master the 
techniques that will attract and 
| sway the individual voter, Mr. In- 
gle said. 

M. Robert Rogers, vice-president 
and general manager of WGMS, 
Washington, said a public service 
policy on the part of radio can be 
a defense against a “crisis” brought 
on by the growth of television. 

“Many commercial broadcasters 
talk gloomily of a crisis in radio,” 
he said. “We haven't noticed it at 
WGMS and I think one of the 
chief reasons why we have not and 
will not is that we have stuck 
closely to our public service and 
educational policies. 

“As we see it, our policy must 
be 100% in the public interest. For 
this reason we do not sell programs 
as such. We sell a good deal of 
time, of course—we couldn't exist 
if we didn't. 

“But at no time do we relinquish 
our absolute control of the pro- 
gram content,” Mr. Rogers said 
“No advertiser specifies what 
music we shall play and at what 
time we shall play it, because our 
advertisers believe with us that 
the service we render is what 
makes us a valuable advertising 
medium.” 


e Mrs. Charles G. Weeks, who 
heads a 10-year-old group of 
Cleveland listeners, said “movies 
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TEXAS AND PACIFIC RAILWAY 


STRONG AMERICA—The formula for making America strong is advanced in this 
ad being run by Texas & Pacific Railway Co. in the public interest. It is the first 
of a six-od series placed through Tracy-Locke Co., Dallas agency. 


with bad sound tracks, poor kine- 
scoping and too many variety 
shows” are major faults of TV. The 
president of the Greater Cleve- 
land Radio Council said TV is fol- 
lowing some of the bad program 
practices of radio. In this category 
she listed “soap operas, lengthy 
and ridiculous commercials, hor- 
ror and crime stories.” 

Six allied groups held national 
meetings concurrently with the in- 
stitute. They were the National 
Assn. of Educational Broadcasters, 
the Assn. for Education by Radio, 
the University Assn. for Profes- 


sional Radio Education, and Inter- | 


collegiate Broadcasting System, 
Alpha Epsilon Rho and the Junior 
Town Meeting League. 


Robert Seelye Named V. P. 

Coffin, Cooper & Clay, Los An- 
geles operator of Tele-Que televi- 
sion audience research service, has 
named Robert T. Seelye vice-pres- 
ident. The former San Francisco 
sales representative for Tele-Que 
becomes regional manager there. 
Other appointments are: Ernest 
Clay, director of statistics, to vice- 
president; Roger Cooper, director 
of special research, to secretary, 
and John Landreth, former Uni- 
versity of Nebraska associate pro- 
fessor, treasurer and general man- 
ager. 


Eversharp Sponsors Carter 


Eversharp Inc. is sponsoring the 
second quarter of the Saturday 
night Jack Carter show on NBC- 
TV (8-9 p.m., EDT) for the five 
weeks starting May 5. The con- 
tract augments a heavy schedule of 
magazine and newspaper advertis- 
ing for the late spring holiday and 
graduation season. Eversharp, in- 
augurating its sponsorship of TV 
variety shows, will share the pro- 
gram with Campbell Soup Co., 
Swift & Co. and Wildroot Co. 


To Push Maraschino Cherry 


To focus public attention on the 
many home uses of maraschino 
cherries and consequently to in- 
crease sales is the aim behind the 
recent formation of the Maraschino 
Cherry Institute. Arthur M. Bett- 
man, president of Liberty Cherry 
& Fruit Co., Covington, Ky., heads 
the group. Publicity is handled by 
Theodore S. Sills & Co., Chicago 
public relations counsel. 


Brach Appoints Meyerhoff; 
Company Shifts Officers 


E. J. Brach & Sons, Chicago 
candy manufacturer, has appointed 
Arthur Meyerhoff & Co. to handle 
its advertising. Promotion for 
Brach’s general line will feature 
color ads in national magazines. 
A campaign for Brach’s Mint Bar 
will employ magazines, radio, tele- 
vision and car cards in 10 markets. 
J. Walter Thompson Co. formerly 
serviced the account. 

The candy company has elected 
President E. J. Brach chief execu- 
tive officer and chairman of the 
board; Frank V. Brach, formerly 
executive vice-president, becomes 
president, and Frank K. Gleason 
and R. H. Hawley were elected 
vice-presidents, in charge of gen- 
eral line sales and syndicate sales, 
respectively. 


Named Willys Sales Manager 


Howard P. Grove, general man- 
ager of the factory-owned New 
York distributorship of Willys- 
Overland Motors Inc., has been 
promoted to general sales manager 
for the U. S. He succeeds William 
S. Venn, who joined Central Serv- 
ice Inc., Kansas City, Mo., a deal- 
er management service. No suc- 
cessor has been named for Mr. 
Grove. 


Murphy Named Editor 

Francis S. Murphy, publisher of 
the Hartford Times, has taken on 
the duties of editor following the 
retirement May | of editor Charles 

Hemenway. Daniel R. Daniel, 
business manager and former ad- 
vertising manager, has been named 
gy manager of the afternoon 
aily. 


Schieffelin Names Hirsch 

Schieffelin & Co., New York, has 
named Benjamin Hirsch merchan- 
dise coordinator for Pears soap 
sales in the U. S. Schieffelin is the 
American agent for the English 
product. 


WFMY.TV Checks Sets in Area 

Station WFMY-TV, from a sur- 
vey of dealers and distributors, 
estimates 66,972 television sets are 
now in the Greensboro, N. C., area. 


WCBM Appoints Taylor Co. 

Station WCBM, Baltimore, has 
appointed O. L. Taylor Co. as na- 
tional representative. 
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NASHVILLE COAL COMPANY, Inc. | 
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COAL HERO-— Nashville Cool Co. apolo- 

gizes in this ad in the Chicago Tribune 

for being short of orders, but asserts, that 

despite some shortages, ‘We need orders 

.. Fight now.” C. P. Clark Inc., Nashville, 
is the agency. 


Bobbie Brooks Sets 
Sportswear Drive 


CLEVELAND, May 9—A new ad 
drive for Bobbie Brooks junior 
sportswear, made by Ritmor Inc. 
here, will break this June and con- 
tinue through fall. 

The three-pronged campaign, for 
blouses, suits and general apparel, 
will open with blouse promotions 
in Life and in Women’s Wear Daily 
and other trade publications, to be 
climaxed in August when a $1,000 
Bobbie Brooks wardrobe will be a 
jackpot prize on “Stop the Music” 
on ABC. 

Glamour, Mademoiselle, trade 
publications and direct mail will 
carry Ritmor’s messages for 
Weather-Matched suits and a new 
line of knit suits, and also for Bob- 
bie Brooks sweaters, skirts and 
dresses. 

To popularize the Bobbie Brooks 
name, a variety of display and di- 
rect mail material, newspaper mats 
and charge enclosures will be sent 
to the 5,000 Bobbie Brooks retail- 
ers to tie in with the publication 
campaign. 

Stern & Warren Advertising 
here handles the account. 


Martin Wins ACA Award 


John Martin, 


director of pub- 
lic relations for 
Massey-Harris 
Co., Toronto, re- 
ceived a_ gold 
medal—the high- 
est annual award 
given by the 
Assn. of Canadi- 
an Advertisers— 
at the associa- 
tion’s 36th an- 
nual conference 


John Martin 
in Toronto recently. With the 


medal went a citation for the 
“most outstanding contribution to 
Canadian advertising” during the 
year. 


Gossard Names Beaudette to 
Direct Sales and Advertising 

Wayne B. Beaudette, formerly 
with Metropolitan Sunday News- 
papers Inc., has been appointed to 
the newly cre- 
ated post of di- 
rector of sales 
advertising 
for H. W. Gos- 
sard Co., Chica- 
go. 

Mr. Beaudette 
will supervise 
and coordinate 
sales and adver- 
tising for the 
Gossard organi- 
zation. Prior to 
his association with Metropolitan, | 
he was merchandising and adver- | 
tising manager of Queen Anne! 
Candy Co. 


Wayne Beoudette 


To Plug Gas Cooking on TV 

Cribben & Sexton Co., Chicago 
manufacturer of Universal gas 
ranges, will sponsor “Sally Smart's 
Blue Flame Gas Kitchen” over 
WOR-TV, New York, to promote 
the use of gas for cooking. The 
half-hour show will be kine- 
scoped by Paramount Television 
Productions and distributed free 
Png affiliates for local sponsor- 
ship. 


Park Appoints Englehart 

Roy H. Park Inc., Ithaca, N. Y., 
publisher of Co-op Power and Co- 
operative Digest, has appointed 
Englehart & Phillips, Cleveland, as 
advertising representative for both 
publications in western New York, 
western Pennsylvania, Kentucky, 
Ohio and eastern Michigan. 


Stanley Elects Catherine 
O’Brien as New President 
Stanley Home Products Inc., 
Westfield, Mass., has elected Miss 
Catherine L. O’Brien as president 
and general man- 
ager. F. Stanley 
Beveridge, presi- 
dent of the com- 
pany for the past 
20 years, has been 
elected chairman 
of the board. 
Miss O’Brien, 
co-founder of the 
company with 
Mr. Beveridge in 
1931, has been 
serving as execu- 
tive vice-presi- 
dent, treasurer and general man- 
ager. Irving J. Kaplinsky, comp- 
troller, has been elected treasurer. 


Catherine O'Brien 
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IN EDITORIAL LEADERSHIP and reader service, 
REVIEW is preeminent. As official publication 
of NRFA, its editors enjoy on unusvolly intimate 
daily contact with the nation's home goods re- 
toilers and their problems. its vital editoricl 
fore makes REVIEW “must” reading for 8.31! 
top dealers and buyers. 


Published by 
ASSOCIATION + 666 Loke Shore Drive 
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MOVIE ADVERTISING BUREAU 
P.O. Box 1223, G.P.O. New York 1,N. Y. 


Please send me more information about 
Spot Movie Ads in Theotres. 


NAME 


YOUR COMPANY 


ADDRESS 


ovie Advertising Bureau 


MEMBER COMPANIES: UNITED FILM SERVICE, INC. © MOTION PICTURE ADVERTISING SERVICE CO., INC. 


NATIONAL OFFICES NEW YORK: 70 EAST 45th ST. © CHICAGO: 333 NORTH MICHIGAN AVE. © NEW ORLEANS: 1032 CARONDELET ST. 


KANSAS CITY: 2449 CHARLOTTE ST. © 


_ a ‘ 


CLEVELAND: 526 SUPERIOR N.E. © 


SAN FRANCISCO: 821 MARKET ST. 
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Deferable Ad Funds Needed, Collins 
Tells Forum; Blasts Ad Tax Notion 


Cuicaco, May 8—Dean G. Row-| 
land Collins of the school of busi- 
ness of New York University is 
convinced that tax laws which 
would permit funded reserves for 
promotion and future product de- 
velopment would go a long way to- 
ward solving the problem of the 
business cycle. 

Making the opening address at 
the Chicago Tribune's forum for 
advertising men vyesterday, he 
said: 

“If our tax experts would allow 
the individual business enterprise 
to set up a funded reserve for fu- 
ture product development and pro- 
motion subject to a complete tax 
deduction as a normal business 
expense in the year in which such 
reserves are created rather than 
in the year in which they are 
spent, any possible inflationary ef- 
fect of advertising expenditures 
would be rather generally con- 
trolled by top level business man- 
agement. Relatively less money 
would be spent for advertising 
when business was easy to get, and 
relatively more advertising money 
would be available and could be 
spent when volume was hard to 
get.” 

[Exactly such a method of de- 
ferring advertising expenditures 
was suggested in an editorial in 
the April 16 issue of ADVERTISING 
Acre, and has developed wide- 
spread interest in the field.| 


@ Such a tax law, Dr. Collins as- 
serted, would solve the problem 
of the new or differentiated prod- 
uct which comes off the drawing 
board at or near the bottom of a 
business cycle, and cannot be ag- 
gressively promoted because funds 
are not available. When business 
gets better, he said, introduction 
of the new product puts an addi- 
tional strain on a business which 
“should be using every machine 
and man to produce the old and 
the established.” 

Prior to the Korean war, Dr. 
Collins said, “I argued widely that 
a funded reserve for product de- 
velopment and promotion was 
sound and desirable, regardless of 


| its deductibility from current earn- | 


ings for tax purposes...Such a 
funded reserve earmarks a portion 
of the earned surplus that would 
otherwise have been carried into 
free surplus. It identifies for the 
stockholders, for labor and for the 
public a definite number of dollars 
that would be needed in the fu- 
ture for the purpose indicated and | 
that, therefore, were not wisely 
available for dividends, wage in- 
creases, or price reductions.” 


e The principal deterrent to the 
creation of such funded reserves, 
he said, was Section 102 of the 
revenue law, prohibiting “unrea- 
sonably retained earnings.” This 
provision is still in the tax law, but 
“no one believes that any attempt 
will be made to enforce it” in a 
period of inflationary pressures. 

“For those corporations that are 
not going to operate in the excess 
profits bracket during the current 
year,” Dr. Collins said, “it should 
be possible to create a funded re- 
serve for product development and 
promotion, and thus earmark a 
portion of the earned surplus.” For 
companies falling within the ex- 
cess profits bracket, however, such 
a plan is too costly, since “with 
a 77% excess profits rate, it is 
necessary to earn $4.34 after all 
expenses to secure $1 of retained 
earnings that can be earmarked 
for future product promotion and 
development.” 

“And at the same time,” he 
added, “it is the excess profits tax 
that provides the greatest temp- 
tation to spend dollars on cur- 


Beane Acclaims 
Deferable Ad Funds 


New York, May 9— The edito- 
rial, “Make Advertising Funds De- 
ferable,” which was published in 
the April 16 issue of ADVERTISING 
Ace, is “the clearest exposition I 
have seen” of this idea, A. C. 
Beane, partner in Merrill Lynch, 
Pierce, Fenner & Beane, invest- 
ment organization, declared in a 
letter to ADVERTISING AGE today. 

Mr. Beane first urged the value 
of “rainy day” funds for adver- 
tising, and the possibility of devel- 
oping government approval of 
deferral of such funds, at a meet- 
ing of the Assn. of National Ad- 
vertisers in Atlantic City in Octo- 
ber, 1947. 

“I have read with great inter- 
est the editorial entitled ‘Make 
Advertising Funds Deferable’ 
which appeared in your April 16 
issue,” Mr. Beane wrote. “I believe 
that your editorial is the clearest 
exposition I have seen setting forth 
the idea which I had in mind when 
the original suggestion was made 
before the Assn. of National Ad- 
vertisers in October, 1947. 


e “The present tax laws encour- 
age advertisers to spend larger 
sums during profitable periods, 
when in reality advertising is not 
badly needed. On the other 
hand, they are in many instances 
forced to reduce their advertising 
appropriations during duller peri- 
ods when advertising is not only 
needed, but could do much to stim- 
ulate our economy. 

“A program such as you have 
recommended in your editorial 
would do much to put the whole 
question of advertising appropria- | 
tions in its proper perspective. 


sO 


” 


rent advertising, yes, perhaps to 
spend them extravagantly. Those 
23¢ dollars, so-called, will tempt | 
management to use them during} 
the fiscal year in which they are 
available and to use them so that 
they are tax deductible.” 


@ Present economic conditions fo- 
cus attention on advertising ex-| 
penditures and have already in- 
duced some “skeptical and doubt- 
ing Thomases” in some corporate 
top management and financial de- 
partments to assert that advertis- 
ing is a needless expense and an 
inflationary influence when sales 
can be made without advertising, 


| Dr. Collins asserted, “and our aca- 


demic economists stand ready to 
pounce. 

“Indeed, it appears that the sug- 
gestion recently incorporated in| 
the staff report to the joint Sen- 
ate-House committee on the Presi- 
dent's economic report to the ef- 
fect that an excise tax of 20 to 25% | 
might well be imposed on advertis- 
ing stemmed from the brain of an 
academic economist...There are 
sound reasons for advertising even 
during and through a period of 
goods shortages so long as the 
Garrison State persists short of 
all-out war. Any governmental ef- 
fort to curtail advertising dras- 
tically, whether by excise tax or 
some other control device, seems 
unsound and dangerous. 


e “In the first place, advertising is 
of at least two broad types—so- 
called ‘institutional’ advertising 
and so-called ‘sales producing’ ad- 
vertising. To impose an excise tax 
on both for the primary purpose 
of reducing consumer expenditures 
might be less effective in terms of 
desired objectives than to permit 
uncurtailed ‘institutional’ adver- 
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ESSAY CONTEST—Judges for the national essay contest spon- 
sored by the Advertising Federation of America take time out 
to look at the camera. Top award is $500 and all expenses to 


AFA’s 47th annual convention in St. Louis 
right are: Dr. Charles M. Edwards, dean, 


next month. Left to 
school of retailing, 


New York University; Ken R. Dyke, publicity and public relations 


Wain nth 


Helen V Charm: 


director, Young & Rub 
William C. Gittinger, vice-president, Col 
tem, and J. F. Oberwinder, president of D Arcy Advertising and 
chairman of the judges. 


, editor, 
4 
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t.sing, most of which in the days 
ahead is almost sure to be devoted 
to the encouragement of thrift, the 
purchase and retention of savings 
bonds, the techniques of prolong- 
ing the life span and use of phys- 
ical products, etc. 

“In the second place, economic 
expansion and more expansion is 
the primary tool with which to 
build the Garrison State. ..The old 
issue of guns or butter is dead. We 
must and can have both. ..We must 
maximize effective supply. And we 
must move the civilian portion, 
whatever its quantitative ups and 
downs. If we do not, no scheme 
of taxation will provide sufficient 
revenues to avoid fiscal bank- 
ruptcy. 


es “Advertising’s outstanding 
economic contribution over the 
years has been the part it has 
played in promoting a dynamic, 
expanding, competitive economy. 
It is a growth tool, a rapid acceler- 
ator for the mass distribution of 
established products and innova- 
tions. Curtail it sharply as a prime 
motive power and the only pro- 
motional tool left is personal sell- 
ing. And here, surely, we are 
bound to feel a drastic manpower 
pinch. Decimate the sales forces, 
Straitjacket advertising by excise 
taxes, and we simply would not 
get through the emergency, much 
less be at all prepared to meet the 
buyers’ market to come by 1955 
when ‘in retrospect today’s selling 
job will seem like child's play.’ 
“Finally, the individual adver- 
tising enterpriser has a_ special 
stake in this matter, whether his 
goods are in available supply or 
not...In terms of a grip on the 
memory, the brand name, either 
by itself or in loose association 
with package or product ‘describ- 
ables,’ is all-important to continu- 
ing demand, whatever may be the 
temporary availability of stocks.” 


GE Supply Appoints Pruitt 

I. P. Pruitt, manager of sales 
services for Genera] Electric’s ap- 
pliance and merchandise depart- 
ment, has been appointed manager 
of GE major appliance sales for 
General Electric Supply Corp., 
Bridgeport, Conn. 


Texize Names Kittredge 


E. H. Kittredge Jr., assistant 
to the president of Texize Chemi- 
cals Inc., Greenville, S. has 
been appointed general manager 
of the household division of the 
cleanser company. 


Williams Named HR Partner 


Frederick C. Williams, formerly 
divisional vice-president and pub- 
licity director of Carson Pirie 
Scott & Co., Chicago, has become 
a partner in HR & Associates, Chi- 
cago agency. 


Theme, Speakers and Discussion Topics Set 
for International Ad Conference in London 


Lonpon, May 8—More than 600 
registrations from 20 countries 
have been received for the Inter- 
national Advertising Conference to 
be held here July 7-13. 

Theme of the meeting will be 
“the tasks of advertising in a free 
world.” The four general sessions 
which will carry out the theme 
are: “Advertising must help to 
promote world trade and under- 
standing”; “Advertising must ex- 
tend its service to the consumer”; 
“Advertising must improve its 
methods of education, recruitment, 
and training”; and “Advertising 
must further improve its own 
standards of ethics and practice.” 

Friday, July 13, the last day of 
the meeting, wili be devoted to a 
general review and discussion of 
conference proceedings and to 
presentation and adoption of ap- 
propriate resolutions. 


e In addition to the discussion 
meetings, the advertising confer- 
ence will include specialized ses- 
sions under the sponsorship of 12 
advertiser, media and research 
groups, in addition to the Adver- 
tising Assn. of Great Britain, 
which organized the program. 
British speakers at the confer- 
ence will include Foreign Secre- 
tary Herbert Morrison, the Duke 


of Gloucester, Viscount Rother- 
mere and Lord Beveridge. Ameri- 
can speakers will include Fairfax 
M. Cone of Foote, Cone & Belding 
and Frederic R. Gamble, president 
of the American Assn. of Advertis- 
ing Agencies. 

Among those serving in key con- 
ference positions are Lord Mack- 
intosh of Halifax, president of the 
international conference; Sir Miles 
Thomas, head of the British Ad- 
vertising Assn. and chairman of 
the British Overseas Airways 
Corp., and C. Harold Vernon, 
British industrialist. 

The London meeting—the first 
held here since 1924—will be an 
integral part of the entire 1951 
Festival of Britain. Visitors from 
America and other countries may 
attend some or all of the exhibi- 
tions and arts festivals held in 
cities and towns throughout the 
British Isles from May through 
September, since most of the dates 
are non-conflicting. 

U. S. delegates may register for 
the meeting and make travel res- 
ervations through Elon G. Borton,. 
president and general manager of 
the Advertising Federation of 
America and chairman of the 
American advisory committee to 
the London conference, at 330 W. 
42nd St., New York 18. 


Modern Foods Plans 
26-Week Test Drive 
for Thrivo Pet Food 


PHILADELPHIA, May 8—Modern 
Food Process Co. here has an- 
nounced a 26-week advertising 
and merchandising campaign for 
its Thrivo pet food. 

The campaign, described as a 
major test, will be confined to the 
Philadelphia area. Plans to extend 
it into other East Coast markets 
are being formulated, but no final 
decisions will be made until the 
tin supply situation is clarified, the 
company said. 

Radio, newspapers and televi- 
sion, plus a heavy store broadcast- 
ing program and buying coverage 
with wholesale grocers will be 
used to tell the Thrivo story. 

A survey conducted to determine 
the current acceptance of Thrivo 
revealed that a large majority of 
cat and dog owners still recalled 
the catchy Thrivo jingles sung by 
the Moylan Sisters for some years 
prior to World War II, the com- 
pany reported. As a result, Modern 
Food has signed the sisters for a 
new series of singing commercials. 


Modern Food Process Co. was 
a division of P. J. Ritter Co., 
Bridgeton, N. J., until January of 
this year, when it was purchased 
by Louis Rosenberg of this city. 

In addition to complete distribu- 
tion in Philadelphia, the company 
also has limited distribution in 
New England, New York, Penn- 
sylvania, Washington, D. C., Balti- 
more and Richmond. 

Lavenson Bureau of Advertis- 
ing here handles the account. 


Doran Named Simoniz Ad, 
Sales Promotion Manager 
Jack Doran, formerly merchan- 
dising executive at Tatham-Laird, 
Chicago, has been appointed adver- 
tising and sales 
promotion man- 
ager of the Sim- 
oniz Co., Chicago. 
Before joining 
Tatham-Laird, 
Mr. Doran was 
merchandising 
executive with 
Young & Rubi- 
cam, and previ- 


ously had been 
advertising and 
Jack Doran sales promotion 


manager of Or- 
ange Crush Co. and national sales 
promotion manager of Schenley 
Distillers. 
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Advertising Age, May 14, 1951 


Goldblatt's Retailer-Vendor Relationship 
Outlined at Second Annual ‘Tribune’ Forum 


Cuicaco, May 8—Buying and 
selling activities of Goldblatt Bros. 
were outlined by Louis Goldblatt, 
executive vice-president and mer- 
chandising director of the Chicago 
department store chain, at the Chi- 
cago Tribune’s second annual dis- 
tribution and advertising forum 
here this week. 

The average retailer, Mr. Gold- 
blatt said, requires a system of 
basic stocks, unit controls and 
selling trends—systems which tell 
him what the consumer wants, 
when she wants it, and how much 
she wants. 

Through these systems, he con- 
tinued, “the retailer, or the dis- 


tributor, no longer needs to be a} 


genius or a master-mind buyer. 
His two most important require- 
ments now are to be a top dis- 
tributor of merchandise and to 
purchase from the top prime re- 
sources.” 


@ In most cases, he said, when 
Goldblatt’s buys from top prime 
resources it automatically becomes 
an important distributor of nation- 
ally known brands. “Our success in 
doing a good sales job on nation- 
ally branded items is dependent 
on how we back up the selling 
program as laid down by the 
vendor 

“We make use of their [the 
manufacturers] national advertis- 
ing in the newspapers, magazines, 
radio and television. Our presenta- 
tion of the product to our custom- 
ers requires effective display on 
our selling floor...We orient our 
perscnnel with all the facts per- 
taining to the product... We most 
often make the selling of the item 
a game... We tie all our stores in- 
to such a program at ene time, 
thereby creating a greater impres- 
sion upon the consumer.” 

“When we take on a product,” 
the Goldblatt executive said, “we 
are vitally concerned with the 
long-range sales potential.” 

Mr. Goldblatt said his store 
spent $3,250,000 for advertising 
last year, using metropolitan, com- 
munity and suburban newspapers, 
foreign language papers, its own 
shopping news, radio, television 
and outdoor. Of the total expendi- 
ture, he said, 69.33% was spent for 
metropolitan newspaper advertis- 
ing alone. 


e In allocating this expenditure, 
he asserted, Goldbiatt’s “did not 
buy linage, space or pages—in- 
stead, we purchased sales return. 
We were vitally concerned with 
the smallest percentage cost for 
advertising. Therefore, we found 
metropolitan newspapers were best 
suited for the largest sales return 
per dollar spent.” 

Mr. Goldblatt presented a brief, 
but comprehensive, outline of a 
program known as “Goldblatt’s 
Vendor Relationship Policy,” in- 
itiated by the company a few years 
ago. This program started with a 
listing of all vendors the company 
does business with, by departments 
and by items. Goldblatt’s wanted 
to know which vendors produced 
a profit for them and which did 
not. 

Also, the company wanted to 
know which vendors were re- 
sponsible for marked-down mer- 
chandise, how much advertising 
costs were for each vendor, and 
what the percentage of inventory 
was by vendors, what the square 
footage was in a given department 
for a vendor’s product, what per- 
centage of a department's business 
was done by a particular vendor, 
and what the inventory turnover 
was on the products of each given 
vendor. 


s Most important, he said, Gold- 
blatt’s wanted to know what per- 
centage of a department's pur- 
chases were made with a vendor. 


| “After this information had been 
| compiled,” Mr. Goldblatt said, “we 
| sifted out from all the vendors we 
| do business with, those who had 
proven to be top prime resources, 
and these resources have become 
an important part of our com- 
pany. Just as we rate the ability 
of our buyers in the course of a 
year and review their showings 
with them periodically, we now 
rate and review these prime re- 
sources with whom we do busi- 
ness.” 


Mr. Goldblatt furnished some 
| Statistical results of the vendor re- 
|lationship program. At the close 
lof last year, he said, Goldblatt’s 
had purchased merchandise from 
| 8,686 vendors. It was found that 
557, or less than 64% of all the 
vendors the company did business 
with, produced 53% of its pur- 
chases for the whole of 1950. 


}@ These 557 vendors, he pointed 


out, improved the store’s inventory 
turnover, were responsible for its 
customers being more pleased with 
their purchases, and reduced the 
amount of faulty merchandise re- 
turned. 

“These 557 companies, or prime 
resources, did us enough good to 
more than offset a multiple of 
buying mistakes and dollar losses 
caused by many thousands of other 
items in our company from thou- 
sands of vendors,” he said. 


5.000 Retailers Participate 
in Carpet Fashion Opening 


Five thousand retailers partici- 
ated in the third annual Carpet 
ashion Opening in New York, ac- 
cording to Merrill A. Watson, pres- 
ident of the Carpet Institute. Fur- 
niture stores comprised 50% of the 


group, 20% were department 
stores, and 30% were specialty 
stores. 


California led the nation in re- 
tail participation, followed closely 
by New York, Pennsylvania and 
Ohio. Ninety-five per cent of this 
years advertising was of a style 
nature, the institute reports. 


Poll Confirms That Selling’s Tougher Now 


New York, May 8—Selling in 
recent weeks has become more dif- 
ficult in some lines, and a poll of 
a cross-section of the membership 
of the Sales Executives Club of 
New York, just completed, con- 
firms this. 

The club's research committee, 
under the chairmanship of Albert 
J. Wood, president of A. J. Wood 
& Co., discloses that 48% of execu- 
tives questioned report sales have 
become more difficult; 32% re- 
port their sales have changed but 
little; 10% say sales are easier; and 
10% say they are unable to evalu- 
ate the situation accurately. 

Sales executives seem to have 


anticipated the situation, the com- 
mittee reports. At the end of Janu- 
ary, when it began to appear that 
many salesmen might be relegated 
to the position of order takers, the 
committee says, a poll of sales ex- 
ecutives disclosed that sales man- 
agers intended to maintain their 
advertising programs and continue 
their sales training plans 


S. S. Jackson Joins McClay 

S. S. Jackson, formerly advertis- 
ing and sales manager of Bib Co., 
Lakeland, Fla., has joined V. L. 
McClay Co., Pittsburgh food bro- 
ker. Mr. Jackson will direct mer- 
chandising for products handled 
by McClay. 


YOU CAN SELL THE CHURCH MARKET 


50,203 


JANUARY NET PAID 


Christian 


- « « IF YOU TELL YOUR STORY 
TO THE RIGHT PEOPLE! 


1 87% of CHRISTIAN LIFE’S readers 
Write for sample copy. Lite choses: 6.519 are posters 10,256 church officers, 
714 Sunday school superintendents, 20,337 Sun- 
434A South Wabash Ave., Chicago 5 day school teachers 


"Be sure 
that line about 
the ‘yellow pages’” 


to include 


3MTRAIIG YIOD 


Aeneas ore 


“The client wants to make it easy for readers of 
his advertising to find his dealers. That’s why he 
uses Trade Mark Service in the ‘yellow pages.’ 


“And that’s why he wants his ads to include a line 
like, ‘See the list of our dealers in the ‘yellow pages’ 
of your Classified Telephone Directory.’ In this: way 
we make it easy for prospects to buy... and the 


advertising produces more results.” 


National Trade Mark Service displays your client’s 

trade-mark or brand name over a list of his dealers 

in the Classified Directories. It can be bought in 

32 million directories all over the country or 

in selected localities. 
4mEpicas uvine GUIDE FOR OVER 60 Yeap. 


For further information call your local telephone business 
office or see the latest edition of Standard Rate and Data 
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This department is a reader’s forum. Letters are welcome. 


Adman Sympathizes; Gives 
Jacqueline Some Advice 

To the Editor: The “Strange 
Case of Jacqueline Margett-Dwy- 
er” in your April 30 issue inter- 
ested me. Let me quote an expres- 
sion made by the immortal Car- 
penter in The Ballad of the Walrus 
and the Carpenter, by Charles Lut- 
widge Dodgson, “I deeply sympa- 
thize Here's advice: 

1. If you believe the conclusions 
of the Four A's test, you must 
follow the recommendations sug- 
gested to you. It seems to me that 
is what you are doing now, and 
it is what you have done in the 
past as a housewife and as a part- 
time theses editor. Consider doing 
foreign language translations on a 
part-time basis. 

2. If you do not agree with the 
conclusions of the Four A’s test, 
forget it. You did ask for it, you 
did pay for it, you did take it, and 
you did receive your answer in 
some two-and-four-lettered An- 
glo-Saxon words. My small under- 
standing of the science of seman- 
has enabled me to interpret 
what is meant by those answers. 
Golly, suppose you had passed! 
Huh? 

3. Take the best-paying job that 
you can get in any branch of the 
field of advertising. Face the facts. 
Money contributes greatly toward 
emotional satisfaction and adjust- 
ment. Probably you cannot begin 


tics 


working as an account executive, 
though—especially without an ac- 
count. 

4. Don’t classify your predica- 
ment as “on the horns of a dilem- 
ma.” This definition precludes res- 
olution, even “by advertising peo- | 
ple. ..to whom advertising is bread 
and butter, work and play...” 
Remember that logic (Jevons) de- | 
fines a dilemma as a situation 
which offers two equally unsatis- 
factory courses from which you 
must choose one course of action. A 
dilemma cannot be resolved, but 
it may be contradicted. Contradict | 
yours. 

These ideas are offered in the} 
spirit of helpful advice. I have | 
never taken the Four A’s test. | 

JOHN F. H. HOLLENBECK, | 

Advertising Manager, Colotyle 

Tvle-Bord Inc., Seattle, Wash. 


Says ‘Production for Use’ 
Belongs to Cave Man Era 

To the Editor: Mr. DeVoto cer- 
tainly needs a better understand- 
ing of his “classic basis of Capital- 
ism—production for use” (I am} 
not sure Mr. DeVoto said just those 
words, but ADVERTISING AGE said 
he said those words and that’s good 
enough for me. Anyway, the April 
issue of Fortune has not reached 
our lobby yet—probably still being 
digested by Top Brass of our com- 
pany). 


Views = 


nrnal 


Owners and operators of Radio Station WHAS and Television Station WHAS-TV 


364,123 DAILY + 


293,426 SUNDAY 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


| Co. 


All I have ever learned about 
Capitalism vs. Socialism is that 
Capitalism is “classically based” 
on production for sale, or in other 
words, production of both needed 
and wanted goods, whereas So- 
cialism has a theory of “planned 
economy” or, in other words also, 
production for use. If Mr. DeVoto 
thinks that advertising has aban- 
doned the classic basis of Capital- 
ism—production for use, I'm afraid 
he is 100% correct. I’m glad he is 
right, too. The present advertising 
structure of the country would 
soon go to H--- if all we had to 


advertise was the “use” or needed | 
| 


goods. 

Do you suppose the author real- 
izes that only about half of all 
employed people in the U.S.A. 
are engaged in manufacturing or 
producing “use” goods? What does 


he propose doing with the other, 
half when depression comes? Isn’t| 


sale, even if it includes blue-han- 
dled knives, stop-light vacuum 
cleaners and streamlined meat 
grinders, might have something to 
do with the power and prosperity 
of our country? Don’t you suppose 
that all these labor-saving devices 


| it just possible that producing for | 


| contribute a small amount to our} 


eight-hour day and five-day week | 


in comparison to the old 12-hour, 
seven-day grind? 

Production for use belongs to the 
Cave Man era—when one stone 
axe wore out he made another. It 
was just a little later that “pro- 
duction for sale’ came into being 
when an idle man decided to stock 
up on a few axes and subsequently 
sold them to lazier residents of 
the cave. 

Three cheers for “production for 
sale” as practiced by present-day 
magicians. As a witch doctor, by 
DeVoto’s definition, I am going to 
say...So long, Mr. D., I have to 
get busy brewing up some more 
gewgaws and assorted fetishes. 

JoHN P. RUDDEN, 

Altes Brewing Co., Detroit. 


Holds Out for ‘Specialists’ 

To the Editor: All of the replies 
to the editorial concerning the ef- 
fect of TV on small agencies 
seemed to say: “It will be tough 
but we can do it.” 

I wish to express the opposite 
viewpoint. Expansion in an indus- 
try is the cause of birth of the 
specialist and an opportunity for 
“parts” manufacturers. TV will not 
be the death of small agencies but 
can, will, and should become the 
incentive for advertising agencys 
to specialize, just as The Buchen 
specializes in non-consumer 
products, the free-lance writer 
specializes in creative work and the 
direct mail houses specialize in 
one media. 

By specializing, agencies can 
provide better, more efficient, ana 
cheaper service to clients. It is no. 
every large agency that wants a 
client whose budget can provide 
only a weekly radio or TV show 
on a single station. Yet there is 
plenty of business like the used 
car lots, for which no other me- 
dium could do the job. 

TV has created an entirely new 
business of TV film producers. Ii 
these establishments are not a part 
of the advertising business, then 
neither is General Outdoor or di- 
rect mail advertising. The Kather- 
ine Avery Agency in Chicago now 
does nothing but write TV scripts 
and commercials and has several 
small but good clients whose prod- 
ucts are well suited to TV. Prior 
to TV Miss Avery wrote radio 
scripts, and now has national rec- 
ognition. 

Kenton E. SMITH, 
Chicago. 


Wilson Food Column 
Got Low Readership Cost 

To the Editor: With reference 
to the discussion which has been 
going on in your Voice of the Ad- 
vertiser columns about getting 
readership for newspaper ads at 
low cost, you may be interested in 
a letter I have just received from 
Milton J. Dempsey of the advertis- 
ing staff of the Chicago Tribune. 

Our agency had asked him to 
give them readership ratings on 


r Kitehens 
a , 
For Smock-time or Meal-tene You Can't Beat Bacon 


ALL appetites respond as they catch the first sweet, smoked 
Bacoe when if starts to cook. 


Pour corn bread hatter, your own recipe 

cr acorn mufhin ma inte buttered haiting 

pan Cut up decor sx 

and checkerboard them over the top. (hen 
sual 


Bocee Curls: Cook bacon until edges 
curl, turn and repeat then roll up on @ 
fork and heat crap. Lee ae garman. 


Tomgy Becen Mates Taste Breoktowy 
‘You ail know how fine favored Wilson's Certi- 
the jeaktast egg It 


Agpetizen: | Pocon Tidbvte—Dip half length 
shces of bacon in water 


then im crap 


the 


“Wilson's Weekly 
which appears regularly on food | 
pages of 135 newspapers and is} 
now in its 12th year. He reported 


Bulletin” 


that none of the Tribune 1950 
readership studies had been made 
on a day on which this advertising 
appeared, but added: 

“The attached ad, however, that 
ran Nov. 3, 1949, had remarkably 
high readership among women. 
The figures were as follows: 


Noted 32° 
Seen and associated 39% 
Read most 25° 


“Based on the rate which was in 
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effect at that time, the cost per 
thousand women readers was as 


follows: 

Noted $1322 
Seen and associated 1.39 
Read most 1.86 


“I do not believe that the files 
of the newspaper advertising as- 
sociation in their long history of 
readership studies have anything 
that’s comparable, particularly for 
this size advertisement (270 
lines) .” 

While the ad in question—a copy 
of which I am enclosing—is a year 
and a half old, I thought it might 
be interesting in view of the dis- 
cussion in your pages. 

Don SMITH, 

Advertising Manager, Wilson 

& Co., Chicago. 

* e + 
Editor Provides CAB Fill-in 

To the Editor: I was very much 
interested and heartily approve of 
your editorial, “A Pernicious Doc- 
trine’” [AA, April 23]. However, 
I do feel that there is one para- 
graph missing. That paragraph 
should tell the readers to whom we 
should write in order to protest 
the ruling of the Civil Aeronautics 
Board. 

Could you give us the names and 
addresses of people to whom the 
readers should send a strong pro- 
test as soon as possible? 

WILLARD A. PLEUTHNER, 

Batten, Barton, Durstine & Os- 

born, New York. 

Joseph J. O'Connell Jr. is chair- 
man of the Civil Aeronautics 
Board; the address is Department 
of Commerce Bldg., Washington, 
D. C. Oswald Ryan is vice-chair- 
man, and members are Josh Lee 
and Harold A. Jones. 

e e «+ 
Zenith Hits the Mark 

To the Editor: Attached is one 
of the jumbo telegrams we pre- 
pared for distributors’ use in an- 
ticipation of Gen. MacArthur's 
television appearances. 

This idea was conceived by Com- 
mander McDonald on Friday, April 
13. We started to work on it about 
noon and telegraphed a suggestion 
to our distributors that they do 
the same. 

Our New York and Chicago dis- 
tributors had the jumbo printed 
overnight and by 8 o'clock in the 
morning had crews streaming 
through the respective cities get- 
ting them up in dealers’ windows. 

This was an exceedingly fast 
action and illustrates the uncanny 
accuracy of McDonald’s appraisal 


Miller € 
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of coming events. Note that the 
telegram specifically spoke of 
MacArthur's arrival in San Fran- 
cisco; his parade up Pennsylvania 
Ave. and his address before a joint 
meeting of Congress; as well as the 
high enthusiasm and shower of 
ticker tape shown in his New York 
appearance. 

Few of these MacArthur ar- 
rangements had been made at the 
time the jumbo telegram was pre- 
pared. 

Tep LEITzeEL, 

Zenith Radio Corp., Chicago. 

The dealer-window message be- 
gan: “Would you like to have a 
front seat to see and hear Gen. 
MacArthur as he addresses Con- 
gress and tells his story to the 
American people? Would you like 
to greet him in your own home?” 


Get Down to Fundamentals, 
Reader Advises Admen 

To the Editor: When I read the 
report from Ralph W. Hardy, di- 
rector of government relations for 
the National Assn. of Radio and 
Television Broadcasters, I felt in- 
clined to answer. I can well under- 
stand why members of Congress 
frequently reflect a shocking lack 
of understanding of the functions, 
purposes and worth of advertising 
in our economy. 

One week we have Mr. Ewald 
telling us that newspaper readers 
read nothing but the ads. The next 
week Don Belding is trying to sell 
the Don Belding way of life to us. 
The following week Mr. McLean 
of the Associated Press and a Phil- 
adelphia newspaper, tells us that 
all the newspaper reader reads is 
the editorial content of the news- 
paper. Then Hooper, Nielsen and 
other researchers all come up with 
bales of statistics about the adver- 
tising business, all at variance with 
one another 

I can well understand why the 
simple-minded congressman wouid 
think something was phony about 
advertising when the people in 
business can net even get together 
on simple statistics within the 
business. Advertising has to quit 
patting itself on the back and get 
down to the fundamental concepts 
of what it is supposed to do and 
make things simple for the public 
as well as for the congressman. 
Eliminate the formulas which have 
been developed over the years and 
get back to the concepts which we 
had in the business when Don 
Belding and Mr. Ewald were just 
starting out and didn’t have to 
compete with the political fellows 
in order to project their ideas. 

Epwarp J. FLYNN, 

Edward J. Flynn & Associates, 

Los Angeles. 


A Matter of Form 

To the Editor: Re “I dreamed 
I was a toreador” (Creative Man’s 
Corner, April 23). 

The gal in the Maidenform has 
me worried. Bullfighting is a gory 
business. If the young ladies of 
this generation are going in for 
such bloodthirsty acrobatics just 
to show their “boobytraps”—God 
help the G. Is! 

In my day the maidens were 
more modest—and the breastworks 
they supported were at least hon- 
est, if not quite so geometrically 
proportioned. 

I've often wondered what the 
young men of the present genera- 
tion think when they discover they 


have been cleverly deceived by 
false fronts of near impeccable 
perfection. 

Cart CULPEPPER, 


North Hollywood, Cal. 
. . + 
The Editor Is Appalled 
To the Editor: Referring to The 
Eye and Ear Department in your 
issue of Apfil 30—re Lux Radio 


Theater 
What with attempting to recon- 
cile the fact that Hollywood 


glamor is a preservative used suc- 


cessfully by the show, along with 
the cheerful assurance that Lux 
Theater does not “pale” on its lis- 
teners, I got sort of confused. 

Guess I'll just have to settle for 
Lux as a nice, clean show—it 
couldn't help but be with all that 
soap! 

Gene McCaaic, 
Ambro Advertising Agency, 
Cedar Rapids, la. 
* * . 


‘There'll Always Be an Adman’ 


To the Editor: For quite a few 
years before retiring to the chores 
of dairy farming | actively partic- 
ipated in the advertising profession 
in Chicago. 

Not too long ago I remember 
reading several articles in your 
publication by James Woolf, for- 
mer JWT copywriter. These ar- 
ticles pertained to things a small- 
town retailer could apply to his 


advertising and merchandising. As 
I recall, they were excellent. 
Now, as a resident of a small 
town, I know many people I would 
like to pass these suggestions on to. 


I am wondering if they were ever | | 


put in reprint form and if so how 
do I go about getting copies. 

Even though far removed from 
the advertising profession today I 
look forward to my copy of Ap- 
VERTISING AGE just as eagerly as 
the days when I lived and breathed 
the things you talk about on your 
pages. I really feel it keeps me as 
well 


Ave. 
J. R. Bue. Jr., 
Dexter, Mo. 


Copies of the booklet, “How to} 
Put Salesense in Advertising,” are | 


available from Advertising Age, 


200 E. Ontario St., Chicago 11, at! 


75¢ each. 


informed as if I were still! 
sitting in an office on Michigan | 


DIESEL PROGRESS advertising 


_ Sure pays off! 


“These orders just ain't hay — they 
come from the big names of the 
diesel industry — all of whom are 
DIESEL PROGRESS readers. I can see 
now why DIESEL PROGRESS carries 
more advertising than any other publication exclusively 
serving the diesel market.” 


Write for DIESEL PROGRESS 
Market and Media File. 
Rex W. Wadman, Editor and Publisher 


td and Production Office 
816 N La Crenege Bivd., Los Angeles 46, Catif 


ledger is what a bookkeeper, keeps 


but Ledger 


is a newspaper 


Every Ledger has a ledger... unless the proprietor 
uses a hickory shingle and a piece of chalk. And a 
Ledger’s ledger is a pretty valuable record of who owes 
what and how much to whom. 


All of which may sound confusing but doesn’t read 
that way. The proper use of capital and lower-case 
initials keeps the meaning clear. It’s the same with Coke. 


As the friendly abbreviation for Coca-Cola, Coke is a 


proper name 


like the name of your newspaper. Also, 


it is a registered trade-mark. And good practice requires 
the owner of a trade-mark to protect it diligently. 


So—to point the way to clarity...to remind you of 


THE COCA-COLA COMPANY 


Ce ee Oe 


——e 


correct usage . . . and to safeguard our trade-mark—we 
keep asking you to reach for an upper-case “C” when- 
ever you write or print Coke. 


4, 
Ask for it cither way COM 
" REG US PAT OFF 
Coke 
REG.US-PAT. OFF, 


= 


... both trade-marks 


mean the same thing. 
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PHOTOGRAPHIC REVIEW 
F THE WEEK 


Taubkin, New York Times, Ist vice-president; Frank Knight, 
Charleston, W. Vo., Gazette, secretary-treasurer. Standing: Ben 
Simmons, Tampa Tribune; Bert Stolpe, Des Moines Register and 
Tribune; Lynn West, Detroit Free Press; Otto Silha, Minneapolis 
Star and Tribune; William Eager, Montreal Stor, board members 


NNPA OFFICERS—All together for a picture after the National 
Newspaper P. tion Assn. ion hubbub are the asso- 
ciation’s newly elected officers. Left to right are (seated): Douglas 
Cornette, Louisville Courier-Journal and Times, 2nd vice-presi- 


dent; Clarence Harding, South Bend Tribune, president; Irvin 


FETE HIGGINS—War correspondent Marguerite Higgins chats with R. B. Alex- 

ander (left), advertising sales manager of the Woman's Home Companion, and 

Edward Anthony, Companion publisher, during a luncheon given in her honor by 
the magazine 


+s 


SPEEDS 
SUNTAN * 


PREVENTS p 
SUNBURN * 


SUTRA SUNTAN—Artra Cosmetics says that in its three-month intensive campaign 

beginning this month “advertising copy will depart from the routine of pretty girl 

oppeal ond feature the family use of Sutra’ as a suntan cream and lotion, as pre- 
sumably this point of sale piece indicates. Kelly, Nason Inc. is the agency. 


MOST-SEEN POSTER—This irresistible scene on U. S. Highway 
11, just outside Rogersville, Tenn., was found by Henry S. Harmi- 


KING-SIZE—Some of the 95 or more members of the McCann- 
Erickson staff who work on the Standard Oil account at a re- 
cent “King-size” party honoring the cast members of the Wayne 
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"The Beer that made Milwaukee FuRious™ 


—— 


TAKE-OFF—William P. Baker, president of Regal-Amber Brewing Co., San Francisco, 

posed for this poster for Regal Pale, “the beer that made Milwaukee furious,” now 

posted on Wilshire Blvd. in Los Angeles. The some copy theme will be emphasized 
in point of sale material through Abbott Kimball Co., San Francisco agency. 


TELEVISION PITCH—Patrick H. Gorman, advertising manager, Philip Morris & Co., 

watches as Lloyd Griffin, Free & Peters vice-president, shows a strip film on WPIX, 

New York, using the radio-TV station representative's new telestrip unit. Unit fits 
into ordinary briefcose. F&P is holding many such sessions with advertisers. 


7 


PURE-PREMIUM 


GASOLINE | 


son, New Orleans, who sent in the photo last week thinking AA 
“might find some use’ for it. His hunch was right. 


King show, which features Standard Oil's Red Crown gasoline 
as the ‘King-Size Gas Buy.” Mr. King is kneeling in the center 
and Sidney Wells, McCann-Erickson vice-president, is at far right. 
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95 Industrial 
Editors Win Top 
Awards from ICIE 


Cuicaco, May 10—The Interna- 
tional Council of Industrial Editors 
gave the editors of 95 publications 
“highest award” certificates at the 
council’s tenth annual conference 
here this week. 

The publications winning high- 
est awards in the ICIE annual pub- 
lications contest were selected 
from a record 865 entries from the 
U. S., Canada, Hawaii, England 
and Belgium. In addition, a total 
of 137 publications received honor- 
able mention citations. 

The competition was sponsored 
by the council and conducted by 
its Massachusetts chapter. Publi- 
cations were rated on a basis of 
accomplishment of purpose, edi- 
torial achievement, appearance 
and production achievement. 


@ The 95 highest award winning 
publications, their editors and 
sponsoring companies, are as fol- 
lows: 

INTERNALS 

AM, Mary Hand, American Mutual Lia- 
bility Insurance Co.; Among Ourselves, 
Bill Levering, Los Angeles Times-Mirror 
Co.; Bell Telephone News, Maurice Akin, 
Illinois Bell Telephone Co.; Better Living, 
Leavitt S. White, E. I. duPont de Nemours 
& Co.; Cadillac Accelerator, C. M. Jick- 
ling, Cadillac division of General Motors 
Corp.; Contact, Mrs. B. Lynn, H. L. Mc- 
Donald and Monty Berger, Canadian In- 
dustries Ltd 

Edison Round Table, Lora K. Briggs 
Commonwealth Edison Co.; The E’Port 
Observer, Arnold H. McClow, Singer Mfg 
Co.; Indiana Telephone News, Robert S 
Smith, Indiana Bell Telephone Co.; The 
Lockheed Story, John E. Canaday, Lock- 
heed Aircraft Corp.; Long Lines, Joseph 
G. Lindsay, American Telephone & Tele- 
graph Co.; The Microphone, A. G. Bene- 
dix, Western Electric Co. 

News and Views, Fred J. Tuerk, Cater- 
pillar Tractor Co.; Northwestern Bell, 
W. C. Strang, Northwestern Bell Tele- 
phone Co.; The Ohio Bell, John H. Page 
The Ohio Bell Telephone Co.; On Tour 
T. D. Collett, Union Oil Co. of California; 
Pacific Telephone Magazine, Richard C 
Smith, The Pacific Telephone & Tele- 
graph Co.; The Prudential Western Scene, 
William W. R. Peterson, Prudential Insur- 
ance Co. of America. 


@ The Seagram Spotlight, Eugene Feen, | 
Seagram-Distiliers Corp.; The Standard | 
Oiler, William H. Jones, Standard Oil 
Co. of California; Star and Tribune 
Makers, Ralph Thornton, Minneapolis 
Star and Tribune; Sun Life Review, S. P. | 
Tyler, Sun Life Assurance Co. of Canada; | 
Sun Production Pipe Line News, John | 
Sidney Smith, Sun Oil Co.; Syachee- | 
scope, Peter Helmers, The Detroit Edison 
Ce. 

Telephone Review, Spencer C. Valmy. 
New York Telephone Co.; Times Talk, 
Ruth Adler, New York Times; Today, | 
G. F. Zimmermann, International Har- 
vester Co.; The UI News, Anne Gruen, 
United [luminating Co.; Unifruitco Mag- 
azine, David D. Zingg, United Fruit Co.; 
Weirton Steel Employes Bulletin, John 
A. Jones, Weirton Steel Co. 

EXTERNALS 

Alcoa Aluminum News Letter, Robert 
A. Neary, Aluminum Co. of America; 
American Optical Vision, Ray Gardner, 
American Optical Co.; The Beaver, Clif- | 
ford P. Wilson, Hudson's Bay Co.; Boeing 
Magazine, Keith Kinsman, Boeing Air- 
plane Co.; Broadcast News, J. P. Taylor. 
Radio Corp. of America; Cathode Press, 
Robert F. Lane, Alice F. Machiett, Mach- 
lett Laboratories Inc 

C-I-L Oval, Monty Berger, Alan Reeve, 
Canadian Industries, Ltd.; The Compass, 
R. W. Creden, Socony-Vacuum Oil Co.; 
Depictor, N. B. Bjornson, Lavenson Bu- 
reau of Advertising, Edward Stern & Co.; 
Du Pont Magazine, James H. McCormick, 
E. I. duPont de Nemours & Co.; Fireman's 
Fund Record, Nelson Valjean, Fireman's 
Fund Insurance Co.; Flying-A-News, Don 
Hughes, Tide Water Associated Oil Co 

The Ford Dealer Magazine, C. H. Dyke- 
man, Ford Motor Co.; Ford Times, W. D 
Kennedy, Ford Motor Co.; Ford Truck 
Times, W. D. Kennedy, Ford Motor Co.; 
Fragrance Forum, Marie D. Travers, An- 
gelique & Co.; Friends Magazine, John 
H. Warner, Chevrolet Motor division, 
General Motors Corp.; Harvester World, 
G. D. Hurley, International Harvester Co. 


@ Honeywell Flight Lines, Merrill Jones, 
Minneapolis-Honeywell Regulator Co.; In- 
strumentation, J. F. Sullivan, Minneapolis- 
Honeywell Regulator Co; International 
Esso Oilways, W. R. Robinson, Foreign 
Affiliates of Standard Oil Co. (N. J.); 
International Harvester Horizons, Law- 
rence Teeman, International Harvester 
Export Co.; The Jen-Sal Journal, A. H. 
Quin, Jensen-Salsbery Laboratories Inc; 
Lincoln-Mercury Times, W. D. Kennedy, 


Ford Motor Co. Lincoln-Mercury division. 

Medical Horizons, Blair Tinkess, Sandoz 
Pharmaceuticals; Modern Pharmacy, 
George A. Bender, Parke, Davis & Co.; 
Mohawk Pow Wow, Louis Magila, Mo- 
hawk Carpet Mills Inc; The Natural Gas- 
ser, Robert C. Pattison, Warren Petroleum 
Corp.; Pegasus, William G. Key, Fair- 
child Engine & Airplane Corp.; People 
and Places, Burton D. Loken, De Soto 
division, Chrysler Corp. 

The Plaskon Magazine, E. Wyatte Hicks, 
Plaskon division, Libbey-Owens-Ford; 
Printed Words, Mildred Weiler, Von Hoff- 


mann Press Inc.; Process Industries 
Quarterly, Henry J. Volker Jr., The In- 
ternational Nickel Co.; Reflections, Joe 


R. Schoeninger, The E. F. Schmidt Co.; 
Report from Cincinnati Milling, C. J 
Groom, The Cincinnati Milling Machine; 
The RGB Circle, George H. S. Franklin, 
Rapid Grip & Batten Ltd 


@ Sabena Revue, Gus Poncin, Sabena 
Belgian Airlines; Scenic South, Robert B. 


M y. Standard Oil Co. (Ken- 
tucky); Service, Merle Thorpe, Cities 
Service Co.; Sound Business Magazine, 


Elmer H. Johnson, United States Gypsum 
Co.; Sperryscope, Philip Biddison, The 
Sperry Corp.; Steel Horizons, F. L. New- 
meyer Jr., Allegheny Ludlum Steel Corp.; 
The Sunray News, Luther Williams, Sun- 
ray Oil Corp. 
The Texaco Dealer, J. Lawrence Filson, 
The Texas Co.; Texaco Town Talk, Wil- 
| fred B. Talman, The Texas Co.; Tile and 
Till, B. R. Mull, Eli Lilly & Co.; Voice- 
| ways, Annette Herber, New York Tele- 
phone Co.; Watch, Victor A. Larsson, 
| American Mutual Liability Ins. Co.; West- 
ward, Chandler Young, Kaiser Steel 
Corp.; Wheels, Joseph W. Rice, American 
Car & Foundry Co 
INTERNAL-EXTERNALS 

The Bee-Hive, Paul Fisher, United Air- 
craft Corp.; The Carbuilder, Paul Acker- 
man, Pullman-Standard Car Mfg. Co.; 
Dravo Review, Wiliam H. Collins, Dravo 


Corp.; The Fiying Red Horse, Elmer M. | 


Applegit, Socony-Vacuum Oil Co.; The 
Humble Way, Walter G. Beach, Humble 
Oil & Refining Co.; The Lamp, Edward 
R. Sammis, Standard Oil Co. (N. J.); La 
Revista Du Pont, Julio Vargas, E. 1. du 
Pont de Nemours & Co.; Weyerhaeuser 
News, A. W. Clapp, Weyerhaeuser Sales 
Co. 

Leica Photography, Stanley C. Samuel, 
E. Leitz Inc; The Link, Howard J. Van 


Paul W. Fisher, United Air- 

The Solar Blast, Samuel P 
Weston, Solar Aircraft Co.; The Texaco 
Star, Ellis Prudden, The Texas Co.; 
Tracks, Ted O'Meara, Chesapeake & Ohio 
Railway Co.; Union Electric Quarterly, 
Francis X. O’Brien, Union Electric Co. of 


port 1951, 
craft Corp.; 


| Mo 


FRATERNAL ASSOCIATION 


American Gas Association Monthly, 


Dyke, The Carter Oil Co.; Pictorial Re-| Jac A. Cushman, American Gas Assn. 


Covering Catholic Schools, Churches, Convents, Rectories, Institutions 


CHURCH PROPERTY 


ADMINISTRATION 


up 


t for Building Industry’s 


. on 


Portion of sales floor of ao BSN-reading super- 
merchant who sells contractors, builders, 
carpenters and home owners $4,000,000 
worth of building materials annually. 


ot cae 


$7 BILLION SALES in 1951 


This lumber and building material dealer is a super-market merchant in his 
own home town, because he actively promotes, merchandises and sells to these three big 


building markets: 
Ist. 


construction business. 


2nd. 
3rd. 


and farmers. 
BSN’s over 19,000 dealer-readers, including more than 8,000 building product 
super-market merchants like the one pictured above, average over $356,000 annually. 
The BSN building material dealer is the biggest merchant in the average town. 
For 34 years BUILDING SUPPLY NEWS, and its advertisers, have sparked 
this merchandising revolution. That's why BSN-trained dealers outsell all others. 


To his 100,000 builder-contractor customers, for still-vast new 


To the multi-billion dollar remodeling and repair market. 
To the huge over-the-counter trade, generated by 46,000,000 families 


These merchants advertise, promote and sell adhesives and axe handles, 

flooring and floor polish, homes and home appliances—a total of 7 BILLION DOLLARS 
worth of building products and related home service merchandise. 

If that’s your business—then you have business in BSN. 


Supply News 


5 South Wabosh Avenve — Chicago 3 


“Because it offers less waste 
ond grecter interest in pe 
riodé of economic stress — 
the business poper is the 
short, sure approach to the 
soundest, most prosperous 
branch of the building 
industry.” 


— Herold H. Rosenberg 


Still @ few left. Send for 42-poge 
booklet, “SALES AND PROFITS PLANS 
FOR 1951.” Write or phone today. 
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AB 


A PC « em ete 


No. 3962. A New Gutde to Color 
Lithography 
From the Meehan-Tooker Co. 


‘comes a handsome new book, “Col- 
or Lithography,” which provides 
inspirational thought for every art 
and production department. From 
ballet dancers by Fried Pal (better 
than Degas) to color photos of 
Pepsi-Cola, and on to Dali’s illus- 
trations for Don Quixote, it Is a 
rich collection. Some practical sug- 
yestions on type and on litho- 
graphic processes add to the value 
of the book 


No. 3963. Influence of Elks Studied. 

Elks Magazine offers a new 
brochure, “Elktown, U.S.A.,” in 
which the influence of the Elks is 
illustrated by studying the posi- 
tion of B.P.O.E. members in Belle- 
ville, Il. Considered typical of 
Elks nationally, the study reveals 
an average age of 45, and average 
income of about $8,500 and goes on 


to analyze home ownership, auto 
ownership, travel, sports, hobbies, 
insurance, etc 
No. 3964. How to Reach Paint 
Trade. 
“Fundamentals of Successful 


Advertising to the Paint Trade” 
a new handbook offered by Amer- 
ican Paint Journal Co. It covers 
the economics of the situation, di- 
rect mail, publication advertising, 
sales portfolios, manufacturers’ 
agents, etc 


is 


No. 3965. New St. Louis Data. 

Station KXOK offers a new data 
folder, “Here’s the New St. Louis,” 
describing the market and pro- 
viding maps of the area, together 
with figures on radio homes and 
retail sales. 


Note 


Readers Service Dept., 


Inquiries for the items listed above will not be serviced beyond June 25. 


USE COUPON TO OBTAIN INFORMATION 


ADVERTISING AGE 


No. 3966. Ebony’s Circulation Sur- 
veyed. 

Johnson Publishing Co. has just 
released a new brochure—*‘10 City 
Survey of Newsstand Magazine 
Sales in Negro Communities.” It 
shows how Ebony and Tan Con- 
fessions stack up with general, 
romance, service, and fashion mag- 
azines. The study gives an inter- 
esting picture of the sales of pop- 
ular magazines in predominantly 
Negro communities. 

No. 3947. 
Ohio. 

John W. Cullen Co. offers a new 
booklet, “Ohio Select List Market,” 
describing the coverage of the 51 
papers making up the list. The 
booklet gives circulation and rate 
figures; papers offering color; auto 
registrations by counties; gas and 
oil sales; food sales; drug sales; 
beer and wine consumption; liquor 
sales; farm market; and list of pa- 
pers publishing special holiday! 


New Market Data for 


: 75¢ per line, minimum charge $3. Cash with order 


Figure al! cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 


line. Add two lines for box number. 
ceding publication date. 
column inch. Regular card discounts, 


Deadline Wednesday noon 12 days pre- 
Display classified takes card rate of $11.25 per 


size and frequency, apply on display. 


HELP WANTED 


Jr. Acct, Exee.—Industrial $3600 
Advtg. Asst.—Soft Lines $6000 
Sales Mgr.—Direct Selling Exp $12,000 
Advtg. Manager — Foods $6500 
SHAY AGENCY 
30 W. Washington Chicago 2, Ill 
CREATIVE ADVERTISING MAN 
Memphis advertising agency has real op- 
portunity for experienced creative adver 


Should be 
advertising, 


tising man 
phases of 


able to handle all 
visualize and follow 
through, write copy, plan, contact. En 
close samples or proofs of work, which 
will be returned, together with complete 
experience resume, references, age, salary 
expectations. Here is outstanding adver- 
tising opening with definite future for 
right person. Write 624 Commerce Title 
Building, Memphis, Tennessee 


PERSONALIZED SERVICE 
Advertising-Promotion & Sales Managers- 
Copywriters-Account Executives-Editors- 
Artists-Merchandising-Research-Layout- 
Radio-TV-Production and Salesmen 

THE HONES COMPANY 
14 E. Jackson Bivd Chicago 4, Il! 


ARTIST 
Maybe you're low man on the totem pole 


stymied, but eager. You make good visu- 
als, comps, and you're smart. Here's an 
opening, with opportunity to advance—in 


Western New York. Reply giving details 
of experience, salary, etc. to 


Box 3784, ADVERTISING AGE 
N. ¥ 


editions during the year. SS. Se S.. Now Fern 1 
ADVERTISING ASSISTANT 

_ Opportunity for aggressive young man 
No. 3958. Wichita Market Data.| with creative layout & copywriting expe- 
Ti ehi > . «| rience. Sales experience desirable. This is 
The Wichita Beacon offers @la chance to develop with a large mid- | 
new data folder, “The Beacon Sto-| western food processor. Give cc iplete de- 
ry,” which includes a map of the! tails in letter covering experience, salary 


area served by the paper 
ures on retail 


and fig- 
sales and effective 


buying income by the counties 
covered 

' 

No. 3957. Concentrated Auto Mar- 
ket 


“The Time Market for Automo- 
biles,” (report #1084) is a new 
study by Time showing that its 
readers own 111 autos per 100 
families, against a national aver- 
age of 83 per 100. The report con- 
tains interesting figures on age of 
cars owned, principal cars, second 
cars, station wagons, etc. 


i \ 
| 200 E. Illinois St., Chicago 11, Ml. ; 
t Please send me the following (insert number of each item wanted | 
| | —Please print or type) | 
| ! 
1 ee 1 
ca ali cl I 
1 I 
| TITLE 1) 
| | 

| 
| ADDRESS .... 4 
| city & ZONE STATE i| 

a 


WHATCHA GOT? 
Got some service or equipment to sell” 
Got a yen to move on to greener pas- 
tures? Got to get a man to fill an im- 
portant job? Then tell the advertising 
world about it right here in the classi- 
fied columns of ADVERTISING AGE 
Result-reports from advertisers prove 
that it gets jobs for men, and men for 
jobs, in all salary brackets and in al! 
parts of the country. Being primarily 
a news paper, ADVERTISING AGE’S 
classified columns are read most thor- 
oughly—AND GET RESULTS! 


| college 
| agement 


| 209 S. State 


required, military status 

Box 3785, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr 2-0115 Chicago 
ADVERTISING ASSISTANT 

Young woman to assist busy advertising 
manager in all phases of advertising and 
sales promotion. Involwes both detail and 
creative work. Must be able to type 
take light dictation. Good opportunity 
with small, well established manufacturer 

Box 3778, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 

SALES PROMOTION ASSISTANT 
Young man wanted by aggressive mid- 
western food processor. Need man with 
some sales experience and merchandising 
or sales promotion experience preferably 
with food chain, advertising agency or 
food manufacturer. Write giving complete 
details of experience, salary expected and 


military status 
Box 3786, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


HARRISON PERSONNEL SERVICE 
Established 36 Years 
Advertising-Sales Promotion Managers- 
Sales Executives-Salesmen and Editorial 

men. Positions up to $15,000 
20 W. Jackson Blvd 
SPACE SALESMEN 
preferred but not essential if 
you qualify otherwise. Established indus- 
trial trade paper is expanding its sales 
force and needs men for the following ter- 
ritories: Wisc., Minn., Boston, Ohio, Mich., 
Western Penna., Western N. Y. and part 
of Chicago. No territory worth less than 
$15.000 yearly income. Top men should 
make more. Commission rate high. To 
qualify you must be between 27 and 40, a 
graduate and have sold top man- 
This is a real opportunity for 
ambitious men who are seeking permanent 


Chicago 4 


Experience 


connections. Write giving full history in 
confidence 
Box 3782, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILL 1AMS— LACEMENTS 


St HA 7-20963 Chicago 4 
POSITIONS WANTED 
SPACE SALESMAN 

Go-getter for new business. College grad 


uate. Well known in Middle West 
Box 3781, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
AGRICULTURAL ARTIST 
14 yr. record on national accounts. Art 
Dir., layout, illustration. Highly special- 
ized farm background. Minimum $9000, 
39— married—draft exempt 
tox 3777, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il 
COPY & ALL-AROUND AD MAN 
& yrs. tep advertising-promotion exp. 29. 
Box 3780, ADVERTISING AGE 
11 E. 47th St.. New York 17, N. Y. 


The RC 


} 


} You Are Process color, agency and general 
commercial work. 125 highly skilled | 
| Invited artists and photoengravers assure 
P e 


and | 


POSITIONS WANTED 
ADVERTISING-PROMOTION MAN 
Unusual combination of top layout & cre- 
ative ad man seeks agency or ad mgr con- 
nection; complete knowledge of art, copy, 

prod., all media 

Box 3779, ADVERTISING AGE 
E. 47th St., New York 17, N. Y. 
SALES & ADVERTISING EXECUTIVE 
Thorough background, outstanding ability 
in Sales, Advertising, Promotion, Mer- 
chandising and Public Relations. Industry- 


wide contacts on mfg., mill and retail 
level. Middle 30's, married. Approx. $15,- 
000 


Box 3783, ADVERTISING AGE 

11 E. 47th St.. New York 17, N. Y. 

REPRESENTATIVES WANTED 

REPRESENTATIVE 

Agent or organization contacting ad agen- 
cies, advertisers to serve growing demand 
for natural color photography. Large 
photographic color plant offers complet 
service prints, transparencies—quantity 
runs-—quality work for layouts. Substan- 
tial commission 

Box 3787, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y 


MISCELLANEOUS 
HAVE YOU A PRINTING PROBLEM? 
We have a large 
ing plant with complete printing facilities 
to produce any kind of print job. We also 
have a large unattached quota of ma- 
chine-coated paper stock suitable for mag- 
azine publications, catalogues and Direct 
Mail pieces. Let us sens your printing 
problems. Confidential 
Box 3767. ADVERTISING AGE 
200 E. Illinois St., Chicago 11, lL. 


To send us your inquiries 
for quotations on original 
photoengravings. . . including 


you of intelligent service 
Over SO years of “know how" 
ENGRAVING CO., INC. 
222 East Ohio Street 
INDIANAPOLIS 6, INDIANA 


modern Canadian print- | 


Advertising Age, May 14, 1951 


Unusual opportunity to get 
TOP-FLIGHT 
ADVERTISING MAN 


with 25 years experience . . . 


10 years handling major accounts for 
leading agencies . . . 


15 years in sales, advertising, sales 
promotion and publicity with leading 
manufacturers . . . 


Including textiles, foods, 
tion, 


transporta- 
home furnishings, paints, auto- 
motive materials and other products, 
| both consumer and industrial . . . 

Not out of a job . . . but looking for 
top-level spot that makes full use of 
| ability. 

| Box 7863, ADVERTISING AGE 
11 E. 47th St. New York 17, N. Y. 


Creative and Contact Man 
Available 


Top-flight advertising men are hard to 
| find. Here’s one with fine references 
| and a successful background inter- 
| ested in talking to you. He has 20 
|} years experience creating and pro- 
ducing all forms of national advertis- 
ing. He is recognized as an outstanding 
builder of dramatic graphics and sell- 
|ing advertising. At present, Creative 
Director and Account Executive with 
leading Chicago Agency 

Box 7862, ADVERTISING AGE 
| 200 E. Illinois St.. Chicago 11, Il. 


SALES 
To sell SOMETHING NEW in 


We are an old established well 


tives who have sold volume with 


really effective. 


will be kept strictly confidential. 


REPRESENTATIVES 
and signs, custom designed and made for quantity buyers. 


originators of new unusual lighted PLASTIC MOTION DISPLAYS 
and THREE DIMENSIONAL FORMED LIGHTED SIGNS. Low 
cost replacements for neon. Trade marks and insignia are formed in 
the plastic with new modern designs priced LOW for volume sales. 

Our salesmen make top-flight incomes due to our liberal commis- 
sion, exclusive territory policy and exclusive new designs. A few 
choice territories are now open. We only want high grade representa- 


have contact with clients looking for something new, priced right and 


If you qualify, investigate this attractive proposition NOW. Give 
ALL details in your first letter. State experience, references, territory 
covered and accounts you have sold and past earnings. All replies 


PLASTIC SERVICE COMPANY 
1725 SOUTH BROADWAY 
LOS ANGELES 15, CALIFORNIA 


WANTED 
Point-of-Sale Advertising displays 


rated firm. We are specialists and 


consistent large earnings and who 


Splendid opportunity for high 


year or more. In reply please 


18,000,000 Annual Visitors 


will see this 
* NEW * 


MAXWELL 
SPECTACULAR 


on the world-famous 
Atlantic City Boardwalk 


Maxwell Co. Allanth 
OVTDOOR ADVERTISING 


200 E. Illinois St., 


WANTED 


A TOP FLIGHT EXECUTIVE 
FAMILIAR WITH MERCHANDISING, 
ADVERTISING AND PUBLISHING 


grade executive who is thor- 


oughly familiar with merchandising and advertising with 
some background in the publishing business. The position to 
be filled calls for an executive who has earned $20,000 a 


state age, marital status and 


supply full account of previous employment and salaries 
earned. All replies will be treated as strictly confidential. 


Box 7859, ADVERTISING AGE 
Chicago 11, Ill. 


rrrrer 


A Plus Job For An Editor Plus ! 


Nationally known Chicago manufac- 
turer of building material specialties 
needs male editor with outstanding 
ability for magazine distributed to 
prospects by its franchised sales and 
service agencies. Give complete in- 
formation by mail, including salary 
range 


Box 7860, ADVERTISING AGE ‘4 
200 E. Illinois St., Chicago 11, Il. = 4 
> | 


- 


corre 


Att: Industrial Advertisers 


4A agency executive seeks post 
vertising manager or assistant 
ceptionally fine industrial advertising 
background. 38, veteran. Will relocate 
anywhere. Plan to visit Chicago for in- 
terviews early part of June. Write 

Box 7861, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill 


as ad- 
Offers ex- 
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May 
lications, 
stead, Hot Springs, Va 


16-19. 
annual 


Associated Business Pub- 
conference, The Home- 


May 17-i8. Public Utilities Advertising 
Assn annual convention, Hotel New 
Yorker, New York. 

May 21-22. Inland Daily Press Assn., 


spring meeting, Congress Hotel, Chicago 

May 21-24. National Assn. of Trans- 
portation Advertising, annual meeting 
The Broadmoor, Colorado Springs, Colo 

May 28-29. National Assn. of Magazine 
Publishers, annual meeting, Pocono Man- 
or Inn, Pocono Manor, Pa 

May 28-31. Periodical Press Assn, an- 
nual meeting, Royal York Hotel, Toronto 


May 31-June 2. National Sales Execu- 
tives convention, Waldorf-Astoria, New 
York 

June 1-3. National Business Publica- 


tions, spring meeting, The Homestead, Hot 
Springs, Va 


June 4-5. New England Newspaper 
Advertising Executives Assn., Hartford, 
Conn 


June 7-9. Controlled Circulation News- 
papers of America Inc., annual conven- 
tion, Sheraton Hotel, St. Louis 

June 7-9. California Newspaper Adver- 
tising Managers Asen., Claremont Hotel 
Berkeley 

June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hotel Chase, St. Louis 

June 11-13 Mechanical 
American Newspaper Publishers 
Edgewater Beach Hotel, Chicago 

June 17-21. Advertising Assn. of the 
West, 48th annual convention, Cosmopoli- 
tan Hotel, Denver 

June 18-22. National Advertising Agen- 
annual national con- 


conference. 
Assn... 


cy Network, 20th 
ference, Moraine Hotel, Highland Park, 
tm 


June 20-22 American Marketing Assn 
Hotel Statler, Detroit 

June 24-27. National Industrial 
vertisers Assn., annual conference, 
dorf-Astoria, New York 

June 24-28. Assn. of Newspaper Clussi 
fied Advertising Managers, 31st 
convention, Mount Royal Hotel, Montreal 

June 25-27. Newspaper Advertising Ex 
ecutives Assn., summer meeting, 
politan Hotel, Denver 

July 7-13. International Advertising 
Conference, London, England. Registra 
tion through Elon G. Borton, Advertising 
Federation of America, 330 W. 42nd St 
New York 18 

Sept. 5-8 National Assn Photo 
Lithographers, annual convention und ex- 
hibit, Statler Hotel, Buffalo 

Sept 17-18. Pennsylvania Newspaper 
Publishers’ Assn., annual classified clinic 
Roosevelt Hotel, Pittsburgh 

Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York 

Sept. 23-28 
tional Assn 


conterence 
Ad- 
Wal- 


annual 


Cosmo- 


of 


Advertising Spec salty Na 
annual convention fna Spe 
cialty Fair, Palmer House, Chicago 

Sept. 24-26. Assn. of National Adver 
tisers, fall meeting, Waldorf-Astoria, New 
York 


Sept 28-29. Centinental Advertising 
Agency Network, 19th annual meeting, 
Philadelphia 

Oct. 5-6. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg 

Oct. 13-16. Mail Advertising Service 
Assn 30th annual convention Hotel 
Schroeder, Milwaukee 

Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forum, Hotel Stat- 
ler, Boston 

Oct. 15-16. Inland Daily Press Assn 
67th annual meeting, Congress Hotel 
Chicage 

Oct 15-16 Agricultural Publishers 
Assn., annual meeting, Chicago 

Oct 17-19. Direct Mail Advertising 
Assn., 34th annual conference, Schroeder 
Hotel, Milwaukee 

Oct. 23-26. Advertising Typographers of 


annual convention, Hotel 


Cuba 


25th 
Havana, 


America, 
Nacional, 


Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler. 


Boston 
Oct. 25-26. Audit Bureau of Circulations, 
annual meeting, Congress Hotel, Chicago 
Nov. 12-15. Financial Public Relations 
Assn., annual convention Hollywood 
Beach Hotel, Hollywood, Fla 


Nov. 18-19. National Business Publica- 
tions, annual meeting. Drake Hotel, Chi- 
cago 

Nov. 20. Controlled Circulation Audit, 


annual meeting, Drake Hotel, Chicago 

December (date not yet set). American 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston 


‘Presbyterian’ Rates Go Up 

Presbyterian Life, Philadelphia 
weekly, has issued rate card No. 3, 
based on average net paid circu- 
lation of 350,000, effective Sept. 1, 
approximately doubling its present 
schedule. One-time page ads, for 
example, will cost $736 instead 
of $368. Current rates guarantee 
64,000 net paid circulation. 


Names ]. Hayden Twiss 

J. B. Calva Co., Minneapolis in- 
dustrial engineer, has appointed 
the House of J. Hayden Twiss, 
New York, as its agency. 


Scott-Choate Promotes Two 


Art Helmers, eastern area 
resentative of Plumbing & Heating 
Journal, Plumbing & Heating 
Wholesaler and Sheet Metal Work- 
er, published by Scott-Choate Pub- 
lishing Co., New York, has been 
appointed eastern district mana- 
ger. Jack McDonald, formerly of 
L. M. Berry & Co., Rochester, N. Y., 
has joined these publications as 
an eastern area representative 


Hickman Leaves Wettstein 


Mel J. Hickman, ‘northwestern 
manager in Portland for Bob 
Wettstein, Los Angeles publishers’ 
representative, will leave the or- 
ganization in June. He has an- 
nounced no future plans. 


Tom Wright Joins Dundes 


Tom Wright, TV business mana- 
ger of Batten, Barton, Durstine & 
Osborn for the past five years, has 
been named vice-president and ra- 
dio-TV director of Dundes & 
Frank, New York. 


rep- | 


Publishes ‘Foreman’s Digest’ 

Foreman’'s Digest, published by 
Foreman’s Digest Publishing Co., 
Englewood, N. J., a bulk circula- 
tion monthly of abstracts from 
trade publication articles of inter- 
est to foremen, distributed its first 
issue this month. When its circula- 
tion, now at 10,000, increases to 
about 40,000, the paper may take 
advertising. 


TV Ad Schedules Are High 
Television set ad linage for the 
first quarter of 1951 almost 
equaled the amount for the first 
half of 1950, Advertising Checking 
Bureau reports. First quarter ad- 
vertising for radio sets was one- 
twentieth of that placed for TV 
sets, the bureau said, and 77% of 
all radio and TV linage was placed 
by dealerg 23% being national. 


NARDA to Meet in Chicago 


The National Appliance & Radio 
Dealers Assn. midyear meeting 
will be held at the Hotel Stevens, 
Chicago, June 24-25. 


If your products are used 
in the business office, 
you need to sell this 
active 
young 
career-minded 
audience 


—— 


. while BUYING HABITS are being formed 


FOR COMPLETE INFORMATION WRITE: 


TODAYS SECRETARY 


McGRAW-HILL BUILDING, NEW YORK 18 


FIFTY-TWO times a year for almost ten years, 
stories 


and believable 


warm 
of modern American life 


have been featured on Armstrong Cork Company's 


"Theater of Today" 


(Saturdays, 


CBS). Because 


homemakers can readily identify themselves with 


the characters portrayed, 
Commercials 


Sistently high. 


ratings have been con- 
for Quaker Rugs and 


linoleum are handled by Bob Sherry and Julie Conway. 


THERE'S A powerful difference 


and "Ethyl" gasoline. 


ference between a filly and a 


basset, a parrot and 


.just as there is a big di 
lily, a bass and 


a carrot. Ethyl Corpora- 


tion's cheerful "“animalog" series of magazine ads 


has attracted hundreds 


Studies show that the 


—the biggest buyers of 


of favorable letters 
campaign is well read by men 
"Ethyl" gasoline. 


BATTEN, BARTON, DURSTINE & OSBORN, Ine. 
Adivertiaung 


new YORK neeTON + BrPrat ROH + CLEVELAND + DETROIT 


cnc ace MINS F APOLts SAN FRANCISCO 6+ HOLLY@OOR © Loe aNcELES 


IF YOU want to be known as a big, reliable and 
progressive company, relating facts of solid 
accomplishments will do more for you than general- 
ized bragging. In its four-color spreads in 
Time, Fortune and Business Week, Continental Can 


Company gives proof of its leadership with case 
histories of specific contributions it has made 
packaging and packaging methods. 


to better 


JUST FIFTEEN of these Northwestern 
ads prepared by BBDO Minneapoli 
magazine over the past five 
pamphlet offer has resulted 
to 1,250,000 copies—-to 
associations and schools, as 
Eventually the series will 
disorders that plague the middle-ag 


National Life 
have run in Time 
Response to a 
listribution of close 
servi » medical 
well as individuals. 

discuss l the 


all 
ed and older. 


year 
in 


health ces 
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Cattlemen Balk at Controls, 
Gain Congressional Support 

WASHINGTON, May 10—-The meat 
industry’s all-out attack on price 
contro! has been wondrous to be- 
hold, but the industry appears to 
have over-reached itself. 

Cattliemen converged on Wash- 
ington last weekend. They crowded 
the room Monday when the House 
agriculture committee called in 
Price Stabilization Chief Mike Di- 
Salle to explain an order rolling 
back prices. 

Committee members gave 
Salle a rough day. 

DiSalle pointed out that beef is 
selling for 152% of parity, but con- 
gressmen warned that price con- 


Di- 


trol might result in empty meat 
cases. 

The drive to decontrol meat 
prices appeared to be gaining 
momentum until Monday night, 
when livestock groups corralled 
about 250 members of Congress 


and 100 newsmen for a “feed” and 
“briefing” at the National Press 
Club. 

Cattlemen talked about the need 
for policies “to encourage produc- 
tion”; newsmen kept asking for 
reasons why price ceilings won't 
SAVE ON QUANTITY COLOR- PRINTS 

AND DUPLICATE TRANSPARENCIES 


Quality approaching finest Carbros and Kodachromes 
at fraction the cost. Ideal for displays, sales manuals, 
duplicate art. Exact reproduction or color correc- 
tions We please the most exacting. (Produced official 
color-prints of Rose Parade ) Prompt service every- 
where. Send for Price List and data. Satisfaction 
guaranteed 


AD-COLOR CORP. esas. arroye partway, Pasadens 1, calif 


By STANLEY E. COHEN, 


Wachi 


Editor 


work. 

At 9:30, the master of ceremonies 
abruptly announced it was time to 
adjourn. 

The session left a bad taste. 
Tuesday House agriculture com- 
mittee chairman Harold Cooley 
(D., N. C.) eryptically announced 
that “cattlemen have failed to 
supply any facts to back up their 
case.” 

In his appearances before con- 
gressional committees, DiSalle 
shows up well. He is able to dis- 
cuss technical questions without 
consulting aides, and he doesn’t 
hesitate to talk back to critical 
congressmen. 


In defending his rollback of beef | 


prices, he told the agriculture com- 
mittee, 
pong here. I think 20% to 30% 
above parity should be ample in- 
centive for anyone.” 

At a hot moment in the hearing, 
one committee member said, “I 
voted against controls and I am 
still against them.” 
back: “Sometimes I wish your side 
had prevailed.” 

7 . + 

Seldom has the administration’s 

stock been so low on the hill. When 
Defense Mobilization Chief Charles 
E. Wilson asked the Senate bank- 
ing and currency committee to ex- 
tend the controls act, he ran into 
|a barrage of protests. Sen Burnet 
| Maybank (D., S.C.) refused even to 
| listen to the administration’s plan 
| for ceilings on commercial rents. 

It was the same before the 
House banking and currency com- 
mittee. One member summed it up 


pretest 


FIRST NATIONAL BANK 


BUILDING 


profits 


* Check the feasibility of your new sales program as these 
national advertisers do .. . pretesting in Burgoyne test cities. 
Quick answers from monthly audit reports of store panels. We 
will be glad to submit a proposal. 


Burgoyne rocery ér Drug AL, 


CINCINNATI 2 


“We're not playing ping| 


DiSalle shot} 


this way: “We wouldn't feel so bad 
about extending this, Mr. Wilson. 
if we could be sure you plan to 
stay around.” 

e . . 

The House is running rough shod 

over the President’s budget. Late 
last week it voted to chop the bud- 
get for independent agencies far 
below the level recommended by 
the appropriations committee. Fed- 
eral Communications Commission 
lost an additional $575,000 and 
Federal Trade $224,705. Leaders 
|of the appropriations committee 
were shouted down when they 
warned that the agencies had al- 
ready been cut to the bone. 

7 oa e 
| National Production Authority 
has taken vigorous action to save 
structural steel. Its considerably 
tightened construction order 
(M-4) now requires government 
approval of new newspaper plants 
and radio and TV buildings. It 
prohibits construction of new ad- 
vertising signs. Last November, 
press and radio were specifically 
exempt from building restrictions 
| * e 

You will be hearing more from 

the Food and Drug Administration, 
now that Commissioner Paul Dun- 
bar has a new assistant assigned 
to trade and public relations. The | 
| newcomer is Wallace F. Jannsen, | 
who has been managing editor of | 
|“F-D-C Reports,” highly regarded 
newsletter in the drug and cos- 
metic field. Mr. Dunbar couldn't 
have picked a better man. 

. + 


* 1 
Storm clouds are gathering _ 
Sen. Pat McCarran’s bill “legaliz- 
ing” freight absorption. Only 19 
lines long, the bill (S. 719) was 


supposed to be non-controversial. | 


| According to Sen. McCarran, it) 


merely restates existing law, auth- 
orizing business men to cut prices 
in order to meet competition. But 
| Sen. Paul Douglas (D., Ill.) and 
| Sen. Russell Long (D., La.) ob- 
jected when Sen. McCarran tried | 
to pass his bill by unanimous con- | 
sent. They may decide to fight. | 
« * 7 

The House ways and means| 
committee has decided to leave co- 
op taxes as they are. Co-op divi- 
dends and rebates would be 
treated as any other dividends, for | 
tax purposes, but undistributed 
co-op earnings would continue to 
enjoy tax-free status. The Treas- 
ury Department says the undis- 
tributed earnings should be taxed | 
as corporate holdings are taxed, | 
but co-ops contend these are not 
earnings, just additional “invest- 
ments” by members of the co-op. 


Lipton Opens Iced Tea Drive 


Thomas J. Lipton Inc., Hoboken, 
has commenced iced tea promo- 
tions with ads in 70 Sunday comics 
| sections in the South to appear 
monthly through August. A pre- 
mium offer of a kitchen knife will 
be made June 10 and 17 in 135 
Sunday comics and magazine sec- 
| tions, and Parade and This Week 
| Magazine, and in July issues of 
Family Circle and Woman's Day. 
| Radio spots will be used over 200 
stations during July and August, 
and Arthur Godfrey will discuss 
iced tea on his CBS “Talent 
Scouts” show in June. Young & 
Rubicam, New York, is the agen- 


| educators 


cy. 


| E. W. Smith Elected V. P. 

E. W. “Pat” Smith, who joined 
Owens-Corning Fiberglass Corp., 
Toledo, in 1949 to handle mer-| 
chandising and advertising pro- 
grams, branch office contacts and 
sales recruiting and training activ- 
ities, has been elected a _ vice- 
president of the company. 


Crestmont Appoints Roberts 

Crestmont Laboratories Inc., 
Philadelphia manufacturer of Veg- 
OrMin tablets and vitamin-trace 
mineral preparations, has ap- 
pointed Wil Roberts Advertising 
there as merchandising and ad- 
vertising counsel. 


ee cael 


tom We push the com to the inp 


Be Sowcthe - Spo llewian Fete” 


(Cite 70 tien thoenaghoat the USA) 


EXPLANATORY—The would-be engineer featured in this Union Pacific ad may be 
trying to explain what the layout man had in mind when he placed the UP ad next 
to the one at right for Hollywood bread in the Columbia Basin News recently. 


CINCINNATI, May 8—The cost of 
educational television programs 
should be met by restricted spon- 
sorship from companies offering 
recognized services and products, 
according to a survey recently con- 
ducted at the University of Cincin- 
nati. 

Of 694 educators queried in the 
study, made under a grant from 
Crosley Broadcasting Corp., 58% 
favor this type of restricted spon- 
sorship, 10% believe unlimited 
sponsorship would be desirable, 
while 26% believe that TV sta- 
tions should assume the entire cost 
as a public service. 

Most acceptable sponsors, and 
the percentage of educators con- 
sidering them acceptable, were: 
book publishers (75%); insurance 
(73%); TV manufacturers (69%); 
foods (64%); automobiles (57% 
sports equipment (55%); soft 
drinks (33%); cigarets (9%); beer 


(7%). 


s Special TV programs directed to 
the parent and taxpayer were 
favored by 84% of the educators 
queried, and 65% favored televis- 
ing high school athletic events as 
a further means of bringing the 
school and its work closer to the 
public. 

For allowing televising of ath- 
letic events, 53% of the panel 
thought the school athletic associ- 
ation should receive some com- 
pensation. Again, the majority of 
(63%) believes that 
some form of restricted advertising 
would be permissible in televising 
of athletic events. 

To determine the educators’ re- 
action to the actual use of tele- 
vision as a teaching tool, Russell 
Helmick, who took a leave of ab- 
sence as principal of Holmes High 
School, Covington, Ky., to conduct 
the study, scheduled a series of 
“in-school” TV programs for 
groups of educators. 


e@ On different days, four pro- 
grams were telecast over Crosley's 
WLW-T to teachers and pupils in 
14 schools. Entitled ‘“Look-Learn- 
ing,” the programs were designed 
to demonstrate the different ways 
in which television could be used 
as a teaching aid. 

A summary of educator reaction 
to the 17 questions asked in the 
study revealed that 92% of those 
questioned feel there is a place in 
the educational program for TV 


| Survey Shows Majority of Educators Favor 
Restricted Sponsorship of Educational TV 


programs designed for school use 

Current events led the list of 
subjects which educators felt could 
best be supplemented and aided by 
TV programs. Plays, music, science 
and social science also seemed to 
be well suited for supplementary 
TV instruction, the study revealed. 
Business topics, foreign languages 
and mathematics were at the bot- 
tom of the list of subjects which 
educators thought could be aided 
by TV. 


@ Television will be more widely 
used than radio as an educational 
tool, in the opinion of 60% of the 
respondents. But only 20% of the 
educators thought that TV would 
be more widely used than film pro- 
jection as a supplementary teach- 
ing aid. 

In evaluating the results of the 
study, Mr. Helmick recommended 
that educational TV be made as 
flexible as possible by pooling al! 


| existing educational films. Such a 


pool would be especially helpful to 
smaller school systems, he said. 

Mr. Helmick also recommended 
that a research program be set up, 
not only to determine what type 
of advertising would be acceptable. 
but also to examine other means 
of financing television-education 
programs. 


Campbell-Ewald Promotes 
W. H. Case, F. Townshend 

_W. H. Case, director and senior 
vice-president of Campbell-Ewald 
Co., has been promoted to head of 
the agency's creative and televi- 
sion staffs. His headquarters will 


F. W. Townshend 


W. H. Case 


be in New York. In addition to his 
new responsibilities, Mr. Case will 
devote more of his time to super- 
vising the Allen B. DuMont Labo- 
ratories account. 

Frank W. Townshend, vice-pres- 
ident of Campbell-Ewald, has been 
named manager of the New York 
oftice. Mr. Townshend had been 
assistant general manager of the 
Detroit office. 
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“MACFADDEN ESTIMATE OF THE DISTRIBUTION OF U. S. FAMILIES 
BY DOME GROUPS AS OF JANUART 1, 1951 


mge -- *ce ore 
ALL ¥. S. #5000 8 $2000- Plo00- Under 
FAMILIES & Over 2 1999 $1200 Total 
Percent 
17.08 29.1% 203% 20.2% Felt 100.08 
1/1/50 13.3 2.3 27-7 23.9 11.? 100.0 
1 7,069,900 12,145,900 10,154,000 8,437,000 3,938,000 1,723,200 
1/1/50 5,719,900 10,078,900 11,500,900 9,557,000 4,672,000 41,521,000 


Change 41,350,000 + 2,067,000 = 1,314,900 <1,135,000 = 731,900 * 202,000 

URBAN 

FAMILIES 

Percent 

“T7175. 18.18 35.18 21.7% 17.14 7.78 100.0% 
1/1/50 Wels 26.2 26.4 20.3 10.9 100.0 
71751 4,990,000 9,527,900 5,978,000 4,452,000 2,093,000 27,120,000 
1/1/50 3,5l6,000 6 900 6,561,900 5,133,000 2,163,900 


Change +1,/J,,000 + 2,601,000 « 


Personal Income 
Up 15.5% over 49, 
Mactadden Finds 


New YorK, May 8—Although 
the total number of U. S. families 
has increased by one-fifth since 
1941, the number of families in 
lower income groups has de- 
creased, according to a survey con- 
ducted by Macfadden Publications 
Inc. 

In its 16th annual estimate of 
Family Distribution by Income 
Groups, Macfadden reports that 
personal income at the end of last 
year was at an annual rate of near- 
ly $241 billion, an increase of 
15.5% over a year ago. Production 
workers in manufacturing indus- 
tries bonefitted the most, with 
their average weekly earnings up 
almost 14% over the 12-month pe- 
riod. 

Whereas ten years ago 28.7% 
of all U. S. families were in the 
$2,000-$5,000 income class, today 
53.4% of the nation’s families are 
in this class. However, 29.6% of 
U. S. families still exist on incomes 
under $2,000 (as against 34.2% of 
families in 1950). 


s More than 12 000,000 additional 
families are in ‘the $2,000-$5,000 
group today than in 1940—a rise 
from approximately 10,000,000 to 
22,000,000 families. 

Less than 5% of families, the 
survey reveals, had incomes of $5,- 
000 or more in 1941, whereas near- 
ly four times that proportion of 
families were in that group at the 
start of this year. 

In 1941 there were only 35,500,- 
000 families all told, of which 
24,000,000 had incomes of less than 
$2,000 per year. Today, with a 
greater population, fewer than half 
as many are in that group. 

As for farm families, “nearly all 
authoritative sources seem _ to 
agree,” the survey points out, “that 
farm cash income for 1950 left 
those families in about the same 
position as in the preceding year, 
in spite of rising prices on farm 
goods, for the volume of farm pro- 
duction and marketings was be- 
low thet of 1949.” 


Nesco Appoints Freund A. M. 

William J. Freund, formerly ac- 
count executive 
with Byer & 
Bowman Adver- 
tising Agency, 
Columbus, O.,, 
has been ap- 
pointed advertis- 
ing manager of 
Nesco Inc., Chi- 
cago housewares 
manufacturer. 
Mr. Freund pre- 
viously was gen- 
eral sales mana- 
ger of Huffman 
Mfg. Co., Dayton, O. 

In his new post, Mr. Freund 
will direct all Nesco’s national, co- 
operative and trade advertising. 


William J. Freund 


Nika Standen Joins K&E 
Nika Standen, formerly with the | 
New York Herald Tribune, has_ 
joined the copy department of! 
Kenyon & Eckhardt, New York. 


ew: 


683,000 = 501,000 = 370,000 + 2,192,000 


Carbonic Names Graham 

John A. Graham Jr. has been 
named coordinator of advertising 
for Liquid Carbonic Corp., Chi- 
cago. The move follows the resig- 
nation of advertising manager 
Bernard J. Oos. 


Betteridge Forms Agency 


Harry W. Betteridge has an- 
nounced the formation of Bet- 
teridge & Co., Detroit advertising 
and public rela- 
tions concern. He 
will serve as 
president of the 
new company. 

Mr. Betteridge 
was co-founder 
and executive 
vice-president of 
Denman & Bet- 
teridge Inc., De- 
troit agency, and 
was formerly 
sales director of Harry W. Betteridge 
Stations WWJ 
and WWJ-TV, radio and television 
outlets of the Detroit News. The 
agency's offices are located in the 
Buhl Bldg., Detroit 26. 


Names Willsted & Shacter 


Bland Charnas Co., manufactur- 
er of Fruit of the Loom vinyl 
plastic draperies and household ac- 
cessories, has appointed Willsted & 
Shacter, New York, as merchan- 
dising and advertising counsel. 


Write for Circular AA-5S 
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ADmaster 
| phadomatio — 


DISPLAY 
HOLDS INTEREST-SELLS 


The perfect point-of-purchase display! Use 
ADmaster anywhere—in daylight or under 
bright, artificial light! No optical system 
or film! ADmaster accommodates up to 
18 standard 8” x 10” photographs, posters, 
photo-gelatin prints, Black-Lite fluorescent 
posters, magazine advertisement reproduc- 
tions, ete. Each message moves in se- 
quence, ADmaster action attracts atten- 
tion, holds interest, delivers your product 
message—clinches the sale. Compact and 
vortable, fool-proof operation, long life, 
fewoatead for volume use. 


ADMATIC PROJECTOR COMPANY 


800 Davis Street, Evanston Illinois 


LOOK BEFORE 
YOU LEAP- 


Jumping at conclusions can be pretty disastrous, too. 
Especially when you're planning point of purchase 
selling aids. In creating displays, labels, packagings— 
it pays to work with facts. That's why we maintain a 
Marketing Division. These seasoned merchandisers are 
trained in ferreting out the market facts about a 
product and presenting them for your appraisal. Next, the 
conclusions that emerge are turned over to our creative 
people. Working this way, our skilled artist-engineers 
design point of purchase aids that have their origin 

in fact—not wishful thinking. Displays, labels and 
packagings so conceived endow a product with definite 
competitive advantages. If you want to be sure you're 
getting maximum results with your point of purchase 
dollars, why not call us in. No obligation, of course. 


LONSOLIDATED tithographing Corporation 


MEMBER OF THE POINT OF PURCHASE ADVERTISING INSTITUTE 
Main Office ana Plant: 1013 Grand Street, Brooklyn 6, N. Y. 
Sales Offices in Philadelphia, Chicago, Louisville and Tampa. 
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These colorful little royal figures are 
being used by Jacques Kreisier to intro- 
duce a new line of initialed watch bands 
called “YOUR SIGNET.” Both units are 
beveled and constructed to hold one 
each of the men's and women's richly 
packaged bands. As created and pro- 
duced by C lidated. these til 
dupiays can be used either in windows 
@ on counters. 
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Cunningham Sums Up Effects of TV 
on Videotown Family Living Habits 


Toronto, May 8—‘“Don't be 
fooled by book publishers and 
movie magnates telling each other 
at conventions that television won't 
affect them much. When Ameri- 
can families who have owned tele- 
vision sets for two years still sit 
and stare at that little square 
screen every night for almost four 
hours—-something has got to give. 

“And many things do give,” 
John P. Cunningham told the an- 
nual meeting of the Assn. of Ca- 
nadian Advertisers here last Fri- 
day. Mr. Cunningham, executive 
vice-president of Cunningham & 
Walsh, New York, described what 
television has done to the Ameri- 


can family’s living habits, as in- 
dicated in the “Videotown” survey, 
made annually by the agency for 
the past four years. 

Once a year, the agency's re- 
search department supervises in- 
terviews with every TV set owner 
in the unnamed town of 40,000. 


s In brief, he reported television's 
effects on family habits as follows: 

“Radio listening is practically 
non-existent in TV homes at 
night.” But he warned that “even 
in 1954, when 18,000,000 TV sets 


are predicted, don’t forget that 
there will be 24,000,000 non-TV 
homes... 


Art Director & Studio News 


Read ART DIRECTOR & STUDIO NEWS 


Get the only trade paper published monthly for art professionals. 

Reports news, trends, personalities of art direction, advertising and 

editorial art, photography and typography, etc. 26th issue just out. 
EXTRA For subscribers only, a special bonus issue exclusive 
on the NY Art Directors 30th Annual Show. Published May 15 


Only $1.50 per year for 12 issues 


39 E. 51st St., New York 22 


“All surveys confirm a big fall- 
ing off in movie attendance. Video- 
town shows that while 5% of non- 


owners went to the movie last 
night, only 2.6% of TV owners 
went... 


“Newspaper reading seems little 
affected—not at all in circulation, 
and possibly 10% in reading. The 
morning newspaper seems to suf- 
fer not at all. But there is much 
evidence to show that television 
viewers, although they do not give 
up their evening newspaper, spend 
less time reading it... 

“On reading of books and maga- 
zines, the figures vary greatly, but 
the best average I can figure is 
30% for books and 18% for maga- 
zines. (This is 18% less reading of 
magazines, not magazine circula- 
tions.) 


a “Sports attendance? Almost 
everything has been proved—ab- 
solutely—here. The gist seems to 
be that sports attendance goes 
down for the first two years of set 
ownership. Ardent baseball fans 
and ardent football fans go to the 
ball park or stadium less than ever 
before, but the interest engendered 
by television creates new fans... 
and new customers. 

“This much is certain. The ty- 
coon is becoming fascinated by the 
sport of the truck driver—wrest- 


is like a Relay Race 


A finely printed advertisement . . . in the magazines or direct mail... 


is the creation of several teams of specialists: the account man and writer, the art director 


and artist, the production man, the photoengraver, the electrotyper and the letterpress printer. 


A winning result depends upon perfect team-play all along the line. Team-play implies 


co-ordinated responsibility. The members of the Chicago Photoengravers Association 


employing over 1000 photoengraving craftsmen, work together as a team to maintain high 


standards of craftsmanship, to train young photoengraving craftsmen, and to assure fair trade 


practices. This sense of responsibility is expressed in the quality of their work and service, 


and explains why they produce the majority of the fine engravings made in Chicago. 


AD-PLATE ENGRAVING CO. 
AMERICAN COLORTYPE COMPANY 
BLOMGREN BROS & CO 
BONCRAFT CORPORATION 
CENTRAL TYPESETTING 

& ELECTROTYPING CO 
COLLINS, MILLER & HUTCHINGS, INC 
R R DONNELLEY & SONS COMPANY 
DOT ENGRAVERS INCORPORATED 
FALTHORN CORPORATION 
FOOTE CONE & BELDING 


MAN! CORPORATION 
McGRATH ENGRAVING CORP 


NORTHWESTERN PHOTO 
ENGRAVING CO 


GLOBE ENGRAVING & ELECTROTYPE CO 
ILLINOTS PHOTO-ENGRAVING COMPANY 
JAHN & OLLIER ENGRAVING COMPANY 
LAKE SHORE PHOTO ENGRAVING CO INC 
LIBERTY PHOTO ENGRAVING CO. INC 


THOS. F McGRATH & ASSOCIATES 
NATIONAL ENGRAVING COMPANY 


PONTIAC ENGRAVINGS ELECTROTYPE CO. 
PREMIER ENGRAVING COMPANY 
PROCESS COLOR PLATE CO 

RELIABLE ETCHCRAFT CORPORATION 
REVERE PHOTO ENGRAVING CO 

ROGERS ENGRAVING COMPANY 
STANDARD PHOTO ENGRAVING CO 
STEARNS & COMPANY 

SUPERIOR ENGRAVING COMPANY 
WALLACE MILLER CO 


CHICAGO PHOTOENGRAVERS ASSOCIATION 
BOARD OF TRADE BUILDING * CHICAGO 


- defensible. 


ling. The truck driver is getting 
curious about the sport of the ty- 
coon—tennis. It looks like a na- 
tional wider interest in all sports 
with class distinctions evaporating. 
“Family life? The most repeated 
statement by mothers in TV 
homes,” Mr. Cunningham declared, 
“was one of great appreciation. ‘It 


keeps our family together.’ ‘It 
keeps my husband home.’ One 
woman in Videotown said, ‘My 


husband used to get drunk every 
night. We got the set and now he 
gets drunk at home. It’s much 
cheaper’.” 


e But the big problem for adver- 
tisers is the effect of television 
on children, Mr. Cunningham de- 
clared. The average child under 
18 spends nearly four hours a day 
in front of a TV set—only one hour | 
less than he spends in school. Thus 
the average child “spends most of | 
his waking hours in either one 
place or another. 

“Any of us who regards this! 
tremendous child listenership only 
as a sales opportunity, or lives 
by ratings and a philosophy of 
‘giving the public what it wants,’ is 
leading the pack of us and adver- 
tising itself into trouble,” Mr. Cun- | 
ningham warned. “This thinking 
is weakly tenable perhaps with 
adult audiences, but where chil- 
dren are concerned it is utterly in- 
Beware.” 

He said that the Videotown sur- 
vey shows that children between | 
10 and 18 years of age in TV 
homes spend 1% hours on home- 
work, while they spend 234 hours 
in non-TV homes. But the question | 
of school grades is the potentially | 
serious problem, he asserted. | 

“There is an adverse effect on | 
a small but significant number of | 
TV children—9% in one school | 
survey and 10% in another. Here | 
is where I would like to hang a 
red lantern.” 


@ There are unmistakable signs | 
indicating ways in which television | 
will shape the future, Mr. Cun-| 
ningham said. He cited the United 
Nations and Kefauver telecasts 
99% of all Videotown set owners 
saw at least one Kefauver tele- 
cast) as holding promise of a bet- 
ter informed citizenry. 

He also noted that many Video- 
town mothers’ reported their 
youngsters were learning to draw | 
via television, and that “the pos- 
sibilities for spreading art and 
culture into the average home are 
tremendous. 

“Religion, too, may be greatly | 
affected. The automobile made it 
easier for people to go to church. 
Television will make it easier for 
them to stay home. Just what this 
will mean, nobody yet knows. A 
few great ministers may arise with 
vast video congregations making 


their financial contributions by 
|mail. In some denominations it 
could mean the end of church 
edifices. 


e “And what does this all mean 


to us—broadcasters and word- 
smiths and cereal sellers? An 
amazing instrument has been 


thrust into our somewhat clumsy 
hands by the precise fingers of sci- 
ence. Are we going to have the 
breadth and the vision and the 
commercial self-control to use this 
force wisely? Or are we going to 
push an actress’ neckline down two 
points to raise our Hooperating one 
point? 

“Are we going to repeat some of 
the mistakes we made in the early 
days of radio? Or are we going to 
get smart before we get smacked”? 

“Never in our business,” he con- 
cluded, “was that rare commodity 
called foresight more needed. Let’s 
see if we cannot put together a 
good solid batch of it.” 


@ The Canadian advertisers in- 
vited Davidson Dunton, chairman 
of the board of governors of the 
Canadian Broadcasting Corp., to 


| trouble,” Mr. Dunton declared, 


Advertising Age, May 14, 1951 


address the annual meeting. Both 
the ACA and Mr. Dunton had ex- 
pected the Massey Commission (a 
royal commission appointed to 
study the status of radio and the 
possibilities of television in Can- 
ada) to have completed its report 
before the conference. However, 
the Massey Commission report is 
not now expected unt later in 
May. 

While recommendations made by 
the royal commissions have not al- 
ways been put into effect, the Ca- 
nadian broadcasting setup (AA, 
radio-TV issue) is so complex and 
the areas of dispute between pro- 
ponents of government broadcast- 
ing and its opponents are so well 
defined that the Massey Commis- 
sion recommendations are ex- 
pected to be given very serious 
consideration. 


e The’ government’s Canadian 
Broadcasting Corp. has said that 


| two television stations—one in To- 


ronto and one in Montreal—will 
be constructed. But Canadian ad- 
vertisers, who even now see tele- 


| vision shows from American sta- 


tions, want television as soon as 
possible. And they recognize its 
potential importance to Canadian 
marketing. 

Mr. Dunton outlined the present 
plans for TV and described some 
of the problems which Canadian 
television will face. 

He said that construction of the 
Montreal TV_ station’s studios 
started last summer, but that the 
delay in securing approval for the 
transmitter site will delay the sta- 
tion’s debut until spring or early 
summer of 1952. 

In Toronto, where the studios, 
transmitter and tower are being 
built in a single unit, construction 
was started last fal! “and is mov- 
ing in waves.” It will be January, 
1952, “at least,” he told the ACA, 
before the Toronto video station 
goes on the air. 


@ Initially, he said, there will 
be about three hours of telecasting 
daily in Toronto and “a little more 
than that” in Montreal, since the 


| latter will be a bi-lingual station, 


with French and English language 
telecasts. 

“We expect to have plenty of 
“in 
trying to produce Canadian tele- 
vision on a low budget” and still 
maintain program quality compa- 
rable to that in the U. S. “We have 
based our thinking on the pre- 
sumption that advertising will play 
a very important role in Canadian 
television.” 

He added, however, that as yet. 
the CBC does not know how ad- 
vertising will fit into the television 
picture. 

He said the first leg of a pro- 
posed coast-to-coast TV network 
will be from Toronto to Ottawa 
to Montreal. “We are not counting 
on the immediate development of 
Phonevision here,” he declared, 
but added that color television and 
Phonevision would be “watched 
with interest.” 


@ Samuel Cherr, vice-president 
and merchandising director of 
Young & Rubicam, New York, dis- 
cussed changing distribution pat- 
terns in the association’s closing 
session, and N. J. Leigh, board 
chairman of Einson-Freeman Inc., 
Long Island City, N. Y., described 
the development of outstanding 
display ideas. Others on the pro- 
gram included George Murphy, 
M-G-M film star; James E. Gheen 
of New York and John Fisher, 
commentator on the CBC net- 
works. 


American Can Elects Black 

C. H. Black, president of Ameri- 
can Can Co., New York, has been 
elected chairman of the board, 
succeeding D. W. Figgis, who will 
continue as a company director. 
W. C. Stolk, executive vice-presi- 
dent of American Can, has been 
elected president. 
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Conservation " | 
Rationing; NPA 
Offers Choice 


WASHINGTON, May 11—Newspa- 
per and magazine industry ad- 
visory committees meeting with 
the National Production Authority 
here today were warned that rigid 
conservation measures will be 
needed if the industry is to avoid 


limitation orders on the use of 
paper. 
Officials. expressed confidence 


that newsprint and magazine pro- 
duction in 1951 will meet demand, 
provided publishers are successful 
in cutting out waste. NPA prom- 
ised to issue a specific list of con- | 
servation ideas. 

Most committees were assured 
that no limitation order is planned 
at this time and both were told that 
NPA is hopeful that none will be 
needed. However, at its meeting 
here Wednesday, the newspaper 
group was warned that the safety 
factor for newsprint appears to be | 
less than 50,000 tons. | 


| comes 


@ As an immediate conservation 
measure, the newspaper com- 
mittee suggested that publishers 
narrow to a minimum the differ- | 
ence between net press run and | 
net paid circulation. The magazine | 
committee, which met here today, | 
expressed confidence that paper} 
usage could be reduced by 10% to| 
15% through conservation sugges- | 
tions which are to be drawn up by | 
a special task force. 

In the course of the meet-| 
ing, members of both committees 
sought assurance that publishers 
who cooperate in the conservation 
measures will not find themselves 
at a disadvantage in the event al- 
locations are necessary. NPA of- 
ficials promised that limitation or- 
ders, if necessary, would be based 
on 1949 or 1950 in order to protect | 
publishers who adopt conservation | 
measures at this time. } 


| 
s Meanwhile, at least three con-| 


gressional committees were delv- | 
ing into the newsprint problem. | 

Early in the week, a Senate 
small business subcommittee is- 
sued a report pointing out that the 
newsprint industry has been in-| 
vestigated by congressional com- 
mittees 21 times since 1904, and 
attacked in three major anti-trust 
suits. 

Summarizing recent investiga- 
tions of the industry, the Senate 
small business group found that 
production has lagged behind de- 
mand. It announced that a new 
set of hearings will be called soon 
to determine means of encouraging 
increased production. 


ew At the same time, the House 
judiciary monopoly subcommittee 
issued a report charging that 
prices of newsprint are kept “just 
low enough” to avoid attracting 
new capital into the field. 

The judiciary committee out- 
lined a series of remedies, includ- | 
ing anti-trust steps against present | 
industry practices, and measures | 
to encourage additional newsprint | 
production in this country and 
Alaska. 

Pointing out that the Canadian 
border is one of the big problems 
in dealing with newsprint produc- 
ers, the judiciary subcommittee 
said it is preparing to open hear- 
ings on proposed legislation re- 
quiring foreign corporations to 
register with the Department of 
State, so that their business rec- 
ords will be subject to subpoena. 


a A third committee, a_ special 
newsprint subcommittee of the 
House interstate commerce com- 
mittee, was authorized recently as 
a “watchdog” over newsprint 


shortages that may develop during 


| foreign 


v's 


the defense program. This commit- 
tee, under Rep. Lindley Beckworth 
(D., Tex.), is in the process of or- 
ganization. 

The Senate small business sub- 
committee reported that U. S. 
newsprint consumption has 
jumped from 3,500,000 tons in 
1945 to nearly 6,000,000 tons in 
1950, and still is increasing. 

It noted that 85% of the news- 
print is consumed by dailies, 68% 
of it by the 200 largest. The com- 
mittee said: “The pattern of news- 
print distribution throughout the 
world is a relatively simple one-— 
most of it is manufactured in Can- 
ada and used in the United States. 

“For a number of years, Canada 


| has been the only nation produc- 


ing more than 1,000,000 tons of 
newsprint a year, and it has been 


| producing in the neighborhood of 
| 5,000,000 tons a year. 


“The United States has been the 
only nation consuming more than 
1,000,000 tons a year, and it has 
been consuming about 5,000,000 
tons. 


|g “Newsprint is Canada’s largest 


export; and 90% of it is exported 
to the United States. Newsprint 
is our second largest import (cof- 
fee is the largest) and 80% of it 
-rom Canada.” 

Though it listed 35 suggestions 
that have been made to deal with 
newsprint shortages—including a 
tax on advertising—the Senate 
small business subcommittee said 
it cannot reach any conclusions on 
the proper course of action with- 
out further hearings. 

Questions which the Senate 
group is considering include: 

How can we assure a fair 
and equitable distribution of the 
available newsprint supply among 
all consumers? 

B. How can we secure a great 
domestic production of newsprint? 

C. How can new materials and 
processes be used to improve 
newsprint production processes? 

D. What can be done to prevent 
recurrence of the problem in the 
future? 


es House judiciary committee re- 
ports traced the efforts of news- 
print producers to stabilize their 
markets. 

“The advent of tht, depression 
was an experience which the in- 
dustry has never forgotten,” the 
report said. “Ever since the ex- 
perience of the 1930s, producers 
have feared more than anything 
else an excess of capacity with its 
consequent danger of overproduc- 
tion.” 

The committee charged that 
NRA and OPA were given “official 
sanction” to the zone-pricing sys- 
tem which enabled producers to 
maintain uniform delivered prices 
It called on the 
Stabilization to “wield its 
in a manner which will encourage 
members of the newsprint indus- 
try to make a fresh and individual 
start in determining their inde- 
pendent pricing policies after gov- 
ernment controls are no longer 
necessary.” 

The committee urged the De- 
partment of Justice and the Fed- 
eral Trade Commission to investi- 
gate pricing devices used by the 
industry. 


s In addition, it proposed to intro- 
duce legislation which would force 
companies, and foreign 
subsidiaries of U. S. companies, to 
submit to U. S. court procedures 
in order to do business in this 
country. 

The committee said: 
evitable that Alaska eventually 
will develop into an important 
source of pulp and paper prod- 
ucts.” In addition, the committee 
called on publishers to consider 
joint ventures for the production 
of newsprint in this country. It 
suggested that accelerated depre- 
ciation for tax purposes, and RFC 
financing could be used to stimu- 
late the projects. 

The NPA's newspaper industry 


“It is in- 


Office of Price | 
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Minn. Mining Ads List Underseal Dealers 


St. Paut, M1inn., May 3— A cur- 
rent campaign for Minnesota Min- 
ing & Mfg. Co.’s Underseal features 
the listing of dealers, whose areas 
are covered by a schedule ap- 
pearing in 20 Metropolitan Group 
newspapers. 

The campaign is using three- 
fifths-page four-color ads, with 
across-the-gutter dealer listings 
ranging from 1,000 lines in New 
York, Chicago and Philadelphia, 
to 100 lines in Providence and 
Washington. The drive includes 
monthly insertions in The Satur- 


day Evening Post, with ads carry- 
ing coupons suggesting consumers 
request a list of the nearest 3M 
Underseal applicators. 

s According to Paul 
Underseal 
manager, the campaign is the first 
of its kind used by the company 
for Underseal. 

Batten, Barton, Durstine & Os- 
born, Minneapolis, is handling the 
campaign, which also includes an 
intensified automotive trade pub- 
lication schedule. 


Shubring, 


advisory committee includes: 
Rice, the Chronicle, Augusta, 
Robert B. Choate, Boston Herald 
and Traveler; Roy D. Moore, Can- 
ton Repository; Alfred Hill, the 
Times, Chester, Pa.; Russ Stewart, | 
Chicago Sun-Times; C. W. Brown, 
the Enterprise, Oconomowoc, Wis.; 
Parker Prouty, Avalanche and 
Journal, Lubbock, Tex.; Gene} 
Robb, Hearst newspapers; Charles | 
E. Moreau, Moreau Publications, | 
Orange, N. J.; Robert L. Smith, | 
Los Angeles News; Samuel H.} 
Kauffman of the Washington Star; 
Irwin Maier, Milwaukee Journal, 
and JS Grey of the News, Mon-| 
roe, Mich. 

Also George F. Russell, Tacoma 
News Tribune; F. M. Flynn, New 
York Daily News; Charles C. Lane, 
New York Times; Richard W. Slo- 
cum, Philadelphia Evening Bul- 
letin; Frank A. Daniels, Raleigh 
News & Observer; John F. Fitz- 
patrick, Salt Lake Tribune; Frank- 
lin D. Schurz, South Bend Tribune; 
E. M. Anderson, the Times, Brev- 
ard, N. C., and Philip L. Graham, 
the Washington Post. 

Arthur E. Treanor, director of 
NPA’s printing and publishing di-| 
vision, presided. 


| 

MRS. I. M. SHELDON 
JaMEsTowN, N. Y., May 8—Mrs 

Isabella Marvin Sheldon, 79, presi- 
dent of the Jamestown Newspaper 
Corp., which publishes the James- 
town Post-Journal, died yesterday. 
She was the widow of the late) 
Ralph C. Sheldon, a founder and | 


P. H. 
Ga.;| 


president of the old American | 
Aristotype Co., which was pur-| 
chased by Eastman Kodak. 
RUPERT RIBNIK 

West Orance, N. J.. May 8 
Rupert Ribnik, 51, president of 
Trade Typeseiters Inc., Newark, 


died here May 6. 


J. SHAPLAND 
Cuicaco, May 9—William J 

Shapland, 60, president of Fred, 
Rentz Paper Co. here, died yester- 
day in his home. Mr. Shapland had 
been president of the Chicago Pa- 
per Assn. and was a member of 
the National Trade Paper Assn. 


Y&R Names Woods, Rauch 


Henry F. Woods Jr., manager of 
public relations and publicity for 
Young & Rubicam, and Harry 
Rauch, manager of radio publicity, 
have been elected vice-presidents 
of the Bureau of Industria! Serv- 
ice, a subsidiary of the agency. 


leastern sales 


Hollingbery Makes 
All Salesmen Part 
Owners of Company 


Cuicaco, May 10—Every sales- 
man of the George P. Hollingbery 
Co., station representative, has 
been made part owner of the com- 
pany under a new corporate char- 
ter of the organization. 

George Hollingbery, who found- 
ed the concern in 1936 with five 


G. P. Hollingbery 


employes (four of them still 


are 
with the company) announced the 
decision at a meeting of the Hol- 
lingbery managers just prior to 
the recent Chicago convention of 


the National Assn. of Radio and 
Television Broadcasters 

The corporation has been incor- 
porated under Illinois laws, and 
a total of 17 salesmen now share 
in the ownership. 


s Officers of the new corporation 
are Mr. Hollingbery, who con- 
tinues as president and active head 
of the organization; F. Edward 
Spencer Jr., executive vice-presi- 
dent, New York; Fred F. Hague, 
manager and vice- 
president, New York; Frank Mc- 
Carthy, midwest sales manager 
and vice-president, Chicago; Har- 
ry H. Wise Jr., vice-president, Los 
Angeles; Knox LaRue, vice-pres- 
ident, San Francisco, and R. N 
Hunter, vice-president, Atlanta. 

Headquarters of the company, 
which represents 36 AM and three 
TV stations, will continue in Chi- 
cago. 


Advertising Art Displayed 

Outstanding art work created 
by Detroit agencies in the past 
year will be displayed during the 
third annual Exhibition of Adver- 
tising Art, May 19 to June 2, at 
Scarab Club Galleries, 217 Farns- 
worth. Art Directors Club of De- 
troit sponsors the show. 
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Sharp Drop in TV 
Set Production is 
Due, R-TMA Warns 


WasHINGTON, May 9—With the 
output of receiving tubes for radio 
and TV sets facing sharp curtail- 
ment, members of the electronic 
industry predicted this week that 
the defense program will soon 
force a sharp drop in set produc- 
tion 

During the first quarter of ‘51, 
the industry was able to maintain 
production rates well over the first 

| quarter of 1950. However, the 
Radio-Television Manufacturers 
Assn. said Monday that prelimi- 
nary figures for the second quarter 
| indicate that production is already 
beginning to drop. 

One of the most serious prob- 
|lems facing the industry was out- 
|lined at the National Production 
Authority today, when industry 
members were told that their al- 
lotment of nickel for receiving 


product advertising| 


tubes will be below “minimum” 
estimates. 
@ Industry members were re- 


minded that nickel is one of the 
most critical materials. Early this 
week, NPA issued directives hold- 
ing civilian users to 15% of their 
| monthly consumption in the first 
half of 1950. 

The electronics industry was 
granted an allotment of 200,000 
|pounds of nickel for May, and 
180,000 pounds for June, but wag 
told that the allotment must cover 
military orders, as well as civilian, 

In addition, the industry wag 
warned that it must meet demands 
for replacement tubes for existe 
ing sets before it supplies tubes for 
new sets. { 


e While the allotment for June ig 
below the 200,000 pounds cone 
sidered minimum by the industry, 
NPA officials indicated that it cam 
be stretched by conservation meas¢ 
ures. In recent months the indus- 
try has had 250,000 pounds of 
nickel. 

The impact of the cutback may 
net be immediately noticeable, bul 
will be doubly painful when f 
finally becomes apparent. For thé 
present, the industry “lives” off 
tubes that were in process late last 
year or early this year. The May 
and June allotments will be sev¢ 
eral months in process. : 

Unfortunately for the industry, 
military demands will be consider- 
ably greater by the time the cur- 
tailed May and June allotment is 
available in tube form 

TV production in first quarter 
1951 totaled 2,199,669 units, com- 
pared with 1,605,200 in first quar- 
ter 1950. Radio output was 4,235,- 
597 units, compared with 3,343,600 
last year 


% 


Housewares Group Elects 

Joseph A. Kaplan, Joseph A. 
Kaplan Co., New York housewares 
manufacturer, was elected presi- 
dent of the National Housewares 
Manufacturers Assn. at a recent 
directors meeting. Mr. Kaplan suc- 
ceeds J. W. Alsdorf, president of 
Cory Corp., Chicago. Stan L. Han- 
sen, president of Hansen Scale Co., 
Chicago, was elected vice-presi- 
dent; J. R. Caldwell, president of 
Wooster Rubber Co., Wooster, O., 
treasurer, and A. W. Buddenberg, 
Chicago, was reelected executive 
secretary 


Launch Bab-O Campaign 

B. T. Babbitt Co. took 1,000-line 
ads in 18 New York area dailies 
last week to announce a l¢ sale for 
new “wonder-sudsing” Bab-O, 
which it says is now the “world’s 
sudsiest cleanser.” A third can of 
Bab-O is offered for 1¢ with regu- 
lar purchase of two cans. A second 
ad, in the same papers, will run 
shortly, and the sale will eventual- 
ly cover the country on a market- 
by-market basis. William H. Wein- 
traub, New York, handles the 
account. 
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Top Liquor Brands 
Lose Ground in ‘50 


(Continued from Page 1) 


ner’s Choice, and Publicker’s Phil- 


compared with 26,081,145 in the adelphia. 


previous year. 


e But of the top ten brands (rep- 
resenting nearly 40% of total sales 
in these states), only two—Corby’s 
Reserve and White Seal—were 
able to show a gain. The biggest 
gains were in the “all others” cate- 
gory, which in 1950 accounted for 
9,397,734 cases compared to 7,530,- 
784 cases in the previous year, 34% 
compared to 28.8%. 

There were four new brands 
among the 25 leaders: Old Stagg, 
a Schenley bourbon; Early Times, 


a Brown-Forman bourbon; Old 
Log Cabin, a National bourbon, 
and Echo Springs, a Schenley 


bourban. They displaced Schen- 
ley’s Golden Wedding and Three 
Feathers Reserve, National's Part- 


RICH? 


When we say “The Rich 
Washington Market” . . . we 
have an idea it means more 
than wide parks and impres- 
buildings. 


sive 
The recently completed 1950 


government 
census of income discloses 
that the average family in- 
come in the Washington area 


is $4,130.00! 


This impressive income aver- 
age is unmatched in our his- 
tory — represents peak in- 
come and buying power of 
your potential customers in 
the nation's capital. 


.Get your share of this high 
income buying group, with 
a sales message on WRC, 
your best bet in Washington. 


e The distillers earmarked more 
money for advertising in 1950, and 
this looked like a continuing trend. 
Schenley Vice-President S. D. 
Hesse, for instance, had forecast 
more advertising by distillers on 
the ground that it would have to 
be used to replace manpower 
drawn off into service. 


In 1950, the beer-wine-liquor 
classification in magazines, net- 
work radio and farm _ papers 


showed $31,543,442 spent, com- 
pared to $29,687,159 in the previ- 
ous year. In newspapers, the Bu- 
reau of Advertising reports the 
b-w-]! classification was up to $45,- 
473,000 in 1950 compared to $42,- 
375,000 in 1949 

Publishers Information Bureau 
shows that liquor alone spent $19,- 
410,145 in magazines and farm 
magazines in 1950 compared to 
$19,121,844 in 1949. The BofA fig- 
ures show that liquor alone ac- 
counted for $29,053,000 in 1950, 
compared to $24,498,000 in 1949 

Newspaper individual expendi- 
tures are not yet available for 1950. 
On the basis of PIB figures, how- 
ever, it is fairly clear that individ- 
ual distillers have been moving 
downward in their magazine ex- 
penditures for severa! years. 


@ Seagram spent $5,492,805 in 
PIB-measured media in_ 1950, 
less than in °49 or ‘48, and much 


less than the $9,139,032 spent in 
1947. Schenley spent $4,933,192 in 


1950, less than °49, more than °48, 


; but less than the $5,960,031 spent 
} in 
| 

| in 


1947. National spent $2,997,479 
1950, more than °49, less than 
48, and much less than the $5,406,- 
832 spent in 1947. Hiram Walker- 
| Gooderham & Worts spent $2,185,- 
| 396 in 1950, more than ‘49, less 
| than '48, and less than half of the 
$4,440,583 spent in 1947. 

All these figures include ex- 
penditures in newspaper magazine 
sections, but liquor’s total in this 
medium was less than $300,000 in 
both 1949 and 1950. 


es The outstanding development of 
the year, perhaps, is a negative 
one: While straight whiskies made 
comeback, they still failed to 
pierce the top strata of whiskies 
There, in previous years, the 
spirit blend was supreme. 

The gains of the straights were 
largely at the expense of the top; 
blends, and the over-all picture 
(in the 17 monopoly states) close- 
ly conforms to that of 1949—with 
costlier brands, the straights and 
top blends—taking about the same | 
share of market as they did in 
1949 

Straights—measured in the 17) 
states—had a year about equiva- 
lent to 1945, when 14.7% of the 
sales were made in straights be- 
cause, in 1950, straights accounted 
for 17.4% of the sales in those 
states. Domestic spirit blends, with 
75.5% of the sales, were at their 
lowest point since 1944, when they 
accounted for 60.9%. 

It might be well to point out 
that this might be considered a 
return to “normal.” In 1940, spirit 
blends accounted for only 36.6% 
of the market, while straights ac- 
counted for 58%. The downfall of 
straights in the postwar period is 
variously attributed to shortages 
j}of aged whisky, to high-octane 
promotion on the part of spirit 
blend producers (notably Sea- 
gram), to the high price of 
straights (top bourbons are more 
expensive than Scotch in many 
markets), and to a change in the 
public taste. 


as 


e A good many changes have come 


Leading Brands of Whiskies in 1950 


Total Sales in 17 Monopoly States and 10 Open States 


Brand Distiller 
Total Whisky Market 

7 Crown** Seagram 
Calvert Reserve Calvert 
Schenley Reserve Schenley 
Corby's Reserve Barclay 
Walker's Imperial H. Walker 
P.M. DeLuxe National 
Old Sunny Brook National 
Four Roses Frankfort 
Cream of Kentucky Schenley 
White Seal Calvert 
Paul Jones Frankfort 
Old Stago* nley 

t Seagram 
Hill & Hille* National 
Guckenheimer American 
Fleischmann Pref. Fleischmann 
Old Thompson Glenmore 
Hunter Frankfort 
Century Club* National 
Early Times Br. Forman 
P&T Reserve** Park & Til. 
Canadian Clubt H. Walker 
Old Log Cabin National 
Wm. Penn** Gooderham 
Echo Springs* Schenley 
Old Hickory* Continental 
Golden Wedding** Schenley 
Philadelphia Continental 


For All Other Brands 
Note: * 
are b 


denotes bonded bourbon, ** denotes special 
¢ blends. 


All 27 States 17 Monopoly 
States Only 
Rank Cases Rank ases 

7 17,724,892 
1 4,311,979 1 2,975,742 
2 7 3 1,114,544 
3 1,585,030 a 1,113,008 
4 1,303,287 2 1,127,580 
5 1,281,650 § 984,770 
6 731,065 6 557.639 
7 689,919 15 30,096 
8 686,454 7 497.854 

9 563,995 9 . 
10 502,150 8 477,342 

ll 483,196 10 342, 
12 425,441 13 264,722 
13 383,880 7 218,962 
14 382.668 _ — 
15 373,482 25 55.164 
16 354,332 16 224,123 
17 337,617 24 155.925 
18 5, 11 298,518 
19 317,160 12 273,277 
20 299.584 _ — 
21 296.275 14 250,867 
22 283,975 18 198,272 
23 46.403 23 158.572 

24 239.214 20 189. 
25 221,009 _ — 
panes — 19 191.102 
aan — 21 187.604 
_ — 22 172.105 


Al7, 


9,397,734 4.964 
blends and + denotes Canadian Blends. All others 


about in public taste, at that. As 
revealed by the state stores record, 
straight rye sales accounted for 
10.7% of all sales in 1940; by 1945 

war's end—it had dropped to 
1.5%, and in 1950 it was down to 
0.4% of the total. Bonded whiskies, 
7.3% of the total in 1940, were 
2.4% in 1945, and only 4% in 1950, 
still substantially below their pre- 
war market share 

Canadian whiskies, top brands 
of which are still on allocation and 
which accounted for only 1.7% of 
the sales in these states in 1940, 
have increased their proportionate 
share year by year, and in 1950 
reached 3.2% —about on a par with 
the 3.3% of 1946, their high. 

Earlier in this story, the ques- 
tions raised by the advent of a 
defense economy were touched up- 
on. It is interesting to see that in 
liquor—as in appliances and tex- 
tiles—the implications of the Kore- 
an war were quickly translated 
into a buying spree. 


se When the retailers and whole- 
salers bought, they stocked up on 
straights, not blends. They may 
have reasoned—with their World 
War II experience as a backdrop— 
that they could always buy blends, 
but that high-grade bonds and 
straights would either disappear 
from the market or zoom into 


| stratospheric price levels. In any 


case, from the beginning of the 
Korean war until the end of the 
year, the straights began to climb. 

Here, for the 17 monopoly states, 
are the month-by-month figures 
for per cent of whisky sold, for 
spirit blends and all straights, in 
1950 


Spirit 
Month Blends ° Straights % 
January 80 49 
February 78.9 15.5 
March 78 16.2 
April 77.6 16.4 
May 76.6 16.9 
June 76.1 16.8 
July 75 16.7 
August 73.6 176 
September 74.2 18.5 
October 74.3 18.5 
November 74.2 18.5 
December 72.1 19.8 
es Liquor sales have been on a 
downward trend all during the 
postwar period, or—more accu- 


rately—since 1946. The first half 
of 1950 also saw declining sales 
But the second half firmed up. 

As the accompanying table shows 
there a difference in relative 
brand ranking between the mono- 
poly and open states. It has pre- 
viously been pointed out that 
monopoly and open states repre- 
sent different merchandising prob- 
lems, and that the success of dif- 
ferent distillers varies in the two 
markets. 

Seagram, for 


is 


instance, is sup- 
posed to do relatively better in 
monopoly states, while Schenley 
is stronger in open states. Barclay 
and Walker are both strong com- 
petitors in the monopoly states, 
perhaps partially because their 
headquarters are in or near the 
biggest of the monopoly units. 


| production 


(Ed. Note: These are the 17 monopoly 
states: Alabama, Idaho, lowa, Maine, 
Michigan, Montana, New Hampshire 
North Carolina, Ohio, Oregon, 
vania, Utah, Vermont, Virginia, Washing- 
ton, West Virginia and Wyoming 

The ten open states included 
tabulation are: Indiana, Georgia 
ana, Kansas, Minnesota, Missouri 
South Carolina, 
Texas 

The 17 monopoly states account 
about 17% of total U. S. whisky 
and four of them, Michigan, Ohio, Penn- 
sylvania and Virginia, account for 63% 
of total sales in the bloc. The ten open 
states here enumerated account for an- 
other 17° of total sales, so that the com- 
bined percentage of the 27 states re- 
ported here is about 44°.) 


in this 
Louisi- 
Nebras- 
South Dakota and 


for 
sales, 


e A year ago, the main problems 


confronting the distillers centered | 


in the possibility of dumping in- 
ventories on the market, and the 
creation of a price-and-quality war 
(AA, March 13, '50). 

Since Korea, nothing like that 
seems probable. At the end of 
February, whisky inventories stood 
at a record 707,700,000 gallons, 
compared with 620,100,000 a year 
ago. The previous peak was 582,- 
000,000 gallons in 1942. With a 
larger population, the distillers 
need a larger inventory. Further, 
with the likelihood of imminent 
cuts, inventory looks 
like gold and insurance against a 
dubious future. 

A year ago, there were storm 
clouds around fair trade, to which 
many distillers are deeply com- 
mitted. There still are, and the 
Schwegmann Bros. case (AA, 
April 16), now awaiting decision 
by the Supreme Court, deals 
directly with the non-signing 
clause, and is of primary concern 
to the distillers. 


The furor over = salesmen’s 
unions in the distilling industry 
has largely subsided, with con-| 
tracts in force. 


@ Still to be settled is the problem 


of deals and discounts in the in- 
dustry. The gains of “all others” 
referred to earlier can be viewed 


(they are in some liquor cir- 
cles) as the mute evidence of the 
success of “dealing” on little- 


known brands at the expense of 
leaders. 

General strategy in the industry 
prohibits big discounts on estab- 
lished brands, but it is still possi- 
ble to pump little-known, or new, 
brands into the market on a cut- 
discount basis, boosting total vol- 
ume. 

Since July, bottling figures show 
a pronounced trend to straights 
and bonds. More straights were 
bottled between July, 1950, and 
February, 1951, than were bottled 
in the July, 1949, to June, 1950, 
year; and bonds bottled during the 
same eight-month period are with- 
in 90% of the previous vear’s bot- 
tling. This trend may indicate that 
“dealing” will not be the problem 
this year that it was in 1950. 


@ On the cther hand, many obser- 
vers in the liquor industry feel 
that the post-Korea splurge was 


Pennsyl- | 
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largely confined to the trade. 
When the consumer failed to buy 
frantically, the wholesalers and re- 
tailers began to sit back and wait 
for inventory to dissolve before re- 
purchasing. Consequently, the 
months of March and April were, 
on the whole, disappointing sales- 
wise. 

Finally, the liquor industry still 
has the problem spotlighted by the 
Kefauver Committee  investiga- 
tions: the problem of the people 
in the industry it wishes it didn’t 
have. As AA pointed out (Oct. 30, 
50), licensing powers are lodged 
in the states, and are beyond the 
distillers’ province. It is also true 
that a bootlegging background, and 
the crime connotations which go 
with it, was never an ineradicable 
disgrace in the liquor business. Li- 
censed Beverage Industries is of 
the opinion that time and age will 
ease out the men who first came 
into the business when it was ac- 
companied by the offstage rat-tat- 


| tat of tommyguns. It remains to be 


seen if this is so. 

(Ed. Note: Another story, dealing 
with brand sales trends in Scotch 
and gin, will appear later in AA.) 


Toronto Adclub Elects 

At the annual meeting of the 
Young Men’s Advertising & Sales 
Club of Toronto, Art Monteith, E. 
Harris Co., was elected president 
for 1951-52. Other officers elected 
are: Jack Young, Goodyear Tire & 
Rubber Co. Ltd., lst vice-president; 
James Wood, Goodyear Tire & 
Rubber Co. Ltd., 2nd vice-presi- 
dent; Charles Hindle, Industrial 
Loan & Finance Corp., treasurer; 
and Norman Moreau, Dominion 
Paper Box Ltd., secretary. 


Arbingast Is Gipps Agency 
Arb ngast, Becht & Associates, 
Peoria, Ill., is the agency handling 
the Gipps Brewing Corp. account, 
not Kaufman & Associates, Chica- 
go, as was reported in an article 
m the Peoria brewery in AA, May 


Taylor Is New Pershall V. P. 


Arthur E. Taylor, account exec- 
utive of J. R. Pershall Adver- 
tising Co., Chicago, has been elec- 
ted a vice-president of the com- 
pany 


Otoe Buys Silver King Co. 

Otoe Food Products Co., Nebras- 
ka City, Neb., has purchased Sil- 
ver King Co., Kansas City, Mo., 
manufacturer of Silver King dog 
and cat food 


PENNSALT Appoints 


Arthur (. Tunstall, Jr. has been 
appointed head of specialty sales of the 
Pennsylvania Salt Manufacturing ¢ . 
pany, Philadelphia, manufacturers of 
heavy chemical-, cleaning products and 
insecticides. Like st other men who 
are getting ahead in business, Mr. 
Tunstall is a regular Wall Street 
Journal reader. 

(ADVERTISEMENT?) 
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RAILROADS 


ARE THE “i 


| 
} 


“RULRONDS 
ARE PRIMARY... 


RETORT—The newspaper ad at left, placed by the Trucking Industry National De- 
fense Committee, drew a retort from the American Railway Car Institute, which 


beunced back with the ad at right. C 


is over of scarce materials. 


Pp. 


Newspaper Ads Used by Railroads 
and Truckers in Allocations Wrangle 


WASHINGTON, May 8—Alloca- 
tion delays in production and 
maintenance materials caused 


another skirmish in the continuing | 
feud between the trucking and 
railroad industries last week. 

The Trucking Industry National 
Defense Committee, a _ present 
body representing the trucking in- | 
terests of suppliers, unions and} 
(unofficially) some members of 
the American Trucking Assns., 
placed large-space ads in Wash- 
ington, New York, Chicago, Los 
Angeles, San Francisco, Portland, 
Ore., and Seattle papers, stressing 
the vulnerability of the railroads 
to bombing and requesting mate- 
rial allocations for the trucking 
industry. 

Thus far, the ad pointed out, the 
“highly vulnerable railroad indus- 
try” has received the “only major 
material allocation to date,” while 
the truckers’ share has been zero. 


@ The American Railway Car In- 
stitute, speaking for the railroads, 
came back a few days later with 
an ad which didn't mention the 


trucking industry but which 
pointed out that the railroads “are 
organized to meet emergencies and 
keep running.” The trucking ad 
called motor transport the “No. 1 
carrier,” and the railroad ad said 
the railroads are “America’s No. 1 
transportation.” 

The American Trucking Assns. 
disavowed any connection with the 
ad but told AA it would certainly 
go along with what it had to say. 
ATA president Lee Sames, how- 
ever, is a member of the commit- 
tee, and Dave Beck of the Inter- 
national Teamsters Union is its 
chairman. The ATA believes 620,- 
000 medium and heavy trucks will 
be needed this year for non-mili- 
tary purposes alone. 

A program for maintenance of 
production of trucks has been rec- 
ommended by the Defense Trans- 
portation Authority and is await- 
ing action by the Defense Produc- 
tion Authority. | 

The trucking committee's ad was | 
handled by Zimmer-Keller, De- 
troit agency, and the railroads’ re- 
tort was placed through Selvage & 
Lee, New York. 4 


Who Makes Most 
Package TV Shows | 
Restudied by Ross 


New York, May 10—To bring 
up to date his last year’s report on | 
who is packaging most of televi-| 
sion's shows, Wallace A. Ross has 
taken another look at the situa- 
tion. 

Mr. Ross, publisher of Ross Re- 
ports, finds there have been no 
significant changes since he sur- 
veyed this aspect of TV in July, 
1950. At that time his count of an 
aggregation of local and network 
programs originating in New York 
showed 59% created and produced 
by independent packagers, 34% by 
networks, and 9% by advertising 
agencies. 

The current analysis was con- 
fined to network-sponsored pro- 
grams and indicated this break- 
down on ownership of TV shows: 
45%, independent packagers; 40%, 
networks, and 15%, advertising 
agencies. If local programs had 
been included in these figures—as 
they were last year—the similar- 
ity between the breakdowns for 
‘51 and ‘50 would be even closer, 
Mr. Ross believes. 


@ The current Ross Report also 
includes a summary of the summer | 
hiatus picture—a very pleasant 
one for the networks, which ex- 
pect 80% of their sponsors to stay 


on during the warm weather 
months 
For the benefit of advertisers 


and networks looking for summer 


shows, Ross lists a group of rep- 
resentative independent packages | 
which are available. The listing 
comprises 58 shows of 25 pack- 
agers and gives capsule data on 
format, talent and—in some cases | 

-price. The programs range from 
variety to science. | 


Federated Stores Reports 


Federated Department Stores 
Inc., Cincinnati, reports its gross 
income for the year ended Feb. 

1951, at $389,065,599 as com- 
pared with $358,551,020 for 1949. | 
Net earnings were $18,098,968 for 
the past year and $15,902,955 for 
1949, resulting in share dividends |} 
of $2.50 and $2.12 respectively, 
according to the company’s annual 
report. 


Essential Names VanDeven 

William F. VanDeven, formerly 
special representative of Procter & 
Gamble Distributing Co., has been 
appointed sales manager of the in- | 
dustrial and institutional division 
of Essential Chemicals Co., Mil- 
waukee soap and chemical manu- 
facturer. 


Hess & Clark Names Swink 


Dr. Hess & Clark Inc., Ashland, 
O., manufacturer of livestock and 
poultry care products, has ap- 


pointed Howard Swink Advertis- | 


ing Agency Inc., Marion, O., to 
handle its advertising. 


Brown Shoe Returns to NBC 
Brown Shoe Co., St. Louis, will 
return Smilin’ Ed McConnell to 
the NBC radio network Aug. 11 
under a 52-week renewal contract. 
The program, aired from 8:30 to 
9 a.m., CST, will be carried on 


approximately 125 stations. 


Eze-Stik Appoints Dundas 


Simon Adhesive Products Corp., | 
New York, manufacturer of Eze-| 
Stik self-adhesive displays and la- 
bels, has 
Dundas, 
Displays Inc., as head of its new 
southern office at 1171 Northeast 
149th St., North Miami 1, Fla. 


Forbes Lithograph Elects 


Arthur R. Hitchings, president 
of Forbes Lithograph Co., Bos- 
ton, has been elected chairman of 
the board, treasurer and chief 
executive officer. John B. Osborn, 
executive vice-president, has been 
elected president and continues as 
genera] sales manager. 


DuMont Issues ‘50 Report 

Allen B. DuMont Laboratories, 
Clifton, N. J., reports its 1950 
gross income at $76,362,665 as 
compared with $45,267,089 for 
1949. Net earnings were $6,900,- 
788 for 1950 and $3,269,880 for 
1949, resulting in share earnings of 
$2.87 and $1.49 respectively, ac- 
cording to the company’s annual 
report. 
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Just what you need for your file copies! 


Each handsome, simulated leather binder holds 26 issues of ADVERTISING AGE. 
Opens FLAT so that you can easily refer to each issue and to each page within 
each issue. 


Takes only a few seconds to insert or remove copies. 


Good-looking—yet tough—made to take it. Decorated with gold-stamped ADVER- 
TISING AGE logo on cover and backbone, and either “JAN-JUNE" or “JULY- 


DECEMBER" on backbone. 


While They Last! 


Special Reduced Price 


$2.75 for one binder . . . $5 for set of two 


(formerly $3.50 each binder) 


We pay the postage anywhere in the United States or Canada 


ADVERTISING AGE 
200 E. ILLINOIS STREET 
CHICAGO 11, ILLINOIS 


[_] Payment enclosed 
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[_] One Binder $2.75 
(for 26 issues) 
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Please send immediately to 


[_] Bill me later 


BINDERS 


(for 52 issues) 
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McGraw Sells 18% of Stock 

James H. McGraw Jr., who re- 
tired because of ill health after 20 
years as chairman of the board 
and president of McGraw-Hill 
Publishing Co. in February, 1950, 
has sold 78,000 shares of personal 
and trust stock in the publishing 
company! through Smith Barney & 
Co. Sale of the bloc, representing 
about 18% of the company’s stock, 
still leaves about 45% in the Mc- 
Graw family 


Gerhold Joins Foote, Cone 

Paul Gerhold, formerly manager 
of research for Dancer-Fitzgerald- 
Sample, has joined Foote, Cone & 
Belding, New York, as director of 
research. 


* 

Save with $1.00 art 

$1 buys the prestige of top 
agency art for your ad under our 
reproduction plan. Select from 4000 
subjects, pay only $1 for those you use 
h Recognized agencies, Natl Ad Mars 
if for tree brochure, ‘use agreement 
STIVERS STUDIO 


67 MAIN ST + SAN FRANCISCO 5. Cat! 


TV Thaw Seems 
Unlikely; FCC 
Gets Protests 


(Continued from Page 1) 
urged the commission to take 
“whatever steps are necessary to 
bring about expeditious lifting of 
the freeze.” 

@ Steps NBC 
clude: 

1. Begin receiving applications. 

2. Where the number of appli- 
cants is less than the number of 
available frequencies, begin issu- 
ing construction permits. 

3. Where applications outnumber 
frequencies, begin holding hear- 
ings. 

If past statements by FCC of- 
ficials are a guide, most of the 


suggested by in- 


filing and arguing will be to no 
avail. Several times recently, FCC 
Chairman Wayne Coy has warned 
that any change in the allocation 
plan sets up a “chain reaction,” 
which upsets assignments over 
wide areas. 

In the final phase of the hear- 
ing, demands of educators for a 
set-aside of TV channels have 
reached high pitch. At least 200 
educational institutions, ranging 
from local school boards to the 
nation’s best known universities 
and the board of regents of New 
York state, filed statements asking 
FCC to reserve non-commercial 
channels for schools. 


e Some of the larger institutions 
indicated that their TV plans are 
well advanced, and the New York 
State Board of Regents said, in a 
handsomely printed document, that 
it is planning a statewide network 
of ten educational stations. 
However, the great majority of 
the educational groups conceded 


that their TV plans are undevel- 
oped. They asked that FCC reserve 
the frequencies until they have a 
chance to complete preparations. 
The National Assn. of Radio and 
Television Broadcasters filed a 
brief opposing a set-aside for ed- 
ucators. The association contended 
that all applicants should be 
treated alike, and that educators 
should compete with commercial 
broadcasters for the facilities 
available in each community. 


Gives ‘Traffic World’ Awards 

The National Industrial Adver- 
tisers Assn. will present the first 
of its annual Traffic Service Corp. 
awards at its yearly conference, 
June 24-27, in New York. The cita- 
tions, contributed by Traffic 
World, will be made for excellence 
of chapter publications. 


Buckley Names Reynolds 
Buckley Brooks Hat Mfg. Co., 


Montreal, has appointed EF. W. 
Reynolds Ltd. to direct its fall 
campaign. 


Now on the newsstands . . . the May issue 
...the biggest issue yet published 


r.. the magazine 
young wives 


live by... 
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Mortimer Berkowitz 
Joins Grey Agency 


as Vice-President 


New York, May 10—Mortimer 
Berkowitz, pioneer of the easel 
presentation in media selling and 
for more than 24 
years sales dyna- 
mo of The Amer- 
ican Weekly, has 
become a_ vice- 
president and 
stockholder of 
Grey Advertising 
Agency. 

In January this 
year, after more 
than 36 years of 
selling with the 
Hearst organiza- 
tion, Mr. Berkowitz was relieved 
of his duties as vice-president and 


M. Berkowitz 


general anager of The American 
Weekly and Puck—The Comic 
| Weekly. 


| He started with the Hearst or- 
ganization as a reporter, after sev- 
'eral years of editorial experience 
on other papers, and became an 
advertising salesman on the Boston 
American in June, 1914. Four years 
later, he moved to Chicago as 
western ad manager of the Hearst 
eastern evening newspapers. 


@ Beginning in 1920, when he re- 
turned to New York to become na- 
tional ad manager of the New York 
American, his rise in the organi- 
zation was rapid. In September, 
1926, he joined The American 
Weekly. In 1927, he was named 
general manager; in 1928, vice- 
president, and, in 1934, was elec- 
ted president. 

Mr. Berkowitz’ hallmark was 
the rapid-fire easel presentation, 
which he adapted to selling of 
The American Weekly, insisting 
that salesmen tell the magazine’s 
story one way. 

His formula for building ad 
linage involved constant work, 
constant travel, constant sell. Few, 
if any, media salesmen knew or 
have been known by so many im- 
portant agency and advertising ex- 
ecutives. 


@ When he took over direction of 
American Weekly Inc., candy, gum 
and toy ads were about the only 
types of copy which ran in comics 
sections—and then only  infre- 
quently. 

In December, 1930, Mr. Berko- 
witz began to exploit the potential 
for general merchandise advertis- 
ing which he believed the comics 
possessed. A separate selling and 
promotional division was organized 
and soon afterward the eight-page 
Hearst comic section became Puck 
—The Comic Weekly. 

In May, 1931, General Foods 
Corp. bought what was probably 
the first color page ad in the com- 
ics for a major grocery product— 
Grape-Nuts. From that time until 
his departure from Hearst early 
this year, he worked tirelessiy to 
build acceptance for the medium 

| among advertisers of general mer- 
chandise, automobiles and food 
and drug products. 


Delta Tool Schedules Set 


On June 1, Marsteller, Gebhart & 
| Reed, Chicago, will begin servic- 
ing the account of Delta Power 
| Tool division of Rockwell Mfg. Co., 
Milwaukee. Schedules call for 
newspapers, magazines—Better 
Homes & Gardens, The Saturday 
Evening Post and others to be 
scheduled later—business papers, 
local TV spots, house organs and 
point of sale items. 


THE LETTER SHOP, Inc. 


Chicago 5.1 Minois 


431 S. Dearborn St 
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CBS-ABC Negotiations Continue; 
Stock Exchange Deal Is Indicated 


Possible Participants 
Are O'Neil, McCormick, 
Storer, Liberty, DuMont 


New York, May 11—The possible 
acquisition of American Broad- 
casting Co. by Columbia Broad- 
casting System and _ interested 
“third parties” was radio row’s 
biggest topic of conversation this 
week. 

At press time negotiations for 
the complicated deal in which sev- 
eral companies are believed to be 
involved were continuing, but 
none of the principals would say 
how near they were to the sign- 
ing stage. 


Columbia, which started talks 


with ABC, it is believed, to obtain | 


additional television stations, is 


said to be working on a stock ex- | 


change deal similar to that by 
which CBS recently acquired 
Hytron Radio & Electronics Corp. 
(AA, April 16). The talking price 
reportedly is $26,000,000. 


es All the other major TV net- 
works have more owned-and-op- 
erated video outlets than CBS, 
which owns stations in New York 
and Los Angeles and 45% of a 
Washington station. ABC has its 
own video stations in New York, 
Los Angeles, Chicago, San Fran- 
cisco and Detroit. Under the FCC 
regulations limiting a single com- 
pany to five video stations, CBS 
could keep the last three stations 
if the company sold its stock in 
the Washington outlet. 

Unofficial sources believe CBS 
would retain only those three sta- 
tions, with the rest of ABC’s as- 
sets, including that network’s New 
York and Los Angeles TV stations 
and its own radio stations, being 
taken over by one or more of the 
third parties. 


@ The FCC's rule prohibiting any- 
body from owning more than one 
radio or TV station in the same 
area would mean CBS would have 
to sell a television station in New 
York and Los Angeles and some 
ABC radio stations as well. 

Third parties reportedly figuring 
in the discussion at this date in- 
clude: 

Thomas O'Neil, vice-president 
of General Tire & Rubber Co., 
owner of Yankee and Don Lee net- 
works. Recently named chairman 
of the board of Mutual, Mr. O'Neil 
is believed to be in an expanding 
frame of mind. 

Col. Robert R. McCormick, own- 
er of the Chicago Tribune and 
WGN and WGN-TV, Chicago, also 
has been mentioned as a potential 
participant in the deal. 

George B. Storer, president of 
Fort Industry Co., who is believed 
to be interested in buying WJZ- 
TV, New York, and _ possibly 
KECA-TV, Los Angeles. 


@ Liberty Broadcasting System. 
This new network, which has 
made some impressive radio sales 
lately, might take over part of the 
radio properties. 

DuMont Television Network. 
This network would probably be 
more than willing to buy another 
TV station as a part of the intri- 
cate property shifts. 

Other companies whose names 
have cropped up in the rumors 
are International Telephone & 
Telegraph Co., United Paramount 
Theaters and 20th Century-Fox. 


es Meanwhile, Edward Lamb, Erie, 
Pa., publisher, station owner and 
stockholder in the two networks 
involved in the negotiations, has 
threatened to fight the consumma- 
tion of an ABC-CBS “merger” in 


| 


White Rock 
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NEW SERIES—This color ad in Life May 

17 is the first of a series to appear in the 

magazine for Conado Dry’s White Rock. 
Kenyon & Eckhardt is the agency 


the courts if necessary. 

Publisher of the Erie Dispatch 
and owner of WICU-TV, Erie; 
WTVN-TV, Columbus; and WTOD- 
AM and WTRT-FM, Toledo, he set 
forth his position in a letter to 
Edward Noble, board chairman 
and principal stockholder of ABC, 
written on “behalf of the ABC 
stockholders.” A carbon was sent 
to William Paley, Mr. Noble's 
counterpart at CBS. 


s Explaining his opposition, Mr. 
Lamb told AA a “merger with 
CBS would be a dissipation of 
ABC’s assets. If the directors of a 
going business sell the profitable 
assets of that company, they are 
personally liable for any damages 
which may result.” 

For a principal stockholder to 
dispose of the most valuable prop- 
erties of ABC—radio and TV sta- 
tions in New York and Los Angeles 
—to get out of a business, while 
other stockholders are left in, is 
“an obvious breach of trust on 
the part of directors,” he asserted. 

Mr. Lamb’s second charge is 
made as a TV station owner, whose 
contract with ABC has two years 
to run. If ABC's network video 
operations are suspended through 
a sale to CBS, this, he said, repre- 
sents a breach of contract. 


@ The broadcaster also indicated 
that a complaint might be filed 
with the anti-trust division of the 
Justice Dept., with such action 
being warranted because “one 
competitor has bought out another 
or merged with another to elimin- 
ate competition.” 

Mr. Lamb added that he believes 
such a deal would meet strenuous 
objections from the Federal Com- 
munications Commission because 
it violates the duopoly rule pro- 
hibiting ownership of more than 
one radio or television station in 
one area by a single company. 


FRANK PARSONS 

Hartrorp, May 10—Frank Terry 
Parsons, 99, printer and newspa- 
per man, died at Worcester, Mass.. 


on May 8. He served for a time as | 


advertising manager of the Re- 
publican, Waterbury, Conn., and in 
1916 became editor and publisher 
of the News, Northfield, Vt.. where 
he remained until his retirement 
in 1932. 


Fulford Names Stevenson 

C. E. Fulford, Toronto manufac- 
turer of Zam-Buk ointment and 
Bile Beans tablets, has appointed 
Stevenson & Scott Ltd. to handle 
its advertising. Promotion for Zam- 
Buk includes radio spots, car cards 
and small space newspaper ads. 


Last Minute News Flashes 


Pepsodent Combination Offer Promoted 

New York, May 11—Pepsodent division of Lever Bros. will launch 
a combination pack offer with a b&w page in Life, June 18. The pro- 
motion offers a Pepsodent tooth brush and toothpaste package for 89¢, 
a saving of 33¢ over the usual value. Additional ads are scheduled for 
Look and The Saturday Evening Post, plus announcements on the Pep- 
sodent CBS radio show, “My Friend Irma.” Foote, Cone & Belding is 
the agency. 


Dahlman Joins Compton on P&G Account 

New York, May 11—William R. Dahlman, formerly an account ex- 
ecutive with W. Earl Bothwell Co., wil! join Compton Advertising early 
in June. Mr. Dahiman will be assigned to the Procter & Gamble account 
group, and will devote his time principally to Duz. 


McKee, Former Lever V. P., Joins Ted Bates 


New York, May 11—Walter W. McKee, vice-president in charge of 
sales and merchandising for Pepsodent and Lever Bros. Co. since 1943, 
has joined Ted Bates & Co. as director of merchandising. 


Diamond, Colonial Salt Campaigns Launched 

Sr. Ciarr, Micu., May 11—Diamond Crystal & Colonial Salt Co. 
(General Foods) has launched its “biggest ad campaign ever” through 
Benton & Bowles, New York. Diamond is using part-page color ads in 
29 Sunday comics published in the Northeast, 220 and 250 lines in 27 
daily newspapers, and single columns in Family Circle and Woman's 


Day. It is also using TV participation shows in New York and Balti-| 


more. 


Hoyt Adds Rum Account; Other Late News 


@ The Sugar Manufacturers Assn. (of Jamaica) Ltd. has appointed 
Charles W. Hoyt Co., New York, as agency for its Jamaica rums. Start- 
ing in June, frequent small-space insertions in four magazines will be 
used. The association formerly advertised direct. 

e Crawford Blagden, formerly with Kudner Agency, has joined Benton 
& Bowles, New York, as account executive on Benson & Hedges. 

e American Tobacco Co., New York, will sponsor Kenneth Banghart 
in a five-minute, Monday-through-Friday newscast over NBC, starting 
June 4 at 2:55 p.m., EDT. Time for Lucky Strike was bought through 
Batten, Barton, Durstine & Osborn. 


@ Nestle Co., Colorado Springs, is making plans for a newspaper cam- 


| paign for its new chicken bouillon cube (AA, Nov. 6, 50). Food pages 


and Sunday magazine sections will probably be used, starting in a 
couple of months. Needham & Grohmann is the agency. 

e Richard L. Cullen, with the Cleveland advertising office of Ladies’ 
Home Journal since 1946, has been named office manager. He suc- 
ceeds Earl B. Stone, who retired because of poor health after 23 years 
as Cleveland manager. 

@ Tetley Tea Co., New York (Duane Jones Co.), and RKO Theaters 
(Foote, Cone & Belding) are using newspapers and radio spots for a 
cooperative merchandising drive. The campaign is built around an of- 
fer to children, who can see a movie at any of RKO’'s 39 theaters in the 
New York area for 5¢, plus the circle from a large Tetley tea box top. 
If results of the test are favorable it may be extended to other markets 
e Lawrence Kane, formerly executive vice-president of Lawrence 
Boles Hicks Inc., will open his own agency June 1 at 350 Fifth Ave., 
New York. Mr. Kane refused comment but Mr. Hicks told AA that “to 
my knowledge I'm retaining all the accounts.” 

e Filmore E. Mandl, former vice-president of Walter L. Rubens & Co., 
Chicago, has taken over the agency and changed its name to Filmore 
Advertising. Walter L. Rubens, former president, has moved to Al 
Paul Lefton Co., Chicago, as an account executive. No account or per- 
sonnel changes accompanied the shift. 


e Erwin, Wasey & Co. has appointed Howard W. Cheney executive 
vice-president in charge of the agency's Los Angeles offices. Mr 
Cheney was formerly manager of the Leo Burnett Co. offices in the 
same city. 


Sickbed Testimony of Fred W. Fitch 
Winds Up Family Trust Suit Hearings 


Des Mornes, May 11-—Hearings The cosmetics company was sold 
in the trust fund suit brought to Grove Laboratories in 1949 
by Fred W. Fitch, 81-year-old 


founder of the Fitch Mfg. Co., 
against his sons (AA, May 7) were 
concluded this week following the 
elder Fitch's testimony from his 
sickbed at home. 

The case was scheduled to be 
taken under advisement by Polk 
County district Judge O. S. Frank- 
lin after the concluding arguments 
by the attorneys. 

Mr. Fitch testified that all he de- | 
sires in the trust fund suit is “to 
remove the trustees and put in 
trustees who know how to handle} 
money.” His two and two 
sons-in-law are the trustees 

He claimed that B. F. Kauffman, 
former Des Moines banker and for- 
mer member of the Fitch board of 
directors, “demanded payment on| 
a $400,000 loan because he felt 
there was so much friction within 
our board that he couldn't see how | 
business could be carried on under | 
these circumstances.” 

The elder Fitch denied he had 
a private trust of $600,000 and said 
that all he had was saved from his 
salary as head of the company. 


CBS Being Sued by 
Hollywood Brands 
for $1,000,000 


East Sr. Louts, Itt., May 11—A 
$1,000,000 damage suit against the 


been filed here by Hollywood 
Brands Inc., parent company of 
Hollywood Candy Co., Centralia, 
lll., charging CBS with failure to 
live up to contract agreements 

The complaint, entered in U.S 
district court, alleges that CBS 
“wilfully and intentionally” failed 
to carry out its portion of a con- 
tract providing for the telecasting 
of “Junior Circus” over 38 stations 
beginning Jan. 27 for Hollywood 
Candy Co. The candy company had 
agreed to pay $9,850 for each 
weekly half-hour program for a 
period of 52 weeks. 

CBS, according to the complaint, 
presented only one program to a 
Philadelphia audience, and this 


sons 


was not telecast. 


Columbia Broadcasting System has | 
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Caldwell-Clements 
and McGraw Issue 
New Counter-Blasts 


New York, May 11—The feud 
between Caldwell-Clements Inc. 
and McGraw-Hill Publishing Co. 
presages a hot fight in the televi- 
sion and radio retailing fields 

Caldwell-Clements last week un- 
leashed a detailed attack on Mc- 
Graw-Hill’s Electrical Merchan- 
dising, which has promised to bring 
better editorial service to the field 
McGraw-Hill today issued a curt 
and restrained answer, portentous 
in its refusal to answer Caldwell- 
Clement's specific charges and in 
its assurance that the field could 
judge the quality of service it will 
render 

This represented the extension 
of a longtime legal battle (AA, 
Feb. 13, 50, et seq.) into the sell- 
ing field 

On May 1, H. W. Mateer, pub- 
lisher of Electrical Merchandising, 
announced in a letter to the trade 
|that while for two years a court 
order had limited Electrical Mer- 


| chandising’s radio and television 


editorial content, as well as adver- 
tising, the restrictions were lifted 
on the day he wrote, and that be- 
| ginning with the June issue, the 
magazine's readers would receive 
“the full editorial service on radio 
| and television that is badly needed 
| to meet the increasing sales prob- 
}lems in this fast-growing induse 
| try.” 


| 
’ 


Le Caldwell-Clements promptly 
fired out a reply, noting that t 
| McGraw-Hill release came t 
|day after the former made final 
payment to McGraw-Hill for thé 
purchase of Radio & Television Ree 
| tailing. The Caldwell-Clements ree 
ply said that the company h 
prepared a “fully-documented ree 
ply” to Electrical Merchandising§ 
letter. This reply, a four-pag@ 
printed answer, was released May 
10 

In it, Caldwell-Clements accus 
McGraw-Hill of glossing over t 
facts of the lawsuit, notes that t 
radio-television industry alread 
is served by 30 magazines, assai 
the company for selling the magas 
zine originally, and attacks Ele 
trical Merchandising’s renewal ra 
and circulation structure . 

The Caldweli-Clements repl 
given “reluctantly,” notes that M& 
Mateer's letter speaks of “reduce 
ing your marketing costs.” It then 
lists 21 McGraw-Hill publications, 
of which only Electrical Merchan- 
dising has not had a fairly recent 
rate increase. Caldwell-Clements 
then asks a series of questions, 
ranging from whether Electrical 
Merchandising will have a rate 
increase, too, to whether the ab- 
sence of a rate cut is due to the 
competition of a “specialized mag- 
azine. 


@ To all these charges, McGraw- 
Hill was aloof. In a terse two-par- 
agraph comment, McGraw-Hill 
said: 

“Our only comment is to refer 
to one sentence which appears in 
our letter of May 1. This sentence 
reads, “Throughout this contro- 
versy we have studiously refrained 
from attempting to make any of 
our friends in the radio and tele- 
vision field a party to the dispute.’ 
Since the contract which gave rise 
to the controversy has expired, we 
see even less reason to burden our 
friends in the radio and television 
field with further argument. 

“We invite particular attention 
to coming issues of our publication 
and are willing to rest our case in 
the quality of the service we ren- 
der to the industry.” 


Marken Appoints Meissner 

Marken-Machine Co., Keene, 
N. H., manufacturer of marking 
machines, has appointed Meissner 
& Culver, Boston, as its agency. 
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Selling Needed, 
Speakers Assent 
at ‘Trib’ Forum 


(Continued from Page 1) 
greatest threat! I refer to the pub- 
lic’s cheerful—and dismaying— 
willingness to accept one adver- 
tised brand or another, including 
the retailer's own advertised 
brand,” he said. 


e Mr. Weiss contended that ad- 
vertisers need more consumer de- 
mand, more consumer preference. 
Brand demand and brand prefer- 
ence constitute “the sole solution 
to the public’s annoying incli- 
nation to accept any brand, so long 
as it is a known brand,” he said. 

He insisted that brand demand 
and really strong brand preference 
can be created only by brand-sell- 
ing advertising. Mr. Weiss defined 
“brand-selling advertising as ad- 
vertising that indelibly impresses, 
on sizable segments of the public, 
a powerful and positive reason- 
why for demanding or preferring 
a brand.” 


@ The public’s too genial attitude 
toward advertised brands stems 
from nine factors, he said. These 
are: 
“1. The 
merchandise, 
price, etc. 

“2. The failure to develop, in 
advertising, a basic reason-why 
for purchase 

“3. The failure, when such a bas- 
ic reason-why has been developed, 
to stick with it, season after 
season, year after year, so that it 


growing 
in 


similarity in 
construction, 


becomes truly ingrained in the 
public's consciousness. 
“4. The common belief that ‘if 


it's advertised, it’s a good value.’ 


‘5. The enormous increase in 


SIGNS OF LONG LIFE 

FOR QUANTITY BUYERS 

THE ARTKRAFT® SIGN CO. 
Divreion of 


Artereh® 
900 Kibby $1. Lime USA 


Serene hey Y + he OF 


the number of advertised brands | 


in each category, including the re- 
tailer’s own advertised brands. 

“6. The precipitous drop in 
salesmanship on the retail floor. 

“7. The increase in shopping 
tempo. The faster the public buys, 
the more inclined the public is to 
pick up one brand or another. 

“8. The growth not only in self- 
service, but even more important, 
in self-selection. 

“9. The trend toward one-stop- 
shopping-inventories by all of our 
large retailers.” 


@ All these factors, Mr. Weiss said, 
“ery aloud for more advertising. 
Yet the advertising budget hasn't 
even kept pace with the increase 
in volume. It costs more to create 
consumer demand and strong con- 
sumer preference than it does to 
create merely consumer accept- 
ance and consumer interest. 
It not only costs more, but de- 
mands sustained advertising, ad- 
vertising that runs continuously in 
good times or bad times.” 

He advocated a larger use of 
localized advertising in the various 
local media, because “brand de- 
mand and strong brand preference 
are most economically created by 
geographic concentration of the 
advertising message. Creating and 
maintaining strong brand demand 
among 150,000,000 people is an ex- 
pensive proposition.” 


@ In addressing the group on “Ad- 
vertising in the Changing Pattern 
of Distribution,” Sidney Dean, 
vice-president, McCann-Erickson, 
pointed to the growth of self-serv- 
ice merchandising, citing adver- 
tising as an important factor in 
that method of low-cost distribu- 
tion. 

Self-service retailing, he said, 
depends upon the elimination of 
product selling at the point of sale 
and the elimination of some cus- 
tomer services. 

“Some method of communication 
must fill the void,” he said. “Cus- 
tomers must be informed, told why 
the goods fill a need. It is in this 
area that advertising must play its 
role. Aivertising is mandatory be- 
cause advertising is still the basic 
controllable method of mass com- 
munication.” 


e At the Tuesday afternoon ses- 


policies. 


ASSOCIATE MEDIA DIRECTOR 


with Outdoor Experience for 
MAJOR NATIONAL AGENCY 


Leading advertising agency plans i P 
Media Department. This is an unusual opportunity for the right 
man (around 35 vears of age) who has spent the major portion 
of his career in advertising in agency media work—magazines, 
newspapers, trade papers, radio—and also several years of sound 
experience in outdoor advertising in all its phases. 

On general media, he will be a consistent student of the latest 
development in market and media research. He will make an 
excellent impression with outside representatives and get along 
well with client and agency executives. He will be able to put 
media recommendations clearly and logically, in words or in 
writing. On outdoor, he will be an able field operator and 
negotiator with a quick grasp of market characteristics, outdoor 
costs, location merits, plant facilities, etc. The right man will 
have the business acumen to fit the outdoor operation into its 
proper relationship to the over-all marketing plans and media 


This is a challenging assignment in an expanding situation for 
someone with enthusiasm, ambition, and a resourceful approach 
to the job—someone who can think straight and work hard. It 
should grow with a man who feels he has laid the foundation 
for growth in his career. As associate media director, also in 
charge of outdoor, he will report to a company officer now 
supervising the Media Department, but he can expect to manage 
the department as time goes by. If your qualifications honestly 
measure up to this opportunity, write in full detail why and how. 
All correspondence strictly confidential. Box 7864, Advertising 
Age, 200 E. Illinois St., Chicago 11, III. 


Aint 


of its 


FIRST FORUM DAY 


% 
w 


DEAN 


EISS 


Seated on the platform as C. E. McKettrick, advertising man- 


ager of the Chicago Tribune, opened the Tribune's second annual three-day dis- 
tribution and advertising forum on May 7, were (left to right): L. E. Oliver, nation- 


al merchandising manager, 


graduate school of b 


Sears, Roebuck & Co.; Dr. G. Rowland Collins, dean, 


New York University; E. B. Weiss, direc- 


tor of merchandising, Grey Advertising Agency, and Sidney W. Dean, vice-president, 
McCann-Erickson. 


sion on “Advertising That Sells,” 
Dr. Burleigh Gardner, executive 
director of Social Research Inc., 
showed how a deeper and 
broader understanding of consum- 
er attitudes toward items and 
brands can be obtained through 
psychological research at various 
social levels. 

Dr. Gardner called attention to 
the social groups into which a2 
community is divided. “There are,” 
he said, “the ‘upper crust,’ the ‘old 
families,’ the ‘respectable people,’ 
the ‘middle class,’ and the ‘poor 
whites.’ These groups fall into a 
class system, typically consisting 
of six classes. Each class group has 
a general pattern of attitudes and 
behavior which distinguishes it 
from others.” 


@ As an example of how in differ- 
ent classes certain differences, sig- 
nificant for advertising, can be 
found through research, he cited 
the class typified by the “Lower- 
Middle and Upper-Lower class 
housewife,” whom he referred to as 
Mrs. Middle Majority. Many of the 
findings concerning this class 
group were printed in the May 7 
issue of ADVERTISING AGE. 

To reach Mrs. Middle Majority, 
Dr. Gardner suggested that edver- 
tisers “come down to her own 
world, instead of trying to entice 
her with unreal fantasy or with 
words of solemn approval by 
characters who are unreal to her. 

“Speak to her simply and di- 
rectly in terms of her own circle 
of concerns and interests,” he said. 
“Talk to her about her home and 
family, help her to be a better 
housewife or mother.” 


@ A. E. Aveyard, executive vice- 
president of MacFarland, Aveyard 
& Co., Chicago, was the second 
speaker at the Tuesday session. 
Mr. Aveyard warned that copy- 
writers today face their sternest 
challenge, and their greatest op- 


portunity. “The obvious problem | 


with which advertisers and pub- 
lishers are confronted,” he said, 
“is one of improving the contents 
of white space. 


“The buyer of white space is! 
simply buying the opportunity to} 


sell at a profit. If he goes about it 
the right way, he succeeds. If he 
follows the paths of complacency 
and self-satisfaction, he fails. And 
all the circulation in the world,” 


he continued, “cannot alter that 
fact. 

“When the chips are down,” he 
asserted, “it is essentially the 


words that fill white space—and 
the dramatic presentation of those 
words—that determine the suc- 
cess or failure of advertising.” 


@ Campbell-Ewald Co.'s execu- 
tive vice-president, Henry G. Lit- 
tle, told the 500 assembled execu- 
tives the value of a close alliance of 
sales and advertising. “If selling 
and advertising are designed to 


accomplish the same results, both 
should talk the same language,” he 
said. 
other and the sum total of both is 
far greater than if, as happens so 
often, they are utterly unrelated.” 

It is in this kind of situation that 
a sales theme becomes valuable, 
Mr. Little said. “If the advertising 
story and the sales talk both spring 
from the same theme, the rest of 
the job becomes fairly simple. The 
sales theme thus becomes the coor- 
dinator, and a sound start has been 
made toward gaining maximum 
efficiency for both.” 


es Earle Ludgin, president of Earle | 


Ludgin & Co., Chicago, concluded 
the second day’s meeting with a 
discussion of “Investment in Loy- 
alty.” 

Only a man who sells headstones 
knows that he has a permanent 
customer, he said. “The rest of us 
have to keep our customers alive.” 

If you have an established prod- 
uct on the market, advertising 
must keep your product new, not 
only for new customers, but for 
old customers as well, he said. 
“Old customers must be convinced 
that yours is as new as anything 
just out of the test tube. And 
you've got to reach out for the for- 
mer customers, who may have 
drifted away and have to be 
brought back.” 

Said Mr. Ludgin: “Anybody’s 
customer is your customer. Your 
customer is anybody's customer. 
The only way to keep a customer 
is to keep selling her.” 
ae At session 


the concluding 


Wednesday afternoon, A. L. Scaife, | 


merchandising manager of Gen- 
eral Electric Co., emphasized the 
need to go beyond ordinary selling 
efforts in maintaining today’s 
high sales level. 

Mr. Scaife called for an im- 
provement of those techniques 
which result in increased under- 
standing of the whole selling prob- 
lem on the part of a company’s 
salesmen. 

Such an understanding, he as- 
serted, should result in the kind 
of change in a salesman’s attitude 
toward his work, and an accom- 
panying reorientation regarding 
his position in the whole program 
of creative selling, which leads to 
a more efficient use of existing 
sales tools. 

Following Mr. Scaife, Louis 
Goldblatt, director of merchandis- 
ing, Goldblatt Bros. Inc., presented 
an outline of the department 
store’s vendor relationship policy 
(see Page 127). 


s In his remarks on “Planning for 
Sales Under Limited Mobilization,” 
R. D. Cahn, economist, Chicago 
Tribune, enumerated the many 
controls now imposed on _ the 
American business man, and asked 
if it is still worth while trying to 
carry on a business with such con- 


“Then one strengthens the} 
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trols. 

Mr. Cahn answered this rhetor- 
ical question by saying that with- 
in the limits of permitted action 
“a record amount of profitable 
business can and will continue to 
be done.” 

He said a greatly expanded pro- 
ductive capacity is possible 
through the availability of more 
electric power and more manpow- 
er, and by reason of better plant 
equipment. 

Mr. Cahn predicted that an in- 
crease in consumer purchasing 
power will result from an increase 
in the number of those working. 
an increase in the number of 
hours worked per week, and an in- 
creased wage scale. 


@ The forum was brought to a 
close by Seymour Mintz, director 
of advertising, Admiral Corp. Mr. 
Mintz briefly reviewed the dealer 
education program which Admiral 
has developed in the past few 
years. He pointed out the difficulty 
that Admiral had in the use of 
training films—a failure which re- 
sulted in the abandonment of such 
techniques in favor of a_ sales 
training plan centering around 16 


|“regional managers” throughout 
| the country. 
This type of program, which 


channels sales ideas from the re- 
gional manager to the distributor 
salesman, and finally to the re- 
tail salesman, has so far been 
found suitable, Mr. Mintz said, in 
Admiral’s program aimed at the 
“last three feet” in the selling 
problem, the vital stage of clos- 
|ing the sale. 

| Mr. Mintz asserted that despite 
Admiral’s $18,000,000 advertising 
budget, the company has deter- 
mined that the greatest single fac- 
tor responsible for its sales of tele- 
vision sets comes from customer 
recommendation—ore customer 
telling his friends about the merits 
of the product. 


Trans-Canada Promotes Two 
| Trans-Canada Airlines, Montre- 
al, has promoted D. C. Bythell, 
| director of advertising, to the new- 


D. 


S. McLauchlin D. C. Bythell 


ly created position of director of 
| sales and advertising. D. S. Mc- 
Lauchlin, general supervisor of 
| creative advertising, has been ap- 
| pointed advertising manager. 


Piel Drops Trommer Agency 

Piel Bros., Brooklyn brewer, 
which recently bought out John 
F. Trommer Inc., a local compet- 
itor (AA, Feb. 12), has announced 
that Lennen & Mitchel! will not 
handle Trommer brands after 
June. Ad plans for Trommer will 
be consolidated with the present 
Piel campaign directed by Ken- 
yon & Eckhardt. Piel has an an- 
}nual advertising budget of about 
| $1,500,000—a figure equaling that 
age by Trommer through Len- 
nen & Mitchell. 


| 
| Ronson Sets Holidays Push 
Ronson Art Metal Works Inc., 
| Newark, will use 800- and 1,000- 
line ads in 138 newspapers across 
|the country to push Ronson light- 
ers for Father’s Day, June wed- 
dings and graduations. The smaller 
ad is scheduled for the week of 
May 18, followed by the 1,000- 
line insertion the week of June 1. 
|This campaign supplements Ron- 
son’s regular schedule. Grey Ad- 
vertising, New York, is the agency. 


B&B Promotes Miss McKenna 


Benton & Bowles, New York, 
j|has promoted Mary McKenna to 
supervisor of time buying for Gen- 
‘eral Foods and Best Foods. 
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Along the Media Path 


@ The research department of 
Boys’ Life has issued its 1950 Boy 
Scout camp survey report, with 
market data for the 820 organized 
Boy Scout camps throughout the 
U.S. Food, beverage and soft 
drink consumption data and camp 
buying information are included. 


@ “Could You Use a Million New 
Customers This Summer?” asks 
National Broadcasting Co. in an 
elaborate new presentation about 
summer television on NBC. The 
brochure outlines the TV potential 
and the network’s “straw hat plan 
No. 2.” 


e@ Representative musical acts 
from 27 high schools in the St. 
Louis area performed in the Kiel 
Auditorium Opera House May 6 in 
the first high school “Spring Fes- 
tival,” sponsored jointly by the 
St. Louis Globe-Democrat and Sta- 
tion KWK. 


e Fastest color job ever performed 
by Life was the full-color cover 
photograph of Tibet’s Delai Lama 
on the April 23 issue. The entire 
process, including making 24 foun- 
dry plates, took about 84 hours 
of steady work. A last minute de-| 
cision to do the cover in color, 
rather than b&w, was responsible. 
e@ Coronet has issued a_ booklet} 
listing trademarks of leading ad-| 
vertisers using its columns, in cele-| 
bration of the third anniversary 
of its decision to open pages to ad- 
vertising. 


e@ The Citizen and Times, Ashe- 
ville, N. C., on April 11 published 
their annual educational issue, | 
with 28 tabloid pages containing | 
18,672 lines of display anneiaeteed 
e@ Macfadden Publications con- 
tends that wage earners have 
greater discretionary spending 
power today than at any time since | 
the discretionary spending power 
index was established in 1938. See! 
“Marketing Memos No. 51-3" for} 
details. 


e First in a series of studies out- 
lining original and effective ideas 
on merchandising magazine ad- 
vertising has been issued by The 
Saturday Evening Post. The initial 
report is based on weekly Post ads 
run by Carter's Ink Co. 


@ Country Gentleman has pub- 
lished a detailed description of 
how a magazine cover is conceived 


| Today’s Woman is up 32.3% over 


and executed. The 20-page bro-| 
chure, written by artist Peter) 
Helck, still is available. Distribu-| 
tion is limited to advertising ex- | 
ecutives and art directors. 


e@ American Girl's May issue is up| 
21.7% in linage over the May, 1950, | 
issue—the 11th consecutive month | 
in which the ad linage has ex- 
ceeded the linage for the same 
month a year previously. 


@ Station WOW is putting finish-| 
ing touches to its fourth annual | 
WOW farm study tour, scheduled 
for mid-September. This year's 
tour, via special train, will head 
for New England and the Eastern 
Seaboard. 


e@ Cosmetics & Toiletries intro- 
duced its new modified news-pic- 
ture magazine format with the 
May issue of the publication. The 
periodical henceforth will special- 
ize in presentation of merchandis- 
ing, marketing and promotion sug- 
gestions for persons interested in 
the retail promotion of cosmetics. 
A sales training course, in sugar- 
coated comics-book style, will run 
periodically as a special center in- 
sert during the remainder of 1951. 


e Ad linage in the May issue of 


the same issue last year. First 
quarter gains averaged 32%. 
e Seventeen’s fifth annual “It’s 


All Yours” issue (May), was com- 
piled by the editors after perusal 
of hundreds of contributions from 
teen-age boy and girl readers, and 
nearly 1,000 entries in the publica- 
tion's short story contest. 


@ On April 12, the Omaha World- 
Herald published an 18-question 
ballot on U.S. foreign policy and 
invited readers to send in their 
votes. Out of the 250,000 circula- 
tion, approximately 24,300 ballots 
were received—and there was only 
one insertion of the ballot. 


BAREFOOT BOY—A lot of sports-minded possers-by were attracted by this display 
set up by Abercrombie & Fitch in their window at Madison Ave. and 45th St., New 
York. A giant blowup photograph from the April issue of Hunting & Fishing is the 
backdrop. Opening of the trout season was the signal for the window's unveiling. 


program times, audience types and sociation, 55 University Ave., To-| 
TV pitfalls. ronto. | 


e April is the sixth straight month 
in which McCail’s circulation has 
reached a new peak, compared 
with the same month in previous 
years. 


@ Mademoiselle conducted its| 
eighth annual College Forum in 
New York April 14. Some 60 coeds 


try made the trip and participated, | 

| at the expense of the magazine. | 
e Dr. Melchior Palyi, economist, | 
inaugurates a monthly editorial 
feature on current economic trends 
in American Builder, beginning 
with the June issue. 


| 
@ The Cincinnati Times-Star pub- 
lished 38 R.O.P. three-color (and 
black) ads during 51 publishing 
days in February and March and 
is convinced that it thereby set a 
new record. The paper also car- 
ried 50 other color ads in the same | 
period. 


e@ Ceramic Industry's April issue, 
containing a “Who’s Who” of the! 
industry's material and equipment 
suppliers, breaks all records for 
size, circulation and number and) 
variety of products advertised. Of | 
the 182 pages, 125 are devoted to) 
product advertising. 


@ American Magazine is inviting) 
admen to write or call its district 
offices for copies of a new com- 
bination 1951 professional baseball | 
| schedule and information hand-| 
‘ ; | book. Included is a list of rookies 
e Esquire has inaugurated a new! which American Magazine thinks | 
monthly home improvement and} wil] bear watching. | 
home furnishings editorial feature | | 
beamed at males. Articles in the! @ Farm Implement News has pre-| 
series will range from masculine) pared a four-page report on a 
living rooms to remodeling porches| farm machinery dealer poll. 
and home insulation. 

| @ The Chicago Sunday Tribune on 
e@ The U.S. Camera “Camerama,”! April 15 set a new record for its| 


| a 10x14” gate fold insert bearing) annual home improvements sup- 


e@ Fortune has lined up 58 depart-| 
ment stores and the American Na- 
tional Retail Jewelers Assn. as 
participants in its third annual 
Christmas business gift promotion. 


e “TV or Not TV” is the title of 
an article in the April 14 Bakers’ 
Helper, reviewing the advantages 
and disadvantages of video as an 
ad medium for bakers. The story, | 
based on the Los Angeles area, | 
discusses results, costs, coverage, 


SPACE SALESMEN 


We are making additions to our advertising 
sales staff in New York and Chicago. If you 
are interested, state qualifications by mail. 
No interviews or phone calls accepted. You 
may write in complete confidence, giving 
your background, experience and age to 


Warren C. Agry, American Home Magazine, 


444 Madison Avenue, 
New York. 


| 


New York 22, 


a reproduction of outstanding con-| plement. The four-section supple-_ 
temporary color photography,| ments distributed in three of the 


| makes its debut in the June issue! paper's five Chicago and suburban | 
| of the publication. The Camerama 


circulation zones contained 50 
| pages each; those in the other two 
| zones, 48 pages. This was from six 
e For the fifth successive issue,| to eight pages more than the sup- 


will appear at frequent intervals. 


Woman's Day for May shows a 
substantial increase in both linage 
and revenue. Revenue is up 39% 


| and linage up 23%. For the first! 


five months, the cumulative linage | 
increase is 19% over the same) 
period last year. | 


e@ Town & Country boasts a 1951) 
circulation increase of 30% over 
last year’s; an advertising increase 
for the first four months this year 
(over last year) of 23%, in pages; 
and an increase in ad revenue of 
33%. 


@ Toronto Telegram staff members 
collected two of the seven top 1950 
awards in the annual National 
Newspaper Awards, sponsored by 
the Toronto Men's Press Club. 
Telegram staffers also earned four 
of the 16 additional citations for 
merit and honorable mentions. 


e@ The April issue of Dun’s Review 
carries the largest advertising in- 
vestment of any single issue in 


| the publication's history. 


e@ The Canadian Daily Newspapers 
Assn. has published an interesting 
60-page booklet describing how a 
number of United Kingdom adver- 
tisers have won a place for their 
products in the Canadian market 
since the war. The brochure, “Case 
Histories of Successful U.K. Ad- 
vertisers,” is available from the as- 


plement last year. 


@ Pleased by the listener response | 
to its plari for turning over station 
operations for a day to students, | 
Station KBON, Omaha, has es- 
tablished “University of Omaha 
Day” and “Creighton Day” as an- 
nual events. Students interested in| 
getting a taste of radio are given 
an opportunity during the two spe- 
cial days. 


e The May issue of Chatelaine 
carries advertising representing | 
the largest amount of ad revenue 
ever carried by any Canadian mag- 
azine, according to the publication. 
A total of 47% of the ad linage is 
in four-color copy. 


e@ The Telegraph, Dixon, I1., cele- 
brated i‘s 100th anniversary May 1 
with a 272-page special edition. 
While the issue does not approach 
the national record for size, the pa- 
rer’s officials believe that it is “one 
of the largest ever produced in a 
community of 11,500.” The issue 
carried about 25,000 inches of ad- 
vertising. 


@ Seventeen carried 8,840 lines of 
silverware advertising in the first 
quarter of 1951, an increase of 30% 

over linage in the same period of 
1950 and more, Seventeen points 
out, than any of the 101 publica- 
tions analyzed in the latest Pub- 
lishers Information Bureau report. ' 


UNITARIAN CHURCH 


from colleges throughout the coun-|§ 


This edifice, considered one 
of the purest examples of early 
New England architecture, 
was designed by Charles 
Bulfinch, architect of the 
Capitol at Washington and 
the Boston State House. It 
was built in 1824. : 
The clock tower, of white 
wood with a graceful open- 
arched belfrey, rises above 
the encircling town—a sym- 
bol of those impertant values 
which are created, as a 
heritage, by devotion and in- 
spired craftsmanship. 


It is Jahn & Ollier’s consist- 
ent aim to recreate, in metal 
printing plates, the full value 
of fine art work and translate 
it into forceful reproduction... 
color process, zines, halftones 
and offset reproductions. 


Jahn «. 
Ollier 


ENGRAVING COMPANY 
Chicago's Largest Fine 
Photoengraving Plant 


817 West Washington Blvd. 
Chicago 7, Ilinois 


Pe 
call MOnuroe 6-7080 
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TTETiirryyTys 


pulling power lll! 


If you want your advertising to play to S.R.O. audiences 
place it before a ready-made S. R.O. audience. FIRST 
3 Markets Group offers you the FIRST Sections of 
the FIRST Newspapers of the FIRST 3 Cities of 
the United States. And, in these Sections, the finest 
Rotogravure and Colorgravure reproduction assures 
you maximum package and product E Y#dentification. 
For real pulling power use... 


the group with the Sunday Punch 


NEW YORK SUNDAY NEWS 
CHICAGO SUNDAY TRIBUNE 
PHILADELPHIA SUNDAY INQUIRER 


rotogravure 
colorgravure 


picture sections 
magazine sections 


New York 17, N. Y., News Building, 220 East 42nd Street, VAnderhilt 6-4894 . 


Chicago 11, Ill., Tribune Tower, SUperior 7-0043 
San Francisco 4, Cal., 155 Montgomery Street, GArfield 1-7946 . 


Los Angeles 17, Cal., 1127 Wilshire Bled., MIChigan 0578 
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